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Can consumer merchandising 
techniques work for 
industrial products ? 


Yes, says Chain Belt, as sales rise 49.8% page 38 












How does the 


average industrial salesman 


— | 


Face-to-face selling 
Traveling and waiting 
for interviews 
Reports, paperwork, 


sales meetings 


Service calls 


The average industrial salesman spends 19% of his time on 
office routine, 32% traveling, 8% servicing. That leaves him 
only 41% (or about 31% hours a day) for selling the three or 


more people per company who have a voice in buying decisions.* 


These findings are from a recently-completed McGraw-Hill 
Research Department survey in which 288 industrial salesmen 
in 37 companies reported on the number of people they called 
upon and kept a diary of their time on a 15-minute interval 
basis. There are other findings in this study which you will find 
mighty interesting. We suggest that you ask your McGraw-Hill 
*Business publication man for a copy of Data Sheet #7023, which contains the 


advertising can complete report. 

supple ment the efforts 

of salesmen by delivering Studies such as this are a continuing project at McGraw-Hill .. . all 
your sales message to : * ot . : . > P , eee: 
these prospects beforeand  Gesigned to provide a better understanding of how good advertising 


after the salesman calls. in good business publications can help create more sales. 


NvicGRAW-HILL 


PUBLISHING COMPANY, INCORPORATED 


App 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


MORE THAN A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 





ADVERTISING 
MEDIUM 





Itself! 











In terms of purchasing power of 
concerns who order, pay for, pre- 
fer and use it 


T.R.’s CIRCULATION IS 
MORE THAN DOUBLE THE 
CIRCULATION OF ANY = x& 
OTHER SUCH GUIDE ~~ 


(90% IN THE UPPER~ ~~ 
RATED BRACKET) 











THOMAS REGISTER @ 


461 EIGHTH AVENUE *© NEW YORK 1, N. Y. 


er ee 
Affiliated 
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Be 43,435 6 


ADVERTISEMENTS INDUSTRIAL 
EQUIPMENT NEWS 


Original "What's New"’ Monthly 


























°11,648 Aducntisens THOMAS’ 
GROCERY 


REGISTER 


The Complete 
Food Trade Guide 

















Advertising forms begin closing alphabetically by product—Copy due at once! 





This card helps make 
PIT and QUARRY 

a better magazine 
for its readers 

and advertisers 


Pit and Quarry Continuous Reader Survey 


Serving both readers and advertisers is the primary function of any publication. 


| And, PIT and QUARRY fulfills this obligation in full measure... 


| PI-OQUARRY | through its Continuous Reader Survey. 


Mailed to all readers, these cards are a continuous check on the pulse of the 
industry, enabling PIT and QUARRY’S editors to immediately respond to 

the changing methods, innovations and ever-present industry problems with speci- 
fic, practical solutions that have proven their value to PIT and QUARRY readers. 


Advertisers, too, benefit because of CRS. First... because it offers a 

positive, first-hand verification of P & Q’s readership among the industry’s 
producers with buying influence. Second . . . because P & Q is consistently doing a 
better editorial job, it offers you a better, more productive environment 


for your sales message. 


We’ve prepared a folder showing the real value of our 


@ IN BP, Continuous Reader Survey. Why not write for your copy today. 


A Plus Market -the $51 billion Road Building Program... 





In addition to the normal demands for its materials, 


America’s $51 billion road building program depends What it takes in Non-metallic Minerals for 
on the pit and quarry industries to produce more Road Building Program: 


tonnage of crushed stone, cement, bituminous material, 


sand and gravel, than the present annual volume. ( Source: American Road Builders’ Assn. ) 


‘ . : Unit 1955 For each $1 billion 
Remember, the Pit and Quarry industries are NOT $4.6 billion increase in the 


part of the construction field, but supply the ingre- Program Level Program Level 
dients to build the nation’s roads. Without these basic 1000s 1000s 
ingredients there would be no road building at all. Cement bbis 58,700 16,000 
Aggregates tons 403,100 76,415 
Reinforced Concrete Culvert Pipe tons 2,640 512 
Cement for R.C. Pipe bbis. 2,900 564 


PIT and QUARRY offers you the proven medium to sell 
equipment and machinery for expanding present 
plants and building new plants so they can step up 
production of these basic ingredients to meet these 








These requirements do not include materials to be used for highway maintenance 





new and heavy demands. 
rs E Pl d QUARRY 
e, 
ex Tan 
N: 431 SOUTH DEARBORN STREET CHICAGO 5, ILL. 


Also publishers of Pit and Quarry Handbook ® Concrete Manufacturer 
Concrete Industries Yearbook ® Equipment Distributor’s Digest 
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shop talk... 


= We rejected an article this month 
that told quite an interesting story. 
It was written by an agency execu- 
tive telling how industrial publicity 
alone had done quite a business- 
building job for one of his clients. 

Our reasons for rejecting it were 
two-fold: 


1. We felt that the client’s market 
problems were far from typical and 
its experiences, therefore, would 
have little real value to the major- 
ity of our readers. 


2. Much of the success of the pub- 
licity program was based on a prac- 
tice upon which all business publi- 
“buck 
mailing of the same press 


cation editors frown — a 
shot” 
release to nearly every business 


publication in the country. 


What's the 
shot” publicity approach 
ticularly if it 
glance at our morning mail 
that of almost any other business 
paper editor — should present a 


“buck 
par- 
One 

and 


wrong with 


is successful? 


concrete answer. 

Particularly in the past few years, 
there has been a tremendous in- 
crease in business publicity pro- 
grams. Not only has there been a 
very marked expansion in the field 
of “public relations” 
and agencies (with primary empha- 
sis on publicity), but and 
more manufacturers are adding to 
or expanding their internal public- 
ity departments. 

For the most part, this expansion 
has been healthy. Unfortunately, 
however, quality has not been a 
by-product of quantity. As the vol- 
ume of press releases crossing our 
desks increases, we see a continual 
decrease in the percentage of ma- 
terial which is of even remote in- 
terest to IM editorially. 

We do not frown on press re- 
leases as such. In fact, the ideas for 


consultants 


more 


many of our articles originate with 
press But we do take a 
very dim view of the failure of the 
vast majority of business publicists 
to do even a minimum amount of 
media analysis and attempt to di- 
rect their releases to publications 
which have some the 
subjects covered. 


releases. 


interest in 


A very conservative estimate 
would be that we regularly discard 
over 80% of the press releases we 
receive for having absolutely no 
editorial interest to IM. This same 
experience is reported by the ma- 
jority of business publication edi- 
tors. 

Your reaction may be that the 
cost of media analysis is too great 
and it’s more economical to just 
everything to a_ broad list. 
While this is the lazy man’s answer 
and possibly has been successful in 
a limited number of cases, we be- 
lieve that a thorough analysis of 
the situation will prove that it is 
much cheaper in the long run to 
use the “rifle” rather than the 
“buck shot” approach. 

It doesn’t take long for editors to 
recognize that releases from certain 
sources are rich in potential edi- 
torial material and carefully study 
such material. On the other hand, 
editors also quickly recognize “buck 
shot” publicists and don’t hesitate 
to discard their releases with little 
or no study . . . sometimes without 
even opening the envelope. 

Next month, IM will present some 
special material on the subject of 
industrial publicity. We hope that it 
will both encourage greater use of 
this important promotion tool and 
help to emphasize the need for a 
sounder approach to the medium. 


send 


Complete table of contents... pages4&5 
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The advertising department and its agency showed the sales staff 
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what consumer merchandising methods can do industrially. By G 
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Can Russia compete with U. S. industrial companies? ..... . 


A business paper publisher reports on his tour of Soviet indus 





Do you want your competitor’s literature? It’s easy ...... 
You can pose as a college student or swipe the stuff at trade shows 


those are the hard ways. Try this, for a change. By Larry Roth 
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Here's a new slant and an important new proposal on four-digit 


ion by Standard Industrial Classifications. By Bruce 


Sales manager offers lessons on how to relax on the job ... . 
Where the day goes . . cartoon story for busy executives . . 


Market research paves way for new product ............ 
Subscriptions to each publication 


Many companies design a product, then do market research. Heil 


using Franchise-Paid Circulation reverses the process in two-year study. By Benn Ollman 


are paid for by local distributors. 
These lists, combined, make up Adman’s fantasy . . That Victor, he never lets us alone ... . 


the national circulation of each Victor is only a voice . . but listen, adman. By W. D. Molitor 
magazine. 


industrial advertising . . the feeble giant 
Naturally, these distributors buy 


A "'think-piece n industrial advertising’s futur 


subscriptions for only the best, 


t acti t d . . eos — 
os  e Are inquiries your pig in a poke? ... 


pects in their respective territories. on 
ries are a pretty mysterious commodity. They 





ok. Here’s how to handle them without bogging 
These readers must be your best wer 
yin 


customers, too — because they are 


known buyers of, or prospects for, 


Let’s de-gobbledygook technical writing ... 


our type of equipment! 
sta a tor suggests some ways to simplify. By E. Ag Murphy 


Published by 


THE INDUSTRIAL PUBLISHING GROUP Are my ads any good? 


812 HURON RD. - CLEVELAND 15, OHIO : . : 
Every adman asks himself that 


Flow Magazine 
Occupational Hazards 
Applied Hydraulics 
Modern Office Procedures 
Industry & Welding 
ene Senet ene Can statistics measure ad effectiveness? . . 
Welding Illustrated 
meria! Hanating Hivetrated How to detect whether or not your ads start gears 
Commercial Refrigeration ‘ 

& Air Conditioning recesses of the buyer's brain. By Harry B. Watton II 


find the answer. By Edgar W 
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How to make go-getters out of so-so salesmen 
Raymond's product school gets agents’ salesmen to push the com Di | D 
n 


pany’s line. By William L. Peck 


ow to intiapc NE AREA os ks eens CIRCULATION 


Lone Star Steel's Joe Roughneck bucks the industry giants success 


fully. 
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How to control your advertising and promotion ........ 
Precision finds a way to do a better promotional job on a small 
budget. By George R. Squires, Jr. 


How fo gain customers through pictures 
An evaluation guide for time-pressed executives who must participate 
in advertising art huddles. By Frank Soltesz 


Engineering and ideas sell goods to the OEM 


Scmething new in ‘‘nuts-and-bolts” advertising. 
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Wheat is institutional advertising good for? ..... 


An answer from a man who knows. By W. F. Rockwell, Jr 
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what can be done about it. By Martin Lowe 
quickly because they call ‘on the 


° every day. 
How Abbott automates order processing ai 


A new look at an important marketing function. By Phil Hirsch hae: ; 
These distributors advise us of daily 


n changes in their Franchise-Paid 
How 3M sells. selling to its customers .. . 


Minnesota Mining finds sales’ ‘missing links.” 


Circulation Lists because they pay 


each month for every subscription. 
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This realistic method of directing 
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Advertising volume in business results from advertising! 
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Time to re-evaluate your truck fleet potential... 


massive hew Study shows huge 


VARA SA 
s\\ 
VRC TAN Vs 
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billion market 


for 109 products 


This biggest and most penetrating study of the truck fleet market ever attempted 
has produced some startling figures. They will be of immediate interest and tremen- 
dous sales value to everyone who makes or distributes automotive products. 


The survey was made for Fleet Owner by McGraw-Hill Research with the full 
cooperation of over a thousand truck fleet operators. The information took 6 months 
to gather, required another 2 months to tabulate. It is probably the most costly study 
ever made of this great rolling market. 


Here, for the first time, is concrete information that enables suppliers to correctly 
evaluate today’s huge fleet market—set new and accurate production and sales goals. 


Besides actual purchases of 109 specific automotive products, it also reports on rate 
of replacement, preferred channels of distribution, proposed expenditures for 1957 
and many other significant facts. 


It even points out differences in purchasing habits in various trucking operations... . 
food distribution, common carrier, construction, public utility. 


Information on products in which you are interested will be made available to you 
by your nearest Fleet Owner representative. Write to the address below, or phone 
today (LOngacre 4-3000, Extension 8333) and you'll hear within a week. 


some of the specific products studied UPHOLSTERY MATERIALS SHOP EQUIPMENT 
SEATS JACKS 
TRUCKS HOSE REEFER UNITS HAND TOOLS 
TRAILERS LIGHTS GLASS CLEANING EQUIPMENT 
TRACTORS SAFETY SIGNALS POWERED TAILGATES PAINTING EQUIPMENT 
BODIES CAB HEATERS BODY & CAB HARDWARE RECAPPING EQUIPMENT 
ENGINES TARPAULINS TIRES & TUBES TWO-WAY RADIO 
PETROLEUM PRODUCTS CABLE WHEELS & RIMS PAINTS & FINISHES 
PISTON RINGS SPARK PLUGS BRAKES ANTI-FREEZE 
VALVES IGNITION SYSTEMS AXLES LIFT TRUCKS 
BEARINGS FUEL PUMPS FIFTH WHEELS UNIFORMS 
BATTERIES OIL FILTERS TRANSMISSIONS 
AND 66 OTHERS! 


a, 


OW RIE R 


330 WEST 42ND STREET, NEW YORK 36, NEW YORK. 





EVERYBODY'S TALKING 


EDITORIAL EVALUATION” 


Editorial Evaluation Report 


Third Quarter 1956 


A continuing report to 
advertisers and media buyers 
for use in measuring 

editorial impact on their 
Original Equipment Markets 
in the field of 

Electrically Operated Products 


THE GAGE PUBLISHING COMPANY 


1250 sixth AVENUE wew YORK og, N.Y 


if you haven’ 
t recei 
1956 — w, i“ eived the re 
ite i] port fo t + 
and we'll be glad to ore Quarter, 
) U a copy. 





Here’s what we're doing about it at 


Electrical Manufacturing 





Each quarter, ELECTRICAL MANUFACTURING capsules the performance of its editorial staff 
into one report — has been doing it continually for the past several years. These reports 
make it easy for any advertiser or agency man to evaluate the editorial job ELECTRICAL 


MANUFACTURING is doing in its market 


appliances and equipment. 


the field of electrically operated machines, 


This Quarterly Report 


SUMMARIZES all feature articles . . . high- 
lighting the significance of the technical in- 
formation presented for the design engineer. 


GROUPS the articles by subject areas... 
providing, at a glance, a list of all the articles 
under main categories. 


KEYS each article to S.I.C. groups . . . giv- 
ing evidence of how thoroughly the advertiser's 
primary markets are being served by ELECTRI- 
CAL MANUFACTURING. 


PERMITS a quick, clear analysis of EM 
editorial content over a three month 
period. Four short reports provide a summary 
for the entire year. 


Electrical 
Manufacturing 


... the magazine of 


design engineering 
for the field of 
electrically operated products 


The Gage Publishing Company * 1250 Sixth Avenue, New York 20, N. Y. 





accurate, impartial measurement 
of the editorial quality of 
The Oil and Gas Journal 


A.P.I. Abstract Service 
Cites The Oil and Gas Journal 
More Than Any Other Magazine 


— All this year in the advertising trade press we have been discussing business 
paper Readership, and how a magazine earns and sustains it. 

Here’s tangible proof that an integrated publication like The Oil and 
Gas Journal can — and does — furnish the most and best editorial material 

API for all divisions of the oil industry. 

A.P.1. Technical Abstracts is published weekly by the American Petro- 
leum Institute. It indexes and abstracts all of the significant, worthwhile con- 
tributions to the technical literature of the petroleum industry, similar to The 
Industrial Arts Index for general industry. Oil companies and other members 
of the A.P.I. pay $3,000.00 a year for the Abstracts service. 

The fact that material published by The Oil and Gas Journal is abstracted 
more — by far — than the editorial matter of any other petroleum publication 
is positive, impartial proof of The Journal’s leadership and editorial quality. 

This is authentic proof, too, that advertising concentrated in the leading 
magazine is the most effective, the most reliable, and the most economical 
means of advertising to the oil industry. 








We Will Pay for Your Survey 
Of Petroleum Publication Readership 


An advertiser — more than anyone else — knows who are the Right 
Readers for an advertising message about his products and services. 
For the 15th consecutive year, we have a standing offer to pay the 
cost of a readership survey, in which the advertiser 

¢ Selects his own list of names 

¢ Writes his own survey letter 

¢ Tabulates his own returns 

e And sends the bill to us for payment win or lose for us! 


If you want to determine for yourself where you can find the best 
readership for your advertising ... and where you can best concentrate 
your advertising dollars in the important year ahead... ask a Journal 
representative to tell you about “concentration” and our survey offer. 
There’s no obligation, of course. 

















THE OIL ann GAS JOURNAL 


TULSA, OKLAHOMA 


O@ 





Number of Editorial Citations by A.P.I. Abstract Service for the First Five 
Leading Petroleum Publications (1954, 1955, and First Half of 1956) 


OIL ano GAS JOURNAL 
Publication A 
Publication B 
Publication C 


EXPLORATION, DRILLING and PRODUCTION 
Publication D 


OIL ano GAS JOURNAL 
Publication A 
Publication B tae eee ie 220 
Publication CA PIPELINE (Transportation and Storage) 


Publication D 


OIL ano GAS JOURNAL 


Publication A 


Publication B 


Publication C 246 REFINING and PETROCHEMICAL (Process and Products) 


Publication D 


OIL ano GAS JOURNAL 
Publication A 
Publication B 


Publication C CORROSION and GENERAL 


Publication D 


Follow The Journal 
and You Follow the 


Pe PRAGHI ooo os ccceccssnceovcall 





What zips you past your RR 





Talk business to railroad 


SIMMONS-BOARDMAN ¢ 30 CHURCH ST., NEW YORK 7, N. Y. 
a 
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Nobody knows better than you equipment 
sellers .. . you’ve got to hustle to catch up 
with your railroad customers and pros- 
pects. But if busy, always out-on-the-road 
buyers slow you down, take the short-cut 
to reach RR management...take 
RAILWAY AGE! 


Here is the business paper made to meas- 
ure for selling the men who run the rail- 
roads. Informative, crisply interpretive, the 
market’s only newsweekly . . . RAILWAY 
AGE’s fact-teeming pages run the gamut 
of reader interests, pack stopping power 
for executives who make and influence 
purchase decisions. 


RAILWAY AGE is way out front in fast 
news reporting . . . 90 percent of major 
articles are either firsts or exclusives. It 
carries twice as many editorial pages, nearly 
a third more advertising volume than the 
second magazine. It’s the only newsweekly 
in the field . . . the only horizontal railroad 
book with paid-audited circulation. 





Would any advertiser demand a more 
dominant showplace for his products? 
Could you want a better spot to get next 
to the men who can purchase yours? Next 
step... . get all the facts on this high- 
speed; low-cost way to sell railroad man- 
agement. Then buy RAILWAY AGE! 


management in... RAILWAY AGE 


(at) Workbook of the Railways 


October 1956 /13 





MACHINERY 


METALWORKING’S MONTHLY MAGAZINE OF ENGINEERING AND PRODUCTION 


A Jones & Lamson turret lathe equipped with a hydraulic 
tracer attachment fashions the contour of a tough alloy steel 
forging. The doughnut-shaped work piece is part of a jet 
engine diaphragm housing. Illustration from an article in 
MACHINERY, “Turret Lathe Tracing — a Boon for Job Shops.”’ 











Pe RAINE CRRROPCEE sae 


ra ee a en eee 


do busy 
metalworking 
executives 
take time 

to read 


Machinery’s 
advertising 


ages ? 


—you bet they do! 


In MACHINERY, readers don’t just “‘glance at the ads.” 
We know that is so, because a readership study* reveals the 


following pertinent facts: 


—98% of our readers find MACHINERY’S advertising useful 
to them and to their business. And as to the time they take 


to read the advertising pages.. 
—only 10% spend less than one hour per month 
—about 50% spend from one to two-and-one-half hours, and 
—about 23% spend from three to four hours, while 
—17% spend five hours or more. 


The point to remember is that the overall time readers spend on 
MACHINERY ’S advertising pages alone averages three hours 


per month! 


Just why should MACHINERY’S advertising pages command 
such intense interest? Editorially, the accent is on quality, 
therefore MACHINERY does provide the proper atmosphere for 
advertising. As a result, it attracts an audience most concerned 


with the selection of the very products you need to sell. 
Ng P 


Published by The Industrial Press 
93 Worth Street, New York 13, N. Y. 





* Details of this study are both interesting and 
informative. Ask your MACHINERY rep- 
resentative to show you the “Hours Survey”. 





MANBHON''T! 


“MANHUNT !”’—watchword describing the pro- 
gressive circulation program of Miller Freeman 
Publications. A program which produces and main- 
tains a paid circulation audience that's ready to buy your 
products and services. 


Miller Freeman business magazines reach the hard-to- 
find and hard-to-see men you want to sell. Mr. “'A’’ and 
Mr. “Z’’, not found on most lists, are often your prime 
prospects. They are key men in the complex pattern of 
buying decision—a plant superintendent, a production 
foreman, a high company official, or a bright young 
engineer on the way up. 


Miller Freeman publications reach more of these key 
people because of a neatly balanced, double-edged pro- 
curement program—intensive direct mail selling com- 
bined with a national direct sales force. This circulation 
sales program is run by men with an intimate knowl- 
edge of methods, people and equipment in the indus- 
tries they sell. 

This person-to-person contact, both in the field and by 
mail is a powerful reason why your advertising gets 
action in these progressive journals. Their circulation 
lives and grows with the industries they serve. 


MILLER FREEMAN PUBLICATIONS 


New York + Seattle * Vancouver, B. C. 


Seema 
if WORK BOAT pase 


Chicago * Atlanta + Los Angeles * New Orleans + San Francisco * Portland, Ore. 


Western pai 
BAKER ieee 


CANNER Bee 
PACKER & 
—_ = 





=A 3 


[minal . i 
— Fresh Perspective Offered te industry © 


CONTROLLED 
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BUILDINGS AND GROUNDs 
FLECTRIC Ay SERVICES * 


* PLAN? SERVICES 
MATERIALS HANDLING 








What are the selling opportunities in 


new plant planning and construction ? 


Manufacturing plants aim for a whopping 18% increase in capacity for 1957-59.* 
To do it they need help — ideas; and then materials, equipment, and services. 
FACTORY ’s “BEST PLANTS ISSUE” (May 1957) is where they get 


the ideas — from editorial and advertising pages. 


THE MARKET is there to be 
sold. But how to get at it most ef- 
ficiently? Whom to hit with that sales 
message? Who is it that makes the 
decisions on such things as: 

location and type of structure 
material to be used for walls, 
windows, doors, roofing, 


floors 


According to the Annual Survey of Business’ Plans, 1956-1959, 


heating, ventilating and air 
conditioning equipment 

lighting 

electrical apparatus 

materials handling equipment 

many other products and mate- 
rials bought when a plant is 
to be built or modernized. 

Which type shall be used? What 


brand shall be bought? 

Who CAN influence these deci- 
sions? — There are only three pos- 
sibilities: the architect-consulting 
engineer group; the contractor-sub- 
contractor group; and the owner 
representatives, who are top ad- 
ministrative management, and plant 
operating management. Which is it? 


McGraw-Hill Department of Economics. 





First, why is a new plant built? 
Detailed study of 25 newly con- 
structed manufacturing plants makes 
the point. To the question, “Describe 
why you built your new plant,” the 
answers were — 

Increase or improve production 
facilities — 21 

Reduce distribution costs — 3 

Old site condemned — 1 


Production requirements rule! 
Not sales, or fiscal, or design, or 
anything else. So it’s obvious that 
management men and engineers with 
operating responsibilities for pro- 
duction will be involved. Plus, of 
course, other operating men who are 
responsible for the maintenance, the 
plant engineering, and the direction 
of people that are needed to make 
any plant produce at a profit. 

These are Plant Operating Men 


. with titles that vary all over the 
lot, but which are typified by such 
as — VP in charge of Manufactur- 
ing, Works Manager, Methods 
Engineer, Process Engineer, Mainte- 
nance Superintendent, Plant Engi- 
neer, Production Manager. 


The one magazine that these plant 
Operating men turn to for informa- 
tion and ideas on how best to build 
or modernize a manufacturing plant 
is Factory .. . particularly its 
“BEST PLANTS ISSUE,” to be 
published for the 23rd consecutive 
year in May, 1957. 


100 Extra editorial pages will be 
added to the regular May contents 
in the “BEST PLANTS ISSUE,” all 
bound in one complete volume. 
These pages will be sectionalized as 
follows: Buildings & Grounds, Plant 
Services, Electrical Services, Mate- 
rials Handling. 

Featured, as usual, will be Amer- 
ica’s 10 TOP PLANTS, chosen 
from hundreds of nominees (over 
500 last year) representing the great 
majority of all the manufacturing 
plants built in 1956. 

If your prospects could visit these 
10 TOP PLANTS, do you think 
they’d pick up ideas for upgrading 
their plants? Or for doing a better 
job of planning that new plant they 
may be considering? Darned right 
they would! 

Well, they can visit those plants, 
plus 30 or 40 others that are signifi- 
cant for some special reason, just 
by reading Factory’s May, 1957 
“BEST PLANTS ISSUE.” 


Here’s how the 10 winning plants 
are chosen. First FACTORY asks for 
nominations — from the country’s 
leading architects and builders, from 
regional and state development com- 
missions, from FAcTorRy’s readers. 
Last year careful screening by FAc- 
ToRY’s staff of 16 full-time editors 
dropped the number to 223... to 
40... and finally to the hard core 
of 21. 

Then, across the country from 
Massachusetts to California, from 
Wisconsin to Texas — Factory edi- 
tors and McGraw-Hill News Bureaus 
went into action. They checked in- 
formation, visited plants, filed de- 
tailed reports. Then — and only then 
—Factory’s staff compared notes, 


argued good points and better ones, 
rated plants by a complicated system 
of credits, and finally selected the 


“10 BEST.” 


THE VALUES TO YOU — 
THE ADVERTISER 


The ideas, the materials, the 
equipment utilized in these 10 TOP 
PLANTS — and in 20 or 30 other 
top-notch plants—are described 
with “you-can-do-it-too” emphasis 
for over 64,000 FACTORY sub- 
scribers ... the plant operating men 
who almost always get into the buy- 
ing act for your product. 

Send your sales message to these 
same readers while they’re in the 
“new plant ideas” mood . . . while 
they’re reading the “BEST PLANTS 
ISSUE.” 

In doing so you will: 

1. Reach the largest group of 
plant operating men _ available 
through a businesspaper — over 64,- 
000. These are the men so influential 
in buying for a new or modernized 
plant because they are responsible 
for making it produce at a profit. 

2. Do it in an “action atmo- 
sphere” that is possible only in Fac- 
tory’s “BEST PLANTS ISSUE,” 
because this is the only publication 
in existence that concentrates in one 
place for plant men so much edi- 
torial information and ideas on how 
best to build or modernize a new 
plant. 

3. Concentrate your advertising 
in the manufacturing industries, the 
biggest market, and on the worth- 
while plants in that market . . . those 
with 100 employees or more, the 
10% that makes and buys 75% of 
the total. 


STARCH STUDY SHOWS 3 OUT OF 
5 PLANT OPERATING EXECUTIVES 
PERFORM FUNCTIONS AFFECTING 


BUILDING PRODUCTS, SERVICES 

Daniel Starch and Staff did a per- 
sonal-interview study among 386 
plant operating executives. Each was 
asked to indicate which plant operat- 
ing functions of 37 on a printed card 
he performed for his company. Thus, 
he himself classified his field of re- 
sponsibility and interest and in- 
fluence. 

62.9% indicated that they were 
concerned with one or more of the 
following functions, ali of which 
are logically involved in any new 





INVOLVEMENT OF PLANT OPERATING MEN IN THE “BUYING ACT” 


Material, 
Equipment 
or Service 


% of Plant Operating 
Men Involved in 
PLANNING 


% of Plant Operating 
Men Involved in 
SELECTION 





Plant Site 

Engineering or Consulting Services 
Contractors 

Architects 

Complete Buildings (Standardized ) 
Flooring 

Roofing 

Siding 

Windows 

Doors 

Partitions 

Concrete or cement 

Building insulation 

Storage equipment (tanks, bins, etc. ) 





Plant communication equipment —__ 





Fire protection equipment 

Fume and dust control equipment 
Noise control equipment 

Shop furniture 


Cafeteria, kitchen equipment =| 





Plant railroad trackage 

Fence 

Maintenance paints & coatings 
Boilers 

Pipe and fittings, valves | 
Heating and ventilating equipment 
Air conditioning systems 
Washroom, locker room equipment 
Plant lighting 

Office lighting 

Yard lighting 

Incinerators 

Compressed air equipment 

Water supply 

Water coolers 








Housekeeping and Sanitary Supplies and Equipment 


Air, water pollution control 
Electrical distribution equipment 


__13.6 


__ 52.8 


«59. 


37.4 
37.4 
48.3 
28.4 
: 
46.0 
36.5 
35.3 
41.4 
36.2 
42.7 
34.9 
30.8 
47.1 
406 
52.8 
39.4 
19.6 
36.5 
21.9 
ZL 
28.1 


48.8 
48.3 
48.3 
39.2 


59.3 
51.2 
46.0 
53.2 

53.5 
54.3 
47.9 
41.9 
62.6 
64.4 
43.8 
23.6 
46.0 
25.6 

__ 
41.4 
59.7 52.8 
42.2 35.3 
tt 41.4 
49.2 


46.7 
56.0 
72.4 
52 
43.5 
24.0 
56.6 
50.4 
44.7 
44.3 
24.4 
62.5 





building or modernization project: 
Building Inspection and Upkeep; 
Plant Design and Construction; Air 
Conditioning; Electric Power Distri- 
bution; Plant Lighting; Protecting 
Plant Buildings, Grounds, and 
Equipment; Materials Handling. 

More data and details available on 
request. 


PLANT OPERATING MEN REPORT ON 
THEIR BUYING INFLUENCE BY 


PRODUCT 


Factory polled 1850 plant operat- 
ing men to find out to what extent 


they involved themselves in the plan- 
ning for and selection of specific 
products used in new plant construc- 
tion or modernization. 

246 whose companies had actually 
built a new plant or modernized an 
old one in the preceding five years 
gave usable replies (13.3%). 

For example, 53.2% of these men 
were involved in the planning of win- 
dows for their plants. 41.4% were 
involved in the selection of the win- 
dows. 

The facts for 38 other materials, 
equipment or services are shown in 
the adjacent table. 


BONUS CIRCULATION TO 
NEW PLANT BUILDERS 


As an added value, FAcTory 
sends the May “BEST PLANTS 
ISSUE” to plant men and architect- 
builders of manufacturing companies 
listed weekly by ENGINEERING 
NEws-RECORD as planning new 
plant construction. 

Thus, the action-getting BEST 
PLANTS ISSUE goes at plans-mak- 
ing time to an immensely important 
... and extra... prospect audience 
known to be in the process of plan- 
ning a new plant! 





Intense Readership makes ACHsV 








Whenever a reader goes through a business publication page-by-page, 
you can be sure it contains interesting and well-balanced editorial fare. 





That is true of ACH &V—as verified by 
a recent readership study which clearly TOO MANY NOT ENOUGH | RIGHT AMOUNT 


reveals the over-all picture of reader 
ARTICLES ARTICLES OF ARTICLES 


response according to subject matter: 





AIR CONDITIONING 4.1% 31.4% 64.5% 
HEATING 2.4% 21.8% 75.8% 
VENTILATING 2.5% 27.9% 69.6% 
PIPING (other than plumbing) 6.5% 29.8% 63.7% 
PLUMBING 12.8% 




















When you are dealing with 16,000 readers and 
covering five major subjects, you cannot expect 
to please all of them all of the time. But in 
ACH &V, we’ve come pretty close to it. 


So...when planning your ’57 schedules remember 
that ACH &V is strong on editorial quality, 

and editorial balance. To advertisers, this means 
an interested audience, and an intense 
readership that carries over in strength to the 
advertising pages of ACH &V. 


Dm iy 


AIR CONDITIONING, HEATING AND VENTILATING — 93 Worth Street, New York 13, N. Y. 
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In the December 1, 1956 issue of AUTOMOTIVE INDUSTRIES... 


“THE NEW AMERICA THAT’S COMING” 


What will be the impact of the new nationwide superhighway program 
on American industry, American economy, American living? A.I.’s 
editors will present an authoritative preview in this important issue. 


The new superhighway building program will be the great- 
est public works project in world history! The editors of 
AUTOMOTIVE INDUSTRIES tell How, Why and When it 
will change business and industry in America. The data 
has been gathered by interview and research from the most 
authoritative sources in industry and government—then 
analyzed. 

This editorial package will be of prime interest to every 
executive in the automotive and related manufacturing in- 
dustries who must plan for the future. It is must reading 
for A.I. subscribers in companies manufacturing construc- 
tion, road building and maintenance equipment; engines; 
and other vehicle components. 

The December | report will be profusely illustrated with 
photographs, diagrams and charts. Thousands of extra 
copies of this special report will be distributed through the 
many industry associations participating in the highway 
program. 


Advertising will be accepted only until November 12— 
send your space reservation today. 
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HERE'S THE DYNAMIC EDITORIAL PACKAGE 


PART |—Editorial preface. 


PART !1—The 41,000-mile nationwide 
superhighway system. The planning, 
coordination and construction—mod- 
ernization of existing highways 


PART |!1—What’s ahead in city ex- 
pressways, feeder lines, underpasses, 
overpasses, and facelifting of city, 
residential and business areas. 


PART |V—How future highways will 
be engineered to promote safety and 
free flow of traffic 


PART V—The resulting business and 
industrial expansion and decentraliza- 
tion. 


PART Vi—Expansion of roadbuilding 
and maintenance equipment industries 
and new equipment designs. 


PART Vil—Effects on future vehicles— 
cars, trucks, trailers, buses—includ- 
ing their design, future materials, and 
the expansion of the automotive 
market. 


PART Vill—The planning of new 
service and repair facilities for vehicles 





AUTOMOTIV 


A Chilton 


INDUSTRIES 


Chestnut and 56th Streets, Philadelphia 39, Pa. 











Specialized advertisers need 
product application data in the 


PIPE LINE MARKET... 


Pinpoint your market in a 
SPECIALIZED OIL PUBLICATION 


Plan your advertising approach the same way your 
salesmen sell—use a specialized, hard-hitting sales 
appeal in a specialized business publication. Pinpoint 
your customers in the 8 billion dollar pipe line in- 
dustry, and tell your story economically to the 5,200 
specialized pipe line men who regularly pay to read 
PIPE LINE INDUSTRY. 


Here’s how 








Srose 


copaussgeann Company, Ine. 





CROSE advertises to the 
PIPE LINE MARKET 


M. J. Crose Mfg. Company, Inc., one of the leading 
designers and manufacturers of pipe line construction 
equipment, has a specialized product story to tell. They 
know that this story can be most effectively and econom- 
ically told by directing it to an audience whose active 
specialized interest is in the pipe line industry. 

That’s why M. J. Crose advertises regularly to the 
5,200 active buying power readers of the specialized PIPE 
LINE INDUSTRY. 

Put your own advertising in PIPE LINE INDUSTRY and 
reach this known buying power when these men are pipe 
line minded. 


GULF PUBLISHING COMPANY 


Specialized Petroleum Publications 


@ Houston AY) 3301 Buffalo Drive, JAckson 9-4301 
: ed York (1 yi ay Park Avenue, YUkon 6-6558 
— (4), 332 S. Michigan Avenue, WAbash 2-9330 
° Cleve land (15), 1010 Euclid Avenue, MAin 1-3295 
@ Tulsa (3), Hunt Building, Diamond 3-1844 
@ Dallas (1), —* < Fe Building, PRospect 7344 
@ Lot Angeles, . Wilson Building, Huntington Park, LUdlow 7-1219 


If you sell to more than one division of the petroleum industry, 
a specialized approach is advisable in each division. Ask your 
nearest repr e for plete details on Gulf’s specialized 
advertising plan. 





620c 
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WHEN BILLIONS OF DOLLARS ARE 















































AND WE THINK YOU'D LIKE TO 


ASSOCIATED 


CONSTRUCTION + CONSTRUCTION BULLETIN ~- CONSTRUCTION DIGEST ~- CONSTRUCTIONEER STRUCTION NEWS MONTHLY ~ DIXIE CONTRACTOR + MICHIGAN CONTRACTOR AND BUILDER - MID-WEST CONTRACTOR 
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Last month, on these pages, we told you that 50 billion was only the beginning in esti- 
mating expenditures for road building over the next 13 years. Since then, we've seen 
some new figures and made some new computations. The results stagger us! . . . Almost 
IN VO LVE D 90 billion is either already appropriated or virtually assured 
eee of future legislative action . . . In addition, the Bureau of Pub- 
lic Roads estimates that over $3 of business turnover is generated by each $1 of road 
construction. . . Even a wild guess at the overall total is almost impossible, but we do 
know one thing! ... The market for construction equipment and materials will be tre- 
mendous. 


A 





















































Naturally sales of road building machinery will soar to new heights, but road builders 
buy everything! They buy big trucks and they buy paper cups; they buy batteries and 
they buy 2-way radios; they will buy anything that can contribute in any way to a fast- 
S A L E S er, better job of road building and we think you'd like to 
+ make some of these sales! . . . To help you get your share of 
this fantastic market, the ACP group offers the largest circulation of any single medium 
plus invaluable marketing and distribution counsel. . . Our unique editorial and adver- 
tising approach to buyers at the ‘grass roots’ level caused advertisers to buy 22,641 pages 
from us last year! 


CONSTRUCTION PUBLICATIONS 


Most Complete Coverage in the Nation 


MISSISSIPPI VALLEY CONTRACTOR - NEW ENGLAND CONSTRUCTION - PACIFIC BUILDER AND ENGINEER - ROCKY MOUNTAIN CONSTRUCTION + SOUTHWEST BUILDER AND CONTRACTOR + TEXAS CONTRACTOR - WESTERN BUILDER 


Director of Advertising Services: David M. Hyde, 505 Fifth Ave., New York 17, N. Y., Phone: Murray Hill 2-0326 
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To 


sell metals, 


use the sales 
power of the 
metal industry’s 


ioe 








» & 











—_———SSS => 
== AMERICAN METAL MARKET “= 


The Marte Aniherery oj the Samet amd Mave! Pndmarree 


DAILY 
NEWSPAPER 











VOL LX. Ne? NEW YORK TUESDAY. JAN “ss aeue Cerna 
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Sires os Hs Na demain Ft 
Promise For Mare Industrial ins For Hard Year 
Dercomen Tan Past. Daring 15, 


ind eee ‘Stee! Rate bs Scheduled To Advance To $187. 
pats ote Cy Mi Prin sie YL Tors 


CARRIES MORE 
ADVERTISING TO 
TONNAGE BUYERS 
THAN ANY OTHER 

PUBLICATION 


YEAR 1955 (Source: industrial Marketing) - 


PAGES OF == 
ADVERTISING == 


Oil & Gas Journal 7,196 
Iron 556 


1,961 : 
. 2 


d 





Ii 
i 


American Metal 

















Market 8,841 


(7x10” equiv.) 


SAMPLE COPY AND NIAA MARKET & 
MEDIA PRESENTATION ON REQUEST 


Averican Metat Market 


18 Cliff Street, New York 38, New York 


e lt De 
the Steal aad: shes 
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PUBLIC 

















What's your share of $52 billion? 


It's up to you . . $52 billion is the estimated 
cost for the new 13 year Federal Highway Pro- 
gram, the biggest Public Works project in U. S. 
history. Demands for motor transport will be 
met with over 700,000 miles of new and im- 
proved surfaces. 


What's your product? . . Buyers of equip- 
ment, materials and services for planning, en- 
gineering and technical administrative officials 
of cities, counties, and states as well as their 
consultants. Their specifications, recommenda- 
tions and estimates will determine methods 
and types of equipment to be employed for 
construction. Maintenance machinery will be 
needed immediately and continuously as soon 
as sections of this program are completed, and 
require additional expenditures in the billions 
annually. 


PUBLIC 


200 SOUTH BROAD STREET 


Add to your sales power .. Your advertis- 
ing in PUBLIC WORKS Magazine will be sure 
of readership among the important buying in- 
fluences. They depend on PUBLIC WORKS 
Magazine to keep them up-to-date with infor- 
mation they can use at once. And catalog, tell- 
all inserts in the 1957 STREET and HIGHWAY 
MANUAL and Catalog File will add reader- 
ship of contractors, to complete all of your 
other sales promotion by keeping your product 
features constantly available to buyers when 
purchases are being considered. 


New blood entering . . New engineers are 
entering this field daily now — men who may 
not know all about your company and its prod- 
ucts. PUBLIC WORKS will be rich in articles 
aimed at helping to train these newcomers for 
highway work. 


RIDGEWOOD, N. J. 


ADVERTISING OFFICES ALSO IN — CHICAGO -— CLEVELAND 


WORKS. 


Publications 


SAN FRANCISCO — LOS ANGELES — KANSAS CITY 
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Why sell the 


give you a 93.1% unduplicat 
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McGraw-Hill Publications & i> 330 West 42nd St., New York 36, N. Y 
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Same reader twice... 


aye | 

















| , Chemical 
Engineering 









=. MORE 


-ENGINEERING-MINDEO 


sa _ 









APS 
PROCESS 
MANAGEMENT'S 
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*K Can you cultivate all major buying influences in the $41 hillion-a-year spending Chem- 
ical Process industries . . . and still avoid the dollar-dissipation of duplication? The 
answer is yes .. . if you deliberately compact your advertising power in the only two 
publications who pointedly differentiate between the field’s two distinct buying groups 
... Chemical Week, editorially earmarked for management at all levels (administration, 
production, research) . . . Chemical Engineering, slotted exclusively for engineering- 
minded production readers (men responsible for the design, construction, operation, 


maintenance of process plants’. No one magazine can walk up both sides of the busy 
CPI street. High editorial selectivity reaps for the advertiser his richest reward in the 
low reader duplication between these two McGraw-Hill leaders . . . only 6.9 percent 
among individual subscribers! A helpful new data sheet gives you a functional break- 
down of both books, plus a duplication analysis. Write for your copy today! 
































- 1S FOR AUDIT 


The Audit Bureau of Circulations audit 
of a magazine is a standard measure- 
ment, verified by a standard, impartial 
method of checking. 

The reports of semi-annual audits of 
the entire subscription list are published 
in ABC statements which tell you how 
many people subscribed, what they do, 
where they are, how much they paid, 
how subscriptions were obtained . . . and 


a score of other important facts to help 
the advertiser make intelligent media 
decisions. 

The ABC audits PAID magazines . . . 
whose circulations can only be built and 
maintained by people who want the serv- 
ice, and whose subscribers constitute a 
self-selected, interested and editorially 
conditioned audience that is responsive 
to intelligently planned advertising. 














- 1S FOR BUSINESS PUBLICATIONS 
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People do not read business magazines 
for entertainment, but for news of their 
industry, and for ideas to help them 
with their jobs. 

Before a prospective subscriber sends 
in his check (or asks his company to send 
in its check) he must be convinced that 
the publication will provide the type of 
reading he feels he needs. 

The acceptance of 2 subscription es- 
tablishes a contractual relationship be- 
tween the reader and the publisher. Be- 
cause the reader shares the cost of pub- 
lishing, the publisher must see that he 


gets the magazine for the life of the 
subscription, and the editors must main- 
tain the interest of the reader. 

Without reader interest, the publisher 
of a paid-for magazine can’t get circula- 
tion. Without circulation he can’t get 
advertising . . . and without advertising 
he goes out of business. 

Conversely, new subscriptions and re- 
newals are an indication that a publica- 
tion is wanted by readers. Evidenced by 
cash-in-advance subscriptions, such 
reader interest makes the magazine an 
excellent advertising medium. 














OF PAID CIRCULATION 

















- 1S FOR CIRCULATION COVERAGE 


Circulation value is not merely a ques- 
tion of quantity, but of quality. 

The surest way to reduce waste circu- 
lation in a business publication is to ask 
readers to pay for the magazine and 
eliminate those who won’t. That is what 
audited, paid publications must do if 
they are to stay in business. 

When paid subscriptions come up for 
renewal, ““dead”’ names are automatically 
purged from an ABC publication list .. . 
not merely those who aren’t there any 
more, but those who are no longer inter- 


ested in the publication. The ABC pub- 
lisher cuts them off his list. He has to, for 
arrears show up on an ABC audit. 

In the very act of renewal, subscribers 
record any changes in title, addresses 
or occupancy of position. This provides 
a continual, systematic and automatic 
check on the entire subscription list. 

This paid-subscription form of opera- 
tion insures valid, vital circulation . . . 
and assures the advertiser that in a paid- 
circulation publication the reader is al- 
ways the boss. 








OCTOBER IS ABC MONTH 


This month marks the 42nd anniversary of the Audit Bureau of 
Circulations . . . a voluntary, non-profit, cooperative association 
of over 3,600 advertisers—advertising agencies—and publishers 
of newspapers, general magazines and business publications. 

We of McGraw-Hill want to take this opportunity of congratu- 
lating the ABC for having performed its function so consistently 
and conscientiously that the ABC emblem has become a hallmark 
of honest circulation standards, advertising value and reader 
approval. 

We are proud of the fact that 34 McGraw-Hill Business Pub- 
lications have earned the right to display the symbol of member- 
ship in the ABC. 


o 


r 


\ 
Surat 


McGRAW-HILL PUBLISHING COMPANY, INC. 


Ap) 


OVER A MILLION MEN IN BUSINESS AND INDUSTRY 
PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 


330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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What you should know about 
20,000 men who specify 
and buy in the C.P.I. 


Who are the major influences in specifying 
and buying equipment, chemicals and raw 
materials in the big chemical process 
industries*? Who sets the specifications? The 
answers to these and many other equally 
important questions are highlighted below... 
from the facts uncovered in two new and 
extensive studies made for Chemical 
Engineering Progress. 














Report #1—Equipment 


@ Chemical engineers exert a major influence in the 
specification and purchase of 65 basic types of equipment. 


@ Chemical engineers are highly brand conscious. Spe- 
cific preferences are revealed in 63 of 65 product types. 


@ Chemical engineers hold more than 100 different 
titles . . . but most of them have functions centered in 
design, production and development. Many of them also 
have additional administrative responsibilities. 


@ Chemical engineers hold positions of importance 
within their companies and this is reflected by an average 
annual income of about $11,000. 


@ Chemical engineers depend on Chemical Engineering 
Progress to keep them informed on new developments 


2] Chemical 
Engineering 
Progress 
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and engineering techniques in their field. 3 out of 4 read 
it at home. Reading time is high . . . averaging two hours 
per issue. 


@ Chemical engineers depend on advertising in C.E.P. 
to keep them informed of new product developments and 
applications. Reader interest in data on design, engineer- 
ing development and services data is closely correlated to 
the same kind of information in the advertising pages. 


(RA er Oe 


Ask for your copy of the detailed report. 
Call your C.E.P. representative or write 

today to Chemical Engineering Progress. 
ee 


Published exclusively for Chemical Engineers 
by The American Institute of Chemical Engineers 
25 West 45th Street, New York 36, N. Y. 


Remember—the engineer is educated to specify and buy! 














EFFECTIVE JANUARY, 1957 
MACHINE and TOOL CIRCULATION 


BLUE BOOK EVERY 
will guarantee MONTH! 


BONUS VALUES: MACHI ND T 


é, 

e Published monthly since 1906. e Pioneer publication in controlled circulation. t 

e “Starched” issues offer ideal copy-testing © © Special binding permits use of 7”x10” plates ule 00 
laboratory. as unbroken spreads. 


e Pocket size. e No advertising on front cover. 
e Readers indexed under SIC system. e Low cost per 1,000 circulation. 


MAC E AND §@TOOL 
a HITCHCOCK publication iP 00 


HITCHCOCK PUBLISHING COMPANY — WHEATON, ILLINOIS 


ALSO PUBLISHERS OF CARBIDE ENGINEERING, WOOD WORKING DIGEST, HITCHCOCK'S WOOD WORK. 
ING DIRECTORY, GRINDING AND FINISHING, SCHOOL BUS TRENDS, MASS TRANSPORTATION, MASS 
TRANSPORTATION DIRECTORY, HITCHCOCK'S MACHINE AND TOOL DIRECTORY. 








et li M e Dick Morris and Andy Kramer visit the Polytechnic Museum in Moscow. They were impressed 
ate ine oscow: with the engineering excellence of exhibits. Note camera equipment...no restriction on 


photographs in Moscow. 


Exploratory trip behind Iron 
Editors sparks editorial features 








_.. the history-making 


internationally important 
German Engineers Hold Centennial 


w delegotes 1 ” 
Ingenie r 


power Conferences (je game” TEES i ma aaa 
throughout Europe have 

é Direct from Moscow, Power ENGINEERING 
supplied the nucleus for Editors Report Russian Power Progress 


our editors’ dramatic 


“report from Europe.” 
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After three months of almost constant travel, including attendance at all of the 
major power conferences scheduled in Europe this past summer, POWER ENGI- 
NEERING’s editors Dick Morris and Andy Kramer are winging their way back home. 


How can a trip of this magnitude be measured in terms of success? Judging from 
the wealth of “fresh” editorial material already published from the reports of these 
two roving editors...and their overwhelming acceptance by the information- 
hungry POWER ENGINEERING readers, our first comment to them will be a re- 
sounding “well done”! 


And this is just the beginning... for the abundance of material and impressions 
these editors did not have time to write while in Russia and Russian controlled 
satellite countries holds promise of many more authentic, revealing editorial fea- 
tures soon to be exclusively presented in POWER ENGINEERING. 

















All this means more glued-to-the-page readership among PE readers! 


Power Engineering 


Technical Publishing Co. © 110 S. Dearborn Street * Chicago 3, Illinois 
Publishers also of PLANT ENGINEERING 


the specialized magazine reaching and selling the power specialists 


urtain by Power Engineering 
that command high readership 





Fifth World Power Conference 
Vienna 1956 


* 
i ee ail 


ee. 


“** . 2 ERE a ae 


Segtorann Beene Tae CIGRE MEETING IN PARIS REPORTS WORLD 
At Belgrade DEVELOPMENTS IN ELECTRIC POWER SYSTEMS 


Marshal Tito opens international Conference in which 20 nations ‘ 
poy tribute to Tesla, pioneering nin the field of electricity ln this report, direct from Paris, covering the 1956 CIGRE Conven by RICKARD KH. MORRIS 
tion, ow twaveling editors describe some of the sont Caitertat Diowe 
. developments in the generation, transmission and 
Soe le electric power roughou! the world ond show the di 
further development in these fields 1 proceeding # 


energy ever before, miiear energy 
the 1p thot the darkness inl prow 


Dr. hc. THEODOR KORNER 
President, Austrian Federal Republ 


OGRE members crriving tor their 1956 Convention ot the Foundation Berthehst aris 


POWER ENGINEERING, 110 South Dearborn Street, Chicage 3, Illinois POWER ENGINEERING, 110 South Dearborn Street, Chicago 3, Illinois 


enter, 19 Agu 1958 
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HEATING-PLUMBING and 
AIR CONDITIONING NEWS 


FORMERLY HEATING & PLUMBING EQUIPMENT NEWS 
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THE NEW NEWS IS NEWS ! 


Even under its previous name 
“Heating and Plumbing Equip- 
ment News”, this publication al- 
ways covered all the functions of 
the industry — including air con- 
ditioning. Now its new name 
HEATING-PLUMBING AND AIR 
CONDITIONING NEWS truly reflects 
complete editorial coverage of 
the entire market, up-to-the-min- 
ute developments in the industry, 
and terse, factual news of New 
Products for which HPEN has al- 
ways been rightfully famous. 





As for the new king size format, 
this surely makes for easier, 
quicker reading. For our adver- 
tisers this means more intense 
readership, with better position- 
ing of all advertisements, regard- 
less of size —and always next to 
editorial. 


New name plus new format plus 
unusually effective Circulation 
Plan (described below) add up to 
make the NEWS your number one 
buy for °57. 








FA 
Sebetio | THE NEWS—DUN & BRADSTREET CIRCULATION PLAN 


Working with the publisher, DUN & BRADSTREET 
checks its own nation-wide records to identify 
and evaluate every business establishment in 
this Market. Under this Plan—and to be eligible 
to receive the News—a Contractor must have a 
DuN & BRADSTREET net worth rating of $5,000 
to $1,000,000 plus, and a Wholesaler a net worth 
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GOVERNMENT legislation affecting in- 
dustry is priority news for metalworking, 
the No. 1 U.S. industry. IA regularly in- 
terprets such legislation for its readers. 
Typical is this review of 84th Congress de- 
cisions and their effect on metalworking. 
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CONVEYORS: Moving Into New Markets 
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MAJOR INDUSTRY DEVE L OPME N TS 
and their significance are reported regu- 
larly by The IRON AGE. This Aug. 9 
feature article analyzes the steel strike 
aftermath as it affects industry in general 
and metalworking in particular. 


How Much Will 1957 Cars Cost? 


Waste Contre! Test 





MARKETING news that provides metal- 
working management with planning guide- 
posts is a frequent IA editorial subject. 
Shown here is a report on the promising 
conveyor market; it outlines potential, 
names fields now ready for development. 


KEY AREAS OF METALWORKING get 
individual attention in each IRON AGE 
issue. Illustrated above is the weekly 
column “Automotive Assembly Line,” 
dealing with developments in Detroit and 
their meaning for the rest of metalworking. 





Interpreting News for Metalworking 


Fast, Accurate Reporting is 
Keystone of IRON AGE’s 
3-Way Editorial Coverage 


Up-to-the-minute news—screen- 
ed for pertinence and correctly in- 
terpreted—is a basic necessity for 
management. 

Providing this essential service 
for metalworking management is 
the primary function of The Iron 
Ace. Each week, IA reports all 
major developments affecting the 
industry. In addition, IA furnishes 
seasoned analysis of this news, giv- 
ing metalworking management 
sound background for planning. 


Fast Coverage 


IRON AGE format conserves man- 
agement’s time. News of Industry 
groups related articles under such 
headings as Labor, Marketing and 
Production. Concise interpretive 
features complete the picture: 
Newsfront comments on new devel- 
opments in metalworking; Report 
to Management scans the economic 
horizon. Other tightly edited col- 
umns take the pulse of Detroit, 
Washington, and the West Coast. 

Examples of this interpretive 
news reporting in a typical IA issue 
(Aug. 9) are shown on this page. 


Industry News Isn't Whole Story 


In addition to News of Industry 
and its analysis, metalworking ex- 
ecutives also receive weekly news 
and interpretive guidance on signi- 
ficant technical developments and 
the outlook for leading metals i 
[A’s two other major editorial sec- 
tions: Engineering-Production Arti- 
cles and Markets and Prices. 

By using all three editorial ap- 
proaches IA attracts metalworking’s 
entire buying-specifying team—ad- 
ministration, engineering - produc- 
tion, and purchasing—thus provid- 
ing advertisers with 3-in-] coverage 
of the market. 
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MARKETING IS THE BIG NEWS IN METALWORKING. Advance reports of the 
1954 Census of Manufactures—the Government’s first detailed breakdown 
of markets, industries and products since 1947—are putting the spotlight 
on the growth of U.S. industry in general and metalworking, the No. 1 
industry, in particular. Recognizing this, The Iron AcE is giving increasing 
emphasis to this vital subject. 


HOW TO HIT YOUR MARKET was the title of IA’s kick-off report (IRoN AcE, 
August 30) on how to use the new Census data . . . to analyze market 
potentials, measure industry trends, set sales goals, locate new facilities, 
determine sales territories. Background for this 8-page feature included 
interviews with top Census officials . . . a survey of metalworking firms and 
their market research activities . . . and case histories of profitable market 
research projects. Crammed with valuable planning pointers for metal- 
workers and for those selling to metalworking, this article is available in 
reprint form as long as the supply lasts.* 


“MARKETS FOR METALWORKING” is a new series of thumbnail market re- 
ports inaugurated in the August 2 Iron Ace. Sparked by release of the 
Census figures and metalworking’s growing demand for more market data, 
these digests will be published regularly. Following are highlights from 
“Markets for Metalworking” which appeared in The Inon AcE in August: 


Conveyor field is wide open. Demands of automation have existing pro- 
ducers snowed under, while new and promising markets lie untapped. 
Census figures show conveyor shipments rose from $248 million to $479 
million during 1947-54. Last year, sales jumped to $768 million, and $1 
billion is a safe bet for ’56. Markets ready now for development include 
long haul for bulk materials, short haul for passengers. 


Industrial truck sales for 1955 were up a solid 100%. Responsible are rising 
labor costs and the need for speedier material handling to keep pace with 
faster production machinery. Because industrial truck requirements vary 
widely, standardization is not in the picture, making the market a fertile one 
for small companies. 


Controls should hit the’$1 billion jackpot this year. And this is just the 
beginning as electronic automation develops in industry. Noteworthy in the 
new Census report is the emergence of materials handling controls as part 
of a new $24 million category. Also noted is the increasing importance of 
control centers as a replacement for individual machine controls. 


Welding’s future looks bright. According to Census figures, shipments of 
electrodes in coils for automatic arc welding almost tripled during 1947-54. 
Since 86% of welding cost is labor, the call is clearly for building more and 
more automatic control into high-speed production welding equipment. 


An additional marketing report on stainless showed that the market is not 
precisely where producers assumed it was. Steel men have been figuring 
that warehouse shipments follow the same customer pattern as mill ship- 
ments. Not so, according to a recent survey. The chemical industry buys 
three times as much stainless from warehouses as it does from the mills. 
Aircraft is a bigger warehouse market than suspected, restaurant equip- 
ment smaller. 


“Markets for Metalworking” series are 


*Reprints of “How to Hit Your Market’ and the 
The IRON AGE, 


available in limited quantities on request. Contact the Promotion Dept., 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





MAKING THE NEWS. Above press men- 
tions show why IA is the most quoted 
publication in the metalworking field. 


5243 Press Quotes Show 
Authority of IA Editorial 


During the first 8 months of 1956, 
the Luce Press Clipping Bureau 
caught 5243 mentions of The Iron 
AGE in newspapers throughout the 
country. Most often quoted was 
[A’s industry-prized Markets and 
Prices section, widely used for 
metalworking contracts. 


Also Quoted by Radio and TV 


Impossible to number are the 
many mentions of The IRon AGE by 
radio and television newscasters 
who quote IA’s industrial forecasts 
and its reports on new develop- 
ments in metalworking. But welll 
wager that at one time or another 
all of you have listened to quotes 
from The Iron AGE. 

Can this frequent use of The Iron 
AGE as anews source stem from any- 
thing but editorial authority? 


Planning Pointers 


A Review of IA Advertising and 
Marketing Aids... 


e Ad Readership Studies — Sum- 
mary re ports of Mills Shepard ad 


readership studies for IA_ issues 
dated 1/12, 2 2, 2/23, 3/15, 4/5, 
4/26, 5/17, 6/7, 6/28, and 7/19/56. 


e 4-Digit S.1.C. IA Circulation 
Breakdown—August 1956 circula- 
tion analyzed in 4-digit detail. 


e How to Pinpoint Your Market- 
ing to Metalworking—A market re- 
search approach to metalworking. 

(For copies—available in limited quan- 
tities—write on company letterhead to: 


Promotion Department, The IRON AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa.) 
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275 Pages in 4 Aug. Issues 


In the last four* August issues, 
IA offered 275 pages of interpretive 
editorial guidance for metalwork- 
ing’s buying-specifying team—ad- 
ministrative, production, engineer- 
ing, purchasing executives. This 
brought the year’s running total to 
2609 pages of accurate, weekly 
coverage of important metalwork- 
ing developments. Editorial in the 
last four August issues included: 


Editorials 

Was the Steel Strike a Phony? 

Let’s Let George (Humphrey) Do It Again 
Who Pays the Higher Wage Costs? 

Is FRB Sacred Cow? 


News of Industry 

How to Protect Against Floods 

Second Quarter Earnings Set Records 

How 84th Congress Treated Business 

Product Diversification: Look Before 
You Leap 

Freight Car Shortage Will Hurt 

Diesel Engines Are Staging a Comeback 

Concrete Challenges Structural Steel 

Short Term Loans Are Hard to Get 


News Analysis 
Auto Producers Eye 4th Quarter Record 
Rising Prices Have White House Worried 
What's Behind Far West Electronics 
Boom? 
Suez Crisis Speeds Fast-Tax Action 
Automakers Jockey for 1957 Sales Race 
What’s Metalworking’s Future in Seattle? 
Why Scrap Prices Hit the Ceiling 
Selling the West Coast: Not So Simple 
Is U.S. Help Coming for Small Business? 


Technical Articles 70 pages 

Drawn Parts Save Through Simplified 
Design 

Humanics: Liberal Doses Cure 
Production Ills 

How Carbon Content Affects Impact 
Properties 

Mate Processes for Better Casting Quality 

Dynamic Checks Point to Longer Chain 
Life 

Better Packaging Stems from Simple Ideas 

Hopper Feeds: Best Bet for Small Plant 
Automation 

Ultrasonic Quenching: New, More 
Effective 


Markets and Prices ........... 67 pages 
Why Los Angeles is Third in Industry 
Conveyor Industry Enters New Markets 
Tight Steel Market Lies Ahead 
Controls Reach $1 Billion Jackpot 
Welding Sales Arc Swings Upward 
Industrial Truck Market Pulls Ahead 
Survey Report: How to Hit Your Market 


Other Editorial 
Total Editorial (4 Issues) ....275 pages 
Total Editorial 1956 2609 pages 


*July figures inadvertently included the first 
issue in August—sorry, we just goofed. 


65 pages 
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METALWORKING SALES WILL HAVE ZOOMED from $61 billion in 1947 to more 
than $135 billion by the end of the current year. They are expected to soar further to 
$200 billion by 1965. The IRON AGE “Metalworking’s Growing Markets” issue will 
deal with some of the problems of marketing the ever-increasing volume of metal 
working products. If your product has a future in metalworking, the ideal place to tell 
the story is in the “Metalworking’s Growing Markets” issue. Out Jan. 3; closes Dec. 15. 


What's the Size of Your Stake in 
Metalworking’s Growing Markets? 


If you are typical of the firms 
selling to metalworking, your stake 
in metalworking’s markets has more 
than doubled in the past 10 years. 
U.S. Office of Business Economics 
figures show that metalworking 
sales jumped from $61 billion to 
over $125 billion during the period 
1947-55... will reach at least $135 
billion in 1956 according to [Ron 
AGE estimates. 


$65 Billion Growth in Next Decade 


And that stake will increase by 
half again with metalworking sales 
expected to hit $200 billion by 1965 
(prediction by Director of Research 
|. Walter Thompson, The [Ron AcE, 
January 5, 1956). 

That’s why you have a big stake 
in The Iron Ace's “Metalworking’s 
Growing Markets” issue. This guide 
for management planning will deal 
with some of the problems of mar- 
keting the ever-increasing volume 
of metalworking products. 


Marketing Lags Behind 


Metalworking management frank- 
ly admits that it knows far less 
about markets—their size, location, 
changing trends, who does the buy- 
ing—than it knows about the pro- 
duction of metalworking products. 


The Iron Ace will help bridge 
this gap by devoting more than 100 
fact-filled pages to this vital sub- 
ject. Included will be the 1957 ma 
kets for leading metals and metal 
products . . . special reports on the 
automotive industry and the West 
Coast... a look at the long-range 
markets for steel, aluminum, cop- 
analysis of population 
trends as they affect expansion and 
plant location tips on doing 
business with Uncle Sam... how 
to tap the Govt.’s storehouse of 
market information plus pro 
duction and price data, a trade as 
sociation directory, and other refer- 
ence-value_ features essential to 
management planning. 


per, brass eee 


Repeat Traffic for Advertising 

Because it will contain over 100 
fact-filled pages of market data so 
basic and vital to metalworking 
buying-specifying executives will 
be reading and rereading it for 
months to come. And each time 
they do, it means intense reader 
traffic for your selling message. 

If your product has a future in 
metalworking, the ideal place to 
tell that story is in The Iron Ace's 
Annual Issue on “Metalworking’s 
Growing Markets,” out Jan. 3. Final 
closing, Dec. 15. 
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Profiles of the Metalworking Market... 





STAMPING AND FORMING is a major departmental operation in more than half of 
the 23,755 metalworking plants employing 20 or more plant workers. Besides consum- 
ing big tonnages of ferrous and nonferrous metals, these shops are prime prospects for 
forming equipment, presses, motors, controls, materials handling equipment, dies, per- 
sonnel safety devices, lubricants, and metal finishing products. The IRON AGE reaches 
9613 of the 12,935 worth-while stamping and forming shops; covers over 94% of this 
market’s buying power. In 1955, IA devoted 66 pages of technical editorial and scores 
of pages of news to this important phase of metalworking. Valuable market data on 
stamping and forming can be obtained from The IRON AGE Research Division. 
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ATRAMATE «5 new stondord 
n direct-current motors 
gives your machines wider 


speed ranges, greater output 


Progress 4s Our Most /mportent Protect 


GENERAL QD ELECTRIC 


TOP SCORING SPREAD in the June 7 IRON AGE was this full-color GE insert an- 
nouncing a new direct-current industrial motor. Its dominant illustration and news 





approach helped score Mills Shepard ratings of 44% Remembered Having Seen, 35% 
Read Partially, and 11% Read Thoroughly. 


This advt. prepared by The IRON AG 


Chestnut & 56th Sts., Philadelphia 39, Pa. 


Iso-Mite Corp. Gets 
500 Direct Inquiries 
Following IA Article 


New Powdered Material Reduces 
Bearing Wear was just one of five 
technical articles which appeared 
in the August 11, 1955 Iron Ace. It 
described in detail the merits of a 
new product named Iso-Mite. (Con- 
tributor: Stanley Hodge, Manager, 
Tooling and Maintenance Dept., 
Security Engineering Div., Dresser 
Operations, Inc. ) 

Our editors naturally thought it 
was a good article, but it wasn’t until 
nine months later that the story be- 
hind this story came to light in a 
letter written to IA by Arthur Van 
Wyke of the Iso-Mite Corp. Here is 
part of Mr. Van Wyke’s letter: 
Over 500 Letters Received 

“There have been in excess of 
five hundred letters, directed to 
either Security Engineering or our- 
selves, plus telegrams, phone calls, 
and direct referrals from Iron AGE. 
The level from which they came 
has been most surprising—Presi- 
dents, Vice Presidents, General 
Managers, Superintendents, etc. — 
and with very limited exception, 
genuine validity was inherent.” 
Shows IA’s Editorial Impact 

We like to think Iso-Mite’s ex- 
perience underscores once again 
The Iron Ace’s far-reaching editor- 
ial impact on metalworking. 











Textile Industries gives you more mill readership 


through TEXTILE INDUSTRIES’ sensible plan of combining 
paid circulation with Directed Distribution. By this method 
TEXTILE INDUSTRIES gives you the largest mill readership 
available. Its readership by mill presidents, superintendents 


Actually, there is only one realistic way to measure a pub- 
lication’s mill readership. That is with the yardstick that 
evaluates readership in terms of buying power covered. 
TEXTILE INDUSTRIES is read by the buyers in mills with 
99.9% of all spindles in the U.S.A., 99.7% of all looms, 
97.5% of all knitting machines, 91.4% of all dyeing, 
bleaching, finishing, 100% of all synthetic fiber production. 


This remarkably productive coverage pattern is achieved 


and top executives is unequalled. 
To sell America’s huge textile manufacturing market, 
TEXTILE INDUSTRIES is your basic advertising medium. 


Place it first on your list. 


Textile Industries 


806 Peachtree St., N. E., Atlanta 8, Georgia 
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THE MAGAZINE WITH THE NEW LOOK 


..- CIRCULATION 


You will reach every individual with BUYING POWER in the electronic 
original equipment market... research engineers, design engineers, pro- 
duction and procurement personnel, avd management. This concentrated 
audience of 31,000 gives assurance that YOU CAN’T MISS YOUR MAN. 


..- EDITORIAL 


Across the board readership will be generated by articles covering all 
phases of the BUYING POWER group. Feature articles dealing with 
research, design, production and management are a reading must in every 
issue. Electronic Equipment is editorially designed so that YOU CAN’T 
MISS YOUR MAN. 
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Applied ‘mechanics od 

Combustion 6 5 P , : 

Electricity os Design is an engineering function. Because power, product, 
: Each process and machine design is so basically mechanical, 

on Twrtion Power only a mechanical engineer can interpret the mechanical 

Heat Transfer 

Heating & Ventilating 


requirements of a design and translate them to a specification. 
Hydraulics 


of Circulation 
. 4\07 


tion 
strumente h 
ail {mechanisms} 


This is why the engineers who read MECHANICAL 

, ENGINEERING are so important to advertisers seeking a 
nn os t Design 
Plant te 


“design” audience. No other publication delivers exclusively 
Materials Engineering 


so large a group of mechanical engineers...so highly 
Materials Hondling 
metallursy 


qualified to take responsible charge of design work. 

Nuclear Engineering : fi 
pil and Gas Power Proof? An exhaustive study* of ASME membership to 
Piping determine the fields of specialization of its members 
aon Engineering produced the results, as they pertain to design functions, 
Product Engineering shown at the left. 
Structorel Design 

modynamics yalled 
nti + ures should not be om of 
These fig¥ reflect overlapping 


ividual totals, however, 


Only MECHANICAL ENGINEERING can put your 
¢ ME. 


sales story before this, the world’s largest audience of 


mechanical engineers—over 40,000 men in responsible charge 
of design, development, production, control and operation. 


*Write for your copy of the full report of this study. 


specializ 


Engineers are educated to specify and buy 
XS Mechanical Engineering 


Published by 


THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
29 West 39th Street, New York 18, N. Y. 
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What's this? . . Envelope (left), mail piece arouse curiosity, gain high readership. 
Yet ‘“gimmick’’ approach and sales message are tied together smoothly, completely. 
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No one wants his picture on the kind of posters that 


decorate Post Office bulletin boards . . no one except 


Ohio Seamless Tube sales engineers. 


= All of the sales engineers for 
Ohio Seamless Tube, Shelby, O., 
are “Wanted by the FBI.” And 
authentic-looking “wanted” posters 
are apprising some 5,000 of the 
company’s customers and prospects 
of this fact. 


Now this is something that a 
company ordinarily would not want 
noised about. But in the case of 
Ohio Seamless, “FBI” is read to 
mean “Fraternity of Better Indus- 
tries”; and the sales engineers are 
wanted for such things as “engi- 


neering with intent to improve.” 

Ohio Seamless, a division of Cop- 
perweld Steel Co., came up with the 
wanted poster as an unusual direct 
mail piece to let its customers and 
prospects know about the nearness 
and technical skill of the division’s 
sales officers and engineers. 

The posters do this, and they also 
are personalized, bearing the pic- 
ture and name of each sales engi- 
neer to the customers and prospects 
in his area. 

The posters are economical, too, 
because they are printed on news- 
print stock, and because all of the 
copy except for the sales engineers’ 
names is identical on all posters. 
General copy was produced by off- 
set on one press run. The sales- 
men’s pictures and names then were 
imprinted by letterpress. 

The posters follow authentic post 
office style down to a “fingerprint 
record’—ten gray blobs captioned, 
“Note conspicuous absence of fin- 
gerprint whorls, loops and arches. 
You see, this man is known to work 
his fingers to the bone for his 
clients.” 

The copy follows this light touch 
throughout and includes the warn- 
ing note: “This man is armed 
(with) plenty of experience and 
ability. Lacks fear of any problem 
involving steel tubing.” 

The copy ends with this promise, 
“Reward: Help with design, cost 
production and price problems.” 

The mailings went out in August, 
after a “trial run” in which a Cleve- 
land rep’s mailing was presented to 
the entire sales staff. 

Once they had seen the sample 
poster, the sales engineers were so 
enthusiastic that the company says 
it is sure the mailing “will do a 
double job—winning salesmen who 
use them and influencing customers 
and prospects who receive them.” 

The company’s agency is Howard 
Swink Advertising, Marion, O. 5&8 
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Dream boys. . 








Chain Belt hikes pump sales 49.8% 
with ‘consumer merchandising’ 


By G. Herbert Pfeifer 
Manager of Sales Promotion 
& Advertising 
Chain Belt Co. 


Milwaukee 


= Consumer and industrial market- 
ing aren’t really different. 

I’m not trying to say that you can 
beg, borrow or steal, word for word, 
consumer marketing techniques and 
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A couple of go-getting admen prove that consumer 


merchandising techniques will work on industrial products 


as they turn a promotional dream into profitable reality 


apply them all to all industrial prod- 
uct marketing. But I firmly believe 
that the basic ideas, the basic con- 
ceptions, are much the same — that 
the execution of those ideas can be 
much the same, and that the execu- 
tion of the complete marketing plans 
need differ only in minor degrees in 
consumer and industrial marketing. 

I know of consumer marketers 


who have borrowed very success- 
fully from industrial techniques. In 
our case, we did the reverse, and 
the results have been equally suc- 
cessful. 

But let me go back to late 1954, 
when Jim Perry, the account execu- 
tive at our advertising agency, the 
Buchen Co., myself and some of the 
men in the sales and marketing de- 





partments of one of Chain Belt’s 
divisions, together with some rather 
strait-laced engineers, were engaged 
in one of the typical bull sessions 
that follow a product meeting. 

As usual, Jim Perry and I were 
taking a bit of the “affectionate” 
ribbing that those hard headed sell- 
ing and engineering fellows usually 
reserve for the “dream department 
boys,” as they sometimes refer to us. 

Well, somebody said, “I suppose 
you guys actually believe that you 
could dispense with us salesmen, I 
suppose you think you could actu- 
ally increase sales without us firing 
line boys putting in a lot of extra 
hard work beatin’ the bushes for 
customers. You boys all seem to 
think the stuff we sell is like those 
appliances you see the pitchmen on 
TV shoving down the public throat. 
Well, it ain’t so! We’ve got to get 
out there and really work on these 
guys. They don’t come to us with 
dollar bills in their hot little fists 
screaming to buy what we've got 
to sell. You guys will realize one 
of these days that those kinds of 














hot shot ideas don’t work for our 
products.” 


We accept the challenge . . I’m 
here to tell you that the agency 
man and I were on our feet so 
fast you’d have thought somebody 
jabbed us with a red hot poker. We 
both hollered, “You’re darn right 
we think we can do it.” Jim Perry 
went a_ step farther and_ said, 
“You’ve got some items in your 
line that would really benefit if we 
applied some consumer merchan- 
dising and marketing techniques.” 

Well, they took us up, and we 
had a nice hot potato in our grimy 
little hands. But it was exactly what 
we had been looking for, since we 
had been discussing something like 
this for over a year. 

The product we picked for our 
experiment was Chain Belt’s “Rex” 
pump line, a line of contractors’ 
self-priming dewatering pumps sold 
through construction machinery 
distributors. Contractors use them 
to pump water out of flooded base- 








ments, manholes, sewer lines and 
such things. The pumps represent 
a substantial amount of our sales 
volume, but we didn’t believe we 
were getting our fair share of the 
market. 

I'll admit we sort of picked a spot 
where there was room for improve- 
ment. Some preliminary investiga- 
tion had pretty well convinced us 
there were some big holes in our 
pump marketing that could be 
plugged. 

We talked the problem over with 
Wes Rosberg, Buchen’s research 
director. Told him what we thought 
—that our distributors were not 
particularly pushing the pump line. 
We asked him to find out why, and 
also to find out how and why con- 
tractors bought these pumps, what 
they looked for, where they bought 
and why they bought the pumps 
where they did. 

Research in a hurry .. In a re- 
markably short period of time — 
I believe it didn’t take much over a 
week Wes came back with a 
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The team . . “Dream department boys” hard at work on the 
pump campaign are (I. to r.) Lewis Harlow and J. L. Perry, 


flock of answers. We found out 
that our distributors didn’t go out 
and sell the pump line. 

We discovered that pumps actu- 
ally were an “impulse” type of 
purchase — that is, the contractor 
didn’t buy one unless he needed 
it. And usually when he needed it, 
he needed it in a hurry — when 
there had been a heck of a rain and 
his basement flooded, or his exca- 
vation, or his sewer line, or what- 
ever he happened to be working 
on. He threw a pump line down in- 
to the hole, and the pump didn’t 
work. Or maybe he didn’t even 
have a pump. So, quick, he got on 


the phone and called somebody 
who could send him a pump in a 
hurry. Unfortunately, there were 
an awful lot of times when he 
didn’t call our distributor. 


One, two, three . . Having com- 
pleted step one of the consumer 
merchandising technique — getting 
the marketing facts and the buying 
tendencies — we set to work. As 
we saw it, we had three tasks: 


1. We had to stir up distributor 
enthusiasm for the pump line — 
prove to the distributors that pumps 
were a profitable item. 








NEWSPAPER MATS ON 
REX PUMPS FREE! 


need a pump? 


rent a 


FLOODED? 
rent a Pump... 


JO®8 SITE FLOODED? 


renta pump 


Rent by Hour . 0 


mar mo oe 




















Ad mats . . Distributors got newspaper 
ad mats (above), radio spots free. 
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Sells brand . . National ad campaign in 
construction papers pushed brand name. 


author G. H. Pfeifer, Chain Belt Co., and John 
Evanson, Buchen Co. 


2. We had to build up brand iden- 
tification for our pumps. 


3. We had to get across the point 
of sale, so the purchaser would 
know where to buy. 


Right away we ran into a bit of 
headache when we realized we 
couldn’t get the distributors to de- 
vote a lot of time to pushing the 
pump line. Distributor salesmen are 
commission men and they prefer to 
devote their selling to larger items. 
Obviously, a $5,000 or $10,000 sale 
means a lot more in commission 
than a $200 item. Also, they weren’t 
going to go chasing around wasting 
a lot of time trying to find a con- 
tractor out on the job to sell him a 
$200 pump, particularly if he were 
a small contractor and not likely to 
buy the larger equipment the dis- 
tributor also handled. We had to 
sugar coat the pill and convince 
the distributors that we were not 
asking them to spend a lot of time 
pushing the pump line. 

Then we realized that our entire 
promotional and advertising effort 
would have to be changed to stress 
brand identification. And we had to 
think up some slogan line that 
would catch the eye of a prospect 
and convince him that our pump 
was the one he should buy. Finally 
we had to identify our distributor 
so the contractor would know 
where to buy when he was ready 
to buy. 

Following the 


consumer mer- 





chandising trail, we visited a few 
appliance stores to pick up some 
tips. Fortunately, the Buchen Co. 
has had considerable experience in 
handling consumer durables and 
appliance accounts, so we were 
able to lean heavily on the agency’s 
knowledge. 


Distributor education . . Our first 
step was to develop a merchandis- 
ing package containing reprints of 
ads, direct mail pieces, radio 
scripts, local newspaper tie-in ads 
and suggestion sheets on how to 
use the material and how to apply 
merchandising techniques to the 
sale of pumps. We had to educate 
our distributors on so-called con- 
sumer merchandising techniques. 

We developed a sound slide film 
for sales training of distributor 
personnel, which showed them how 
to use the material in the merchan- 
dising package and dramatized how 
effective the merchandising was. 

We developed a slogan on which 
we hung our whole campaign — 
“every sales call is a pump call.” 
We told the distributors to talk 
pumps on every call they made on 
the large contractors they were 
seeing regularly on sales of larger 
equipment. We told them to say a 
few words about our pump, to drop 
off a piece of literature and to let 
it be known they had our pumps 
in stock and could offer quick de- 
livery. 














Pusher . . Floor mat was offered to dis- 
tributor with each order of 5 pumps. 


We emphasized that this tech- 
nique would take less than a min- 
ute of selling time on each call, and 
that this little extra time would 
pay big dividends. 


Getting to the little guy .. The 
next step in our scheme was to get 
to the smaller contractors who are 
scattered all over hell’s half-acre 
and normally are not to be found 
in their offices. They supervise 
their own jobs — in some cases 
actually work on the job — and 
their wives run the office, which 
might be in the kitchen or base- 
ment of their homes. A salesman 
making a few calls and never find- 
ing the guy in his office will quick- 
ly drop this phase of his selling. 

We turned to mass communica- 
tion techniques to reach this type 
of buyer, leaning heavily on direct 
mail. We dramatized the impor- 
tance of direct mail to our distrib- 
utors, and told them how it might 
work for them. We pointed out how 
it could build sales at an exception- 
ally low cost per call. We empha- 
sized the importance of good mail- 
ing lists and offered to build lists 
for them. We showed them how 
they could build their own lists 
by checking through classified di- 
rectories of the towns in their ter- 
ritory. We asked the distributor 
salesmen to add names to the list 
or take dead names out. This took 
very little of their time but did 


Small-time . 


keep the list current and effective. 

We used post cards with four- 
color illustrations — eye-catching, 
effective and economically pro- 
duced. The distributors liked them. 
And again we stressed that mail- 
ing them out took little of the 
salesman’s time and that a lot of 
people and a lot of things were 
working to help him sell. 

All of this material was strongly 
sold to the distributors by our dis- 
trict managers in the field and by 
the men in my department. We 
merchandised the material con- 
tinually and aggressively through 
a series of letters directed at dis- 
tributor management. The letters 
had an unusual format and con- 
tained cartoon illustrations and 
gimmick paste-ons that attracted 
attention and emphasized the points 
we were making. 

Through our direct mail, backed 
by our regular national advertising, 
we were able to establish brand 
identification and locate the point 
of purchase for the customer, since 
each direct mail piece was imprint- 
ed with a distributor name and 
address. We used advertising in the 
regional construction papers so that 
we could list our distributors in 
each region — again emphasizing 
the point of purchase and our 
brand name. 


No nuts and bolts . . In all these 
efforts, we did not use the so-called 


. Color post card campaign reached and sold small contractors that 


distributor salesmen couldn’t afford to spend too much time on 
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Quick course in merchandising 


Chain Belt'’s pump merchandising program went to distributors in 
a manila file folder chock-full of sales and promotional aids. But, says 
author Pfeifer, the thing that really made the distributors and their sales- 
men grateful to the factory were these simple merchandising tips printed 
on the outside of the file folder under the heading, ‘‘Here'’s how to 
do it’’: 


@ First, organize your pump program around ‘‘impulse"’ buying habits. 
People buy pumps when they need them — not by planned purchase 
as they do truck mixers or heavy equipment. Use your direct mail, 
newspaper ads and radio announcements to build brand recognition 
and point-of-purchdse. Then, when someone needs a pump they will 
immediately think of you and Rex. 


@ Direct mail — Send out direct mail on a steady, planned program. 
Outline your selling season and hit it hard with post cards and mailing 
pieces. 

@ Floor runner (with an order of five or more pumps) — Put the floor 
runner where customers can’t miss it as they come in the store. The 
runner is a constant reminder that you handle Rex pumps — the pumps 
that never let you down. 

@ Newspaper ads — Plan to run these ads at regular intervals. The 
space cost is small and yet the efféct is big . . . help brand your place 
as headquarters for sales, service and rentals of Rex pumps. 


@ Radio — These spot announcements are designed to ‘‘get them 
while they're hot.’’ Place the announcements with your local radio 
station to keep on hand. Then, on your call, on a good rainy day — 
when job sites and basements are likely to flood-schedule the announce- 
ments. You'll be amazed at the activity. Why, we've got reports that 
one distributor sold 50 pumps in one day after a big rain with just 
such planning. 

@ Remember — Drop off a pump post card or one of the mailing 
pieces on each call. Leave a trail of constant reminders behind you. 
If you plan a pump program using the things mentioned here — and 
carry -it out — you'll sell more pumps than you ever thought possible. 


“nuts and bolts” industrial ap- 
proach. We were after brand iden- 
tification. Research strongly bore 


sale. Again we borrowed from con- 
sumer marketing techniques. One 
of our primary needs was for dis- 


out the fact that contractors were 
not interested in a pump’s mechan- 
ical features. They were interested 
only in whether or not it would give 
them service. We developed a slo- 
gan, “Rex — the pump that never 
lets you down.” And it really 
caught on. And then we keyed our 
promotion in each territory to coin- 
cide with the rainy season, when 
the contractors would really be 
looking for and needing pumps. 
Now we had to back up our mer- 
chandising effort at the point of 
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tributors to have a good inventory 
of pumps in stock. Without ade- 
quate inventories, we could not 
hope that contractors would buy 
from our distributors once they had 
been disappointed on an emergency 
call. We developed two plans to 
encourage distributors to stock 
enough pumps. The first of these 
was an incentive bonus quota plan. 

We established a pump quota for 
each distributor, based on the 
amount of population, the con- 
struction volume and the amount 


of rainfall in his territory. Use of 
these three factors gave us an 
equitable base for the quotas, even 
though some distributors who had 
never sold more than a couple of 
hundred dollars in pumps_ got 
quotas of $5,000 or $10,000. We 
merchandised the bonus plan that 
was based on the quotas to distrib- 
utors. The bonus worked this way: 
Once a _ distributor reached his 
quota he got a substantial bonus 
on every sale he made to reach the 
quota, and he also received a cash 
bonus on every sale after the quota 
was made. 


$1,000 bait . . One gimmick we 
used to put over the bonus quota 
system was to have our district 
managers carry a $1,000 bill with 
them. It happened that many of 
the pump quotas worked out so 
that the initial bonus would be 
around $1,000. So, when a district 
manager would make a call, he 
would flash the $1,000 bill and say, 
“This is what you'll get when you 
make quota.” One distributor who 
had this bait waved before his eyes 
promptly placed an order for his 
entire quota and grabbed the G- 
note. 

We also laid out a series of 
monthly letters to our distributors 
based on the bonus quota plan. We 
illustrated the letters with effective 
little cartoons, and at the bottom of 
each letter we told them what their 
quota was and gave them a month- 
ly report on how they were doing. 
When they got close to quota we 
would immediately tell them how 
little it would take to get the bonus. 
This worked very effectively, too. 

Another gimmick to _ induce 
greater inventory of pumps was to 
tell each distributor that with an 
order of five or more pumps he 
would get an attractive 4x20’ rub- 
ber floor runner free. The floor mat 
idea came out of some of Wes 
Rosberg’s research, which un- 
covered the fact that plenty of mud 
gets tracked into a clean display 
room on rainy days — the time 
most people came in to buy pumps. 

We didn’t overlook an opportu- 
nity to get in a little promotion on 
the mat, either. We had the mes- 
sage, “the pump that never lets you 
down,” on the mat with an arrow 
at the top directing the customer 





to a pump display, which we also 
furnished. This practically forced 
the distributor to use our pump 
displays on his floor. The rubber 
mat idea worked real well because 
it was a practical idea. 


Puts pumps to work .. We also 
asked our distributors’ salesmen to 
spend a few minutes, when they 
were in the office, giving service 
men, counter men and inside sales- 
men a few tips on pumps — the 
facts the salesmen themselves use 
in their selling, the things to say 
when someone asks questions. We 
had literature conveniently dis- 
played so customers could pick it 
up and read for themselves the fea- 
tures of our pumps. In other words, 
we did exactly what the appliance 
dealer does in his display room. 

We also suggested that the dis- 
tributors’ service men carry a 
pump in the service truck when out 
on a call — and demonstrate it if 
they got the chance. The service 
boys get around a lot, and they’re 
anxious to do a little selling on the 
side and maybe some day get on 
the gravy train in the sales depart- 
ment. This worked pretty well. In 
fact, I know of one service man 
who did so well he was promoted 
to the sales department. Just hav- 
ing the pump in the truck was good 
display advertising — a constant 
reminder that the distributor han- 
dled Rex pumps and was equipped 
to deliver them fast. 

We carried this a step further by 
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Mail piece illustrates advantages of Rex pumps. Mailers, ad mats, 


radio commercials, catalog pages and business paper ad reprints all were included 


in Chain Belt’s merchandising package for distributors. 


suggesting that the salesman him- 
self carry a small pump in the trunk 
of his car to serve as an emergency 
unit for some flooded contractor or 
as a demonstrator. 

Some of these promotions had 
side benefits we hadn’t exactly 
counted on. For instance, once we 
had induced a distributor to stock 
a good inventory and he saw all 
those pumps laying around, he was 
bound to get on his salesmen’s 
backs about pushing pumps. So 
pumps got plenty of sales attention. 

Another side benefit was the 
gratitude and good will which our 
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Boosts bonus . 


l.etter at right told distributor how close he was to quota . 


. Letter (left) promotes bonus quota plan to distributor management 


. and bonus. 


merchandising kits earned for us 
among distributor salesmen. These 
kits were packed with tips on how 
to make a sales call — the things to 
say, the simple little tricks to use 
in making a sale. The distributor 
salesmen just ate this stuff up. 

That brings up another point 
the idea of a merchandising kit 
cannot be stressed too strongly. It 
makes what you’re doing look im- 
portant — sort of convinces the 
distributor that you’re serious about 
this thing and that if you’re spend- 
ing that much money he better de- 
vote a little time to it, too. 


Exit dream boys .. The whole 
experiment, if it might be called 
that, has been almost fantastically 
successful. We sell our pumps in 
three markets, but we applied the 
consumer marketing techniques on 
only one of them the contractor 
market. In the two fields in which 
we did not use this technique, 1955 
sales just about kept pace with 
1954. But in the contractor field, 
sales jumped more than 49.8% in 
1955 over 1954. 

The whole program cost us less 
than $15,000 
got a pretty darn good return on 


which means we 


our investment. 

And one of the greatest pleasures 
is that we no longer hear: “Here 
come the dream department boys 
with another cockeyed idea.” * 
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Power talk . . 
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Inside look 


Publisher Fisher (white coat), with group of 


Russian engineers, inspects USSR generating plant. 


American publisher Shelton Fisher (right), on 


Russian tour, talks with Soviet power chief Malenkov 


Export question. . 


Can Russia compete 
with U.S. industry? 


A McGraw-Hill executive tours Russia, talks to top brass 


there and comes up with an interesting premise. 


= U.S. industry may have a price- 
cutting new overseas competitor 
soon—Russia. 

That possibility was advanced by 
Shelton Fisher, publisher of Mc- 
Graw-Hill Publishing Co.’s Power, 
after a two-week tour of Russian 
power installations, during which he 
had a three-hour interview with 
ex-premier Georgi Malenkov, now 
Soviet minister of electric power. 

There may be a way to stop the 
Russians from underselling Ameri- 
can industry once they enter the 
international industrial market, says 
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Mr. Fisher. And that way is to in- 
vite more Russians to visit this 
country so they will see our higher 
living standards and demand the 
same for themselves, he says. 

“Their ability to undersell us will 
rest entirely on the fact that their 
products are designed and built by 
people with a vastly lower standard 
of living than ours,” he said. 

“On the other hand, if the Soviet 
people begin to see with their own 
eyes that a better life is possible, 
and if pressures develop in Russia 
for higher living standards, then the 


Red show Interpreter Gleb Kosov 
(left) shows Mr. Fisher power exhibit. 


Soviets’ apparent price advantage 
will largely disappear,” he said. 
Mr. Fisher made a 1,300-mile au- 
tomobile tour of Russian power 
generating stations that never had 
been seen before by an American. 
He said that while the Russians 
“know exactly what they are doing 
in electric power generation, they 
lag behind the U. S. in technical 
performance.” He said Russia’s pow- 
er generating capacity now is about 
the same as that of the United 
States in 1937, and that Russia 
probably is another decade behind 
when figured on a per capita basis. 
Mr. Fisher met with Mr. Malen- 
kov twice and said the ex-premier 
relied on neither notes nor subordi- 
nate personnel in answering all 
questions, including some of a com- 
plex and technical nature, with 
knowledge and complete candor. 
Mr. Fisher also said Mr. Malenkov 
told him he believes it now is easier 
for an engineer to visit Russia than 
the United States. = 





Nothing fo it 


You want competitors’ 
literature? li’'s easy 


You want fuller information about a competitor's products, 


but where do you start? His literature can help you. 


Must you be diabolical or devious to get it? 


By Larry Roth 

Account Executive 

Marsteller, Rickard, Gebhardt & Reed 
Chicago 


= Isn’t it a rather remarkable fact 
that engineering departments of di- 
rectly competitive companies ex- 
change literature regularly — but 
that advertising departments and 
agencies, which have the primary 
responsibility of promotion and 
fact-furnishing, keep all such dataa 
deep, dark secret? 

Most of us, as a result, have to 
waste all kinds of time rounding up 
the stuff. Sometimes we borrow 
from the engineers. But not always, 
and often you can’t get all you want. 
So you resort to all kinds of tricks. 

You pose as a college student and 
interview or write various distribu- 
tors. This usually works pretty well, 
but you can always expect discov- 
ery and a punch in the nose. 

Another common stunt is to ask a 
friendly user to let you use his 
name and address. That gets you 
the literature, but gets him eight 
or ten sales calls from fellows who 
may wonder why a plumber wanted 
data on a four-yard power shovel 
or a $100,000 printing press. This 
stunt, too, works once or twice be- 


fore the friend gets tired of it, or 
the other manufacturers get sus- 
picious. 

Perhaps you next find a distribu- 
tor who handles your line and a 
competititors, then plague him for 
the stuff. 

Or, you haunt trade shows and 
conventions. You ask your field 
men and roving photographers to 
pick up literature. You go to all 
kinds of trouble. And all the time 
you wonder if you're getting the 
latest information. You annoy peo- 
ple. If you use trickery, your con- 
science bothers you. 

Yet, there’s a very simple, logical 
way to get the competitive data we 
all need! 

Write directly to the competitive 
companies and ask for it. 

Use your own name. Offer your 
own literature in exchange. Tell the 
other ad departments you want 
none of their secrets; only the data 
they’ve published and distributed. 
Tell them the mutual above-board 
exchange will save both of you time, 
money, and worry. Set the exchange 
up on a regular, continuing basis. 
And drop the Holmesian disguises 
for good! 

The system has worked extremely 
well in several industries. Why not 
start it in yours? Ly 


The HARD way .. 
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You can get the stuff from engineer 
friends on competitors’ mail lists. 


Or pose as a college student, 
write in for it. Clever, eh? 


Wander in to a distributor shop that 
carries the line, and ask for brochure. 


Ask a friend (user) for use of his 
name and address in sending inquiry. 


Haunt trade show exhibits. (Beware 
discovery and a punch in the nese.) 
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But it’s a fizzle, if weak spots aren't bolstered . . by advertisers and pub- 
lishers, says a space buyer. Here’s a new proposal for shoring up the sags. 


By Bruce P. Mattoon 
Space Buyer 
Wilson, Haight, Welch & Grover 


Hartford, Conn. 


= Space buying has come a long 
way in the last half century but it 
is still far from an accurate science. 
Wrong selections can be made eas- 
ily. Round numbers that look good 
on circulation statements can often 
become zeros if traced to prospects. 

Who is to blame? The advertiser 
claims innocence and blames the 
publisher for not providing enough 
basic information for an accurate 
analysis. Yet, within reason, there 
is no party who is more willing to 
cooperate with the advertiser than 
the publisher. In the long run, it 
probably is the advertiser’s fault 
as we have failed to define for the 
publisher just what information we 
require on a uniform basis for the 
more acctirate buying of publica- 
tion space. 

Our recent request of publishers 
to report their circulation by ‘the 
Standard Industrial Classifications 
is certainly an attempt to establish 
some basis for uniformity in the re- 
porting of circulation. But for the 
sake of accuracy in the future buy- 
ing of space, we must be sure that 
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our current SIC proposal will actu- 
ally satisfy all of the requirements 
necessary to assure the proper eval- 
uation of media. If, after we have 
launched a drive to 
get publishers to report their cir- 
culation in these Standard Indus- 
trial Classifications, we then dis- 
cover that the information they pro- 
vide us with is insufficient or in- 
accurate, we have only ourselves to 
blame. 


concentrated 


Why it's important .. Caution 
now may save hours of wasted man- 
power and large sums of money, 
both of which must be expended 
to meet our We should 
therefore briefly reflect on why we 
feel that four-digit reporting of cir- 
culation by SIC numbers is so vi- 
tally important. 

With the formation of the Audit 
Bureau of Circulations in 1914 and 
the group now known as the Busi- 
ness Publications Audit in 1931, 
tremendous strides were made in 
advancing space buying toward a 
reasonable science. When a publish- 
er claimed a certain numerical 
figure as his circulation, it became 
possible to accept his statement. It 
became possible by a system of 
analysis to determine, to a certain 


demands. 


vague degree, the individual popu- 
larity of a publication among its re- 
cipients. The audited statements al- 
so provided us with an accurate 
geographical breakdown of circu- 
lation, the loss or gain in circulation 
over a given period of time, and 
many other helpful hints as to the 
worth of the publication being re- 
ported. 

But as helpful as the audited 
statements are, they leave much to 
be desired for the complete evalua- 
tion of a medium. For instance, what 
are the publications’ editorial poli- 
cies and what are the qualifications 
of the men who write or compile 
the material that appears between 
their covers? These and other facts 
must be known before a wise de- 
cision can be made about the pub- 
lication’s worth on a media sched- 
ule. To gather this information, the 
advertising managers, through the 
voice of the National Industrial Ad- 
vertisers Association, requested 
publishers to answer questions put 
forth in a sales presentation outline. 
The outline, now widely used, has 
proved to be a valuable asset to 
the space buyers. 


What space buyers need .. 
What information then, which can- 





not be obtained through audited 
statements or the NIAA sales pres- 
sentation outline, do we as space 
buyers further need in order to as- 
sure the proper selection of media? 

We require this: A better picture 
of the flesh-and-blood readers of 
the editorial material appearing in 
the respective publications. Know- 
ing their titles or job functions helps 
to..tell. this. Knowing that they are 
employed in the field of, say, metal- 
working is certainly reassuring, if 
not startling, However, this is far 
from satisfactory in helping to iden- 
tify prospects in a complicated in- 
dustrial society such as ours. 

What we would like is informa- 
tion that would tell us that Mr. A., 
who appears as the 1,867th recipient 
of publication “X”, is responsible 
for performing a specific operation 
in the manufacturing of a specific 
product or products, which would 
be that much better if it only had 
the component or product which 
we manufacture. Specifically, we 
would like to know whether or not 
the potential reader of our adver- 
tisement is or is not a prospective 
buyer. 

A four-digit SIC breakdown of 
circulation of a publication can more 
accurately define our prospects be- 
cause it shows into which industries 
the publication sends copies. 


Ways to correlate data .. Of 
course, to use the information pro- 
vided by SIC reports of circulation 
by publications we must have com- 
parable data for our markets. Until 
we as advertisers know and identify 
by the Standard Industrial Classi- 
fications just who are our prospects, 
it is rather senseless to ask publish- 
ers for a finer definition of who are 
their readers. However, once we do 
have both markets and readers 
classified by the SIC, we can devise 
a uniform system for comparing cir- 


culations between publications and 
correlating these comparisons with 
sales by markets. 

Several systems for correlating 
have been proposed. What these 
various systems do is basically this: 
1. Through sales analysis, deter- 
mine the relative importance of the 
different types of plants that now 
buy, or are known potential buyers, 
of the products you sell. 

2. Categorize, weight and rank 
these buying influences in their 
respective Standard Industrial Clas- 
sifications. 

3. List the publications which are 
under consideration and which re- 
port their circulation on a four- 
digit basis, with the number of 
copies going to each Standard In- 
dustrial Classification in which you 
make or would like to make sales. 
4. Rank the amount of circulation 
in each SIC category and corre- 
late with sales. 

5. Select the publications that have 
the closest correlation and most 
reasonable cost per thousand as 
those to carry your sales message. 

Granted there are other factors 
that must be taken into considera- 
tion. Not the least important is the 
degree of thoroughness with which 
a publication is read. A solution to 
this problem may be obtained by 
weighing the results of readership 
studies and correlating them with 
sales and circulation. This is feasi- 
ble, providing that we can be sure 
of the validity of the readership 
study or studies used. 


Won't hurt editorial . . It should 
be made clear, that the evaluation 
of circulation by these SIC methods 
will in no way damage editorial 
content, as suggested by some. The 
argument is that this method of 
evaluation will favor the purchase 
of publications that have mass cir- 


culation in the SIC categories in 
which we are interested, with little 
regard to the fact that these publi- 
cations may not be well read. 

My answer to this is that once 
we have devised a uniform system 
for evaluating circulation, we will 
be able to stop wasting time guess- 
ing whether a publication is going 
where we want it to go and will be 
able to spend more time evaluating 
the very important factor of edi- 
torial quality. In fact, I firmly be- 
lieve that when a uniform system 
has been worked out for reporting 
circulation, mass coverage of a par- 
ticular industry by one publication 
will become much less important. 

I would fully expect to discover 
that by using, say, two publications 
of high editorial quality but limited 
circulation, we could more effec- 
tively cover our market at a rea- 
sonable cost per thousand, than by 
having to resort to one mass circu- 
lation magazine of questionable 
merits. 

Yes, SIC can offer a more ac- 
curate means for buying space. 
However, at the beginning of this 
article I suggested that we should 
be absolutely sure that our current 
request of publishers for circulation 
breakdowns by the SIC will satisfy 
all of the requirements necessary to 
assure accuracy. 

Approximately one year ago, I 
made a request of leading publica- 
tions serving the metalworking field 
that they submit, on a highly con- 
fidential basis, their respective cir- 
culations for Hartford county, pro- 
viding they had been coded by the 
SIC. Nine publications were able to 
comply with my request. 

I compiled a chart from these lists, 
recording the city or town, each 
plant by name within the town, and 
the Dun & Bradstreet four-digit 
SIC number assigned to each plant. 
In nine columns following this in- 





SIC numbers assigned to two competing manufacturers 


by Dun & Bradstreet and nine publishers 





Publication A B ¢ lo» ee E —* . | — ' is 
Manufacturer “‘X" 3494 34 34 | 3423 | 3494 | 3495 | 3494 | 3543 | 3494 
Manufacturer ‘“‘Y” 3495 No 34 3423 3494 3495 3495 3495 No 

—— coverage 
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How ‘A’ differs from 
other publications 


% of SIC Publication 
differences compared 


23% ‘D’ 
35% = 
40% 5 a 
33% ‘G' 
17% ‘H’ 


How ‘F’ differs from 
other publications 


% of SIC 
differences 
33% 

38% ‘H’ 


Publication 
compared 


formation I recorded the SIC num- 
ber or numbers assigned by each 
publieation to these plants. Some of 
the results of this compilation I be- 
lieve you will find of interest. 


Here’s the rub . . Take the case 
of manufacturer “X” located in the 
city of Hartford. Dun & Bradstreet 
claims that the product manufac- 
tured by this establishment be- 
longs in the SIC 3543 — “machine- 
tool accessories, other metalwork- 
ing-machinery accessories, and ma- 
chinists’ precision tools.” Publica- 
tion “A” claims that plant “X” is 
primarily engaged in manufacturing 
“bolts, nuts, washers and rivets” — 
SIC 3494. Publication “B” & “C,” 
which have classified by two digits 
only, agree that “X” belongs in 
classification 34 — “fabricated metal 
products.” However, publication 
“D” claims that plant “X” manu- 
factures “hand tools” — SIC 3423. 

Publication “E” places “X” back 
into the “bolts, nuts, washers and 
rivets” business. Publication “F” 
takes them out of this business and 
has them manufacturing “screw- 
machine products’ — SIC 3495. 
Publication “G” says “bolts, nuts, 
washers and rivets.” Publication 
“H” agrees whole-heartedly with 
Dun & Bradstreet that they are not 
in the fabricated metal products 
group and also has them manufac- 
turing ‘“machine-tool accessories.” 
Publication “I” once again echoes 
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How ‘D’ differs from 

other publications 

% of SIC Publication 

differences compared 
22% = 
40% oe 
26% , 
32% , 


How ‘G’ differs from 

other publications 

% of SIC Publication 
differences compared 


35% ‘H’ 


the “bolts, nuts, washers and rivets” 
theory. 

Now, let us see what happens to 
manufacturer “Y”, who is a direct 
competitor of “X”, and who also 
happens to be located in Hartford 
county. Dun & Bradstreet, however, 
apparently does not consider “Y” as 
competition for “X” as they have 
classified “Y” as engaged in the 
manufacturing of “screw-machine 
products” — SIC 3495. Publication 
“A” also disagrees that they are 
competitors and likewise classifies 
“Y” in 3495. Publication “B” has 
no circulation in the plant. Publica- 
tion “C” classifies only by two 
digits, but agrees that the product 
is a “fabricated metal product.” 

Publication “D” at last agrees 
that the two companies compete 
and has them both manufacturing 
“hand tools” — SIC 3423. Publica- 
tion “E” also agrees on the compe- 
tition but states that the product 
is “bolts, nuts, washers and rivets” 
— SIC 3494. Publication “F”, “G” 
and “H” complete the confusion by 
placing plant “Y” back into the 
manufacturing of “screw-machine 
products.” Publication “I” has no 
opinion on the matter as they have 
no circulation in the plant. 

This confusing description of man- 
ufacturing plants “X” and “Y” is 
the result of what has been termed 
“publisher’s choice.” That is, a pub- 
lisher, because of his desire to satis- 
fy the demands of space buyers for 





How ‘E’ differs from 

other publications 

% of SIC Publication 

differences compared 
26% "F’ 
32% ‘G' 
32% ‘H’ 


How ‘H’ differs from 
other publications 


% of SIC 
differences 


Publication 
compared 


the SIC breakdowns of circulation, 
assumes the responsibility of selec- 
ting the SIC number which he feels 
most accurately describes the plant 
where his circulation is going. 
Therefore, as demonstrated by the 
above example, the possibility of 
one publisher’s disagreeing with 
another as to which plants receive 
which number or numbers must be 
expected. 

Plant “X” is the Allen Mfg. Co. 
and plant “Y” is the Holo-Krome 
Screw Corp., both manufacturers 
of socket screws. Where would you 
classify these direct competitors? 


How wrong can we be? .. To 
err is only human but it is the 
degree of erring which is important. 
Some believe that the degree of err- 
ing in “publisher’s choice” will nev- 
er exceed 20% and that the average 
degree of inaccuracy will not be of 
sufficient size to produce any seri- 
ous miscalculations. 

Therefore, to check on the possi- 
ble degree of inaccuracy existing 
due to “publisher’s choice,” I car- 
ried my Hartford County study a 
step further. Using the Dun & Brad- 
street assigned SIC numbers as a 
base I compared each publication’s 
assigned numbers. The results are 
again revealing. 

Some 17% of the numbers as- 
signed by publication “A” disagree 
with those assigned by Dun & Brad- 





street. Publications “B” and “C” 
have assigned only two digit num- 
bers and therefore we could expect 
them to be in close agreement with 
Dun & Bradstreet as to which major 
group a plant belongs. But 35% of 
the major groups selected by “B” 
differ from those assigned by Dun & 
Bradstreet. In the case of “C,” 45% 
of the major groups selected differ 
from those assigned by Dun & 
Bradstreet. 

Going back to four-digit assign- 
ments, publication “D” differs from 
Dun & Bradstreet 47% of the times. 
“Kk” differs 36% of the times. “F” 
differs more than any of the other 
publications, with 57% of its plants 
classified differently. 

“G” differs 48% of the times. “F” 
has the closest agreement with only 
9% of its plants classified in differ- 
ent categories. Publication “I” dif- 
fers from Dun & Bradstreet in 35% 
of the classifications. 

The average variance between 
“publisher’s choice” and Dun & 
Bradstreet’s choice is 36%. 

It may be suggested then that 
Dun & Bradstreet has inaccurately 
classified plants in Hartford county 
and that the publishers have merely 
corrected Dun & Bradstreet’s mis- 
takes. In order to check this possi- 
bility, I compared the numerical 
SIC assignments of the publications. 
The results of these comparisons 
appear in the table on p. 47. 

The two publications, “B” and 
“C”, which classified by two digits, 
were omitted. As you can see, for 
example, 23% of the SIC numbers 
used by publication “A” differ from 
those of publication “D.” 

When averaged, all of these com- 
parisons show that these publishers 
disagree with one another in 33% 
of the assignments of Standard In- 
dustrial Classifications to plants in 
Hartford county. 

Hartford county may or may not 
be an accurate sample of what pub- 
lishers are doing in the remainder 
of the United States. However, the 
results of this study point out what 
could be a serious situation. If we 
continue to request publishers to 
classify their circulation, using their 
own. choice of the Standard Indus- 
trial Classifications, we may end up 
evaluating with information that is 
up to one-third incorrect. We must 


ask ourselves the question, are we 
willing to make decisions that may 
be correct only two-thirds of the 
time? 


Proposal of action . . But if you 
still believe, as I do, that SIC can 
offer a satisfactory framework in 
which more accurate media evalu- 
ation can be accomplished, I sug- 
gest that thought be given to the 
following possible actions: 


> A committee be formed, including 
members representing publishers, 
auditing groups and the National 
Industrial Advertisers Association. 


> The investigation by this commit- 
tee of the possibility of establishing 
and maintaining a permanent or- 
ganization that would codify all 
personnel with buying influences in 
manufacturing establishments by 
their uniform SIC number or num- 
bers, based on their functions per- 
formed in the manufacturing of a 
product or products. 


> The possibility of reporting on an 
audited statement by SIC the total 
number of buying influences 
reached by a publication. This in- 
forrnation would be in addition to 
the report of a publication’s circu- 
lation by copies. 


> If the achievement of the above 
proposals should prove to be im- 
possible, this committee should then 
investigate the possibility of com- 
piling a directory that would list 
every manufacturing plant in the 
United States, showing its agreed- 
upon SIC numerical assignment or 
assignments for all products manu- 
factured within the plant. 


> The information contained within 
this directory should then be made 
available on a subscription basis to 
publishers, in order that they might 
accurately report the circulation of 
their publications by the four-digit 
classifications of plants. 

If these aims can be accomplished 
we will have the satisfaction of 
knowing that we are not working 
with unsound information. We will 
have also taken great strides in 
advancing the art of space buying 
to an accurate science. This, of 
course, will mean that you can 
reach more of your effective buying 
audience at a lower cost. a" 


HARRIED? 


Sales manager 
offers lessons 
on how fo relax 


= An industrial sales manager— 
who learned the hard way—now is 
offering “Easy Lessons in Relaxa- 
tion.” 

That’s the title of a phonograph 
record that tells the relaxing story 
of Arthur Dalton, sales manager of 
the Chicago Wheel & Mfg. Co. 

Mr. alton began to think about 
relaxing when he suffered a break- 
down and had to spend a long 
stretch in the hospital. His doctor 
told him, “Learn to relax—or else.” 

Mr. Dalton began reading every- 
thing he could find on relaxing, He 
studied his friends’ relaxing meth- 
ods, and experimented on himself. 

He developed a series of lazy ex- 
ercises and made a recording to tell 
his friends about them. One friend 
liked the exercises so well that 
he suggested they produce the rec- 
ord commercially. 

That, in a relaxed way, is what 
they did. And now the record is 
available at $2.95 a copy to harried 
sales managers, admen or anyone 
else who can’t shake job tensions. 

The system really must work. 
Chicago Sun-Times columnist Herb 


Graffis, writing about the record, 
said, “Two times now I’ve put it 
on the machine and, so help me . 
each time I fell asleep.” 
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Addlepated Assistants. Why is a good subordinate so 
hard to find? Worst wastes of time, says one execu- 
tive, are caused by “antagonistic and incompetent 
personnel.” Assistants also fail to follow through, 
misinterpret plain directions, and bother their bosses 
about every little thing. (An opinion survey of the 


assistants has yet to be made.) Travel. Even by strat- 


oliner, those endless 
trips to the same old 
places, with the same 
old bulging briefcase, 
begin to feel like tri- 
cycle rides on a 
bumpy road. 


Red Tape. Watch your protocol: 
Check with your friends, your 
enemies, and the man who used 
to hold your job. Send carbons 
to the controller, the assistant 
vice-presidents, and ‘the plant 
superintendent at Santa Fe. Read 
up on how we handled this 
problem in 1883, and meet with Business Reading. Are all these words necessary? A man wears 
the Washington Bureau to find himself out wading through reports and counter-reports, com- 
out Internal Revenue’s probable ments and counter-comments, proposals and counter-proposals, 
reaction. Those ribbons of red and the day’s tidal wave of magazines. But the remedy is on 
tape may seem frail and insig the way—Friday at 5 p.m. you get a big, fat, important book 
nificant, but they've strangled on how never to work overtime. (The president wants an 
stronger men. outline and summary of it by Monday morning.) 
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\ oo 
ene on Personal Contacts. That forecast 


must be ready for today's budget 
meeting, and your best customer 
is on the phone long-distance, 
demanding a quotation on 400,- 
000 collapsible chrome-plated 
bucket brackets. What better 
moment to receive a visit from 
the retired board chairman, a 
VIP who must not be thwarted 
and who can be counted on to 
reminisce for at least an hour? 


Communicating with Employees. They were listen 
ing when you talked about vacations a minute 
ago. Now that you're trying to pound home a 
vital message.on production and cost control, 
why are they all wearing earmuffs? 


Telephone. Round and 

round the track, punc- Community Activities. What could 
tuated every few steps be more praiseworthy—both for 
by an incoming (and you and for the company—than 
probably unnecessary ) taking your proper place in com- 
call. If they'd only take munity affairs? Your halo would 
out the phones, you be sitting pretty if this speaking 
could probably run a date made six weeks ago weren't 
three-minute mile. conflicting with a production crisis 

that came up today. 


MONPNUCLEOSIS 


Labor Negotiations ... “run into 
indefinite periods —sometimes all 
night Saturday and Sunday,” an 


industrial relations director re- 
ports. Though the terms of the Science Finds the Way. All hail the new miracle drug (developed from 


final compromise may be pre- an ancient Hindu herb remedy) that splits the executive's personality 
dictable, it takes time to three ways from the middle, growing heads and arms to match! Now 
get there—and the management he has time for all his conflicting duties, and, when things simmer 
man sometimes feels those people down, he can even have a quiet poker game all by himselves. 

across the table from him aren't = Text by Lypta StaoNc 
really his friends. ® Drawings by At Hore 
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Market research built this 


Heil engineers designed Frigid-Van to prospects’ 


specifications, determined by market research. Here, new truck body is being tested 
in use by a customer to find and iron out any bugs. 


Two years of digging 


Market research paves 


way for new product 


Many companies build a new product, then do market research 


to see how they can sell it. Heil Co. reverses the process 


with a two-year research project to find out exactly what 


prospective customers want in proposed new product. 


By Benn Ollman 


# When the Heil Co., Milwaukee, 
one of the nation’s major truck 
equipment manufacturers, decided 
to invade the refrigerated plastic 
body field with its “Frigid-Van,” a 
one-piece molded truck body, the 
decision was based on an intensive 
market research job that took two 
years to complete. 

Ken Sanders, Heil’s advertising 
and market research director, ex- 
plains that “although 70% of the 
fresh milk transported on the high- 
ways today is carried in Heil re- 
frigerated steel tanks, we knew we 
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had a lot to learn about plastic 
truck bodies before we jumped into 
that business. The market research 
job we did helped us avoid false 
starts and gave us a realistic ‘feel’ 
of the industry.” 

No outside agency was recruited 
for the research task. Mr. Sanders 
handled the whole job, consulting 
frequently with Heil engineers and 
sales staffers on the objectives they 
sought. 

The 55-year-old Heil Co. pro- 
duced the first stainless steel milk 
transport back in 1927. The com- 
pany pioneered in frameless trailer- 
ized tanks and in the application of 


specially developed steels and alu- 
minums in the expanding field of 
over-the-road transportation of 
liquids. 


Unfamiliar questions . . Com- 
pany management for a number of 
years has had its sights fixed on 
the growing market potential for 
plastic molded truck bodies. Heil 
executives felt they had sufficient 
stainless steel transportation equip- 
ment production and sales know- 
how. But, molding huge, one-piece 
plastic truck bodies presented a 
whole set of unfamiliar questions 
for them — and new answers were 
needed. Hence, the market re- 
search. 

Heil’s blueprint for invading the 
plastic molded refrigerated truck 
body field calls for a three-stage 
program: 


1. The planning and developmental 
period, in which the market re- 
search work played a dominant 
role. 


2. Field testing of the pilot models 
from a_ sales and_ performance 
standpoint. A group of the nation’s 
top meat packers and dairies have 
been chosen for testing Heil’s early 
output of Frigid-Vans, and the new 
truck bodies now are being used 
and studied by these companies. 
Out of exhaustive field reports from 
these typical users will come the 
form and timing for phase number 
three of the program. 


3. An all-out selling and promo- 
tional campaign aimed at all other 
companies in industries using re- 
frigerated truck bodies. 


According to Ken Sanders, “As 
yet we’re in the second phase of the 
program. Sales are still being made 
strictly to a selected list of users. 
Our national advertising and sales 
campaigns are currently under 
consideration.” 


3,000 questionnaires .. The mar- 
ket research study pivoted around 
a two-page questionnaire mailed 
out to 1,500 meat packers and the 
same number of dairies. The dairy 
industry has long accounted for 
much of Heil’s transport tank 
volume. They are viewed as prime 





targets for the projected output of 
Frigid-Vans. 

Questionnaires were mailed to 
companies regardless of their past 
history as customers for Heil bodies. 
Says Ken Sanders: “Since re- 
frigerated truck vans, both steel and 
plastic, actually were new to us, we 
had no customer lists to check. Our 
specialty has been the production 
of stainless steel tanks for trucks. 
As a result, we had to query an 
extremely wide sampling of the 
entire field of refrigerated van 
users to get at the facts we needed.” 

Before mailing out the question- 
naires, Mr. Sanders and Heil en- 
gineers personally interviewed a 
number of key transportation ex- 
ecutives of the leading meat pack- 
ing and dairy firms — such com- 
panies as Borden’s, National Dairy, 
Swift and Armour. The Heil men 
submitted the proposed question- 
naire to these men for suggestions. 
Questions that these experts labeled 
as “inconsequential” were elimi- 
nated from early drafts of the 
questionnaire, and items suggested 
by the experts as relevant and 
basic were included. 

Thus, all questions were pre- 
tested on outside transportation ex- 
perts before inclusion in the ques- 
tionnaire. 

In the process of pre-testing, a 
lot of valuable information was 
acquired. “We learned, for example, 
that truckers in the northern part 
of the country are deeply concerned 
with the problem of body corro- 
sion,’ says Mr. Sanders. “Salt, 
spread on highways during the 
winter to melt snow and ice, works 
into the metal truck bodies and 
causes extensive damage through 
corrosion. So does the salt from 
meat. 

“There was a ready-made sales 
point for the plastic Frigid-Van, 
which salt cannot hurt.” 


15% return .. The pre-testing 
process, according to Mr. Sanders, 
assured him that he would not be 
wasting the time, or insulting the 
intelligence of those people who re- 
ceived his questionnaires. 

Returns totaled about 15%. No 
special inducements were offered to 
encourage replies, although, two 
weeks after the questionnaires were 


mailed out, a follow-up letter was 
sent to those who had not been 
heard from. 

“The high rate of returns strong- 
ly indicated to us that there was a 
genuine interest among refrigerated 
body users in new and improved 
construction materials and _ tech- 
niques,’ Mr. Sanders says. 

Throughout the entire market re- 
search project emphasis was on 
these basic objectives: 


1. The Heil Co. was primarily in- 
terested in confirming the existence 
of a sizable demand, and a worth 
while, profitable market for its 
Frigid-Vans, before going into full 
scale production. 


2. A comprehensive measurement 
of the size of the potential market 
was being sought. Pin-pointing, 
the research attempted to determine 
logically the kinds of firms that 
could be expected to be prospective 
customers. 


3. What were the basic objections 


that transportation people had to 
the metal truck bodies now in use? 


4. Who were the competitors? 
What were they producing? How 
was it being received by the trade? 


5. Design. What sizes, styles and 
refinements would meet with the 
greatest degree of approval from 
truck body users? For example, do 
dairy operators generally prefer 
hinged, or sliding side doors on 
their vans? What dimensions, in 
terms of length and width, are most 
frequently found on refrigerated 
vans? Answers to these questions 
could spare Heil a lot of costly 
mistakes and eliminate expensive 
model revisions after production 
lines were set up. 


In addition to these major ob- 
jectives, Heil was anxious to learn 
the buying habits of refrigerated 
truck users. When do they do their 
buying — on a seasonal pattern or 
whenever they need new equip- 
ment? Do they buy direct, or 














The survey . 
asked penetrating questions 


. Questionnaire went to 3,000 prospective users, 
which will assure minimum of 


mistakes in design, production and marketing of new product. 
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through distributors? The replies to 
these questions indicated that truck 
bodies seldom are purchased from 
distributors, that direct buying is 
an industry-wide practice. 

As a result, Heil decided to 
switch from the distributor set-up 
used for its other products to a 
direct sale. policy for the Frigid- 
Van. 


Don’t be obscure .. Care was 
used in wording the questions. 
Only objective questions, which 
called for a “yes” or “no” answer, or 
quantitative figures were included. 
The researchers steered clear of 
questions requiring wordy, sub- 
jective answers which might prove 
obscure or difficult to analyze. 

A comprehensive chart analyzing 
and breaking down the question- 
naire replies was begun as soon as 
the first return envelopes began to 
come in. Each answer fell into its 
properly charted place. The con- 
tents of the bulky folder containing 
the charts now are a gold mine of 
leads and suggestions for Heil. 

Reviewing, Ken Sanders reports 
there are a few changes he would 
make if he were able to do the whole 
research over again. “It would prob- 
ably gain some effectiveness if we 
had used more pre-testing of ques- 
tions than we did,’ he says. “We 
discovered that there were a few 
questions that did not bear down 
sufficiently on specific problems. 

“Also, two questionnaires might 
have proved better than one. Send- 
ing one full-length questionnaire to 
every fifth name on the list, and 
one briefer one to the others might 
have encouraged an even greater 
percentage of replies.” 

The two-year research project, 
according to Heil officials, has pro- 
vided the company with an inval- 
uable marketing tool. It is aiding 
their engineers in the task of de- 
signing the kind of one-piece 
molded plastic truck bodies the in- 
dustry requires. It has alerted their 
sales and advertising staffs to the 
market potential, and the goals 
they can expect to achieve. 

In summary, it has provided them 
with a reservoir of valuable in- 
formation for their engineers, de- 
signers, admen, salesmen and man- 
agement to use in planning their 
strategy for the coming years. #8 
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That Victor, 





he never 


leaves us alone 


By W. D. Molitor 
Vice-president 


Wesley Aves & Associat 


Grand Rapids, Mich. 


# Victor is only a voice. 

Sometimes after hours he creeps 
into my head and argues with me. 
Just the other night I was quietly 
contemplating a moth beating his 
wings against the window when 
Victor spoke. 

“I think you advertising men are 
nuts.” 

“Come on,” I replied. “You get 
nice quarters to haunt, I keep you 
supplied with ideas and you always 
find me well fed. What are you 
griping about now?” 

“It’s like this,” Victor whispered. 
“You guys beat your brains out 
writing industrial copy surrounded 
by reports on surveys, conferences 
and clinics. You arrive at the con- 
clusion that you have to talk to 
business men in technical jargon 


A fantasy aimed af you 


and you seem to forget entirely 
that these are the same men who 
buy tooth paste, beer and clothes. 
They wonder where the yellow 
went the same as you do. Why 
make it hard for them to get inter- 
ested in what you have to say?” 

“We don’t,” I retorted. “When 
they are reading a business pub- 
lication they are interested in busi- 
ness, and they read with an en- 
tirely different attitude.’ 

“Mishmash” said Victor. “They 
are the same guys 24 hours a day, 
as can be easily proved by the fact 
that anyone who has read this tripe 
is an advertising man reading some- 
thing that won’t do anything for 
him. 

“These guys are consumers, and 
they react to consumer techniques 
even though they do want to get 
ahead in life. Why not catch them 
with their britches down the way 
you do in consumer advertising. . . 
then provide the cold facts and 





figures they want in the same size 
type the magazine uses for editorial 
material?” 

I thought so loud I almost moved 
my lips. “You don’t understand 
about the atmosphere of business. 
These men are serious minded in 
their offices. They’re looking for in- 
formation to aid their success.” 

Victor snorted. “Is that why you 
see so many girlie calendars in en- 
gineering offices, shipping depart- 
ments and warehouses?” 

My wife interrupted with “What 
did you say, dear?” and I realized 
that Victor was getting too noisy. 

I lit a cigaret without answering 
her. Instead I thought at Victor, 
“What you say may be true of 
lower echelon employes, to a de- 
gree, but the top business man is 
all business.” 

Victor focused a 35mm color slide 
right in back of my eyeballs and 
almost cooed, “Of course. That ac- 
counts for your 20-minute discus- 
sion about a golf game with Mr. 
Smith the other day. . .before you 
even mentioned the proofs of the 
ads for the new campaign.” 

I sighed and turned on the tele- 
vision set. Victor can be very ex- 
asperating, and I can’t abide the 
way he splits infinitives and dangles 
participles. a 
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Magic 


Visking Corp., Chicago, is 
promoting skinless frankfurters, its cus- 
with ‘Magic Kit,”’ 


skinless 


tomers’ products, 


available to purchasers. of 
franks. Full-page ads in Life, Look will 
build 


Visking makes cellulose casings which 


interest in six-week promotion. 


are stripped from the franks when they 


become ‘‘skinless.’’ 


The feeble giant 


By Frank Gerhart 
Director of .Advertising 
Mead Corp. 

Dayton, O. 


= In many respects, industrial ad- 
vertising is a feeble giant. Although 
its rate of growth over the past 10 
years has been greater than that of 
any other form of advertising ex- 
cept television, it has not been 
strong enough to overpower the 
fallacy that it is essentially an ex- 
pense rather than an investment. 
Nor will it be strong enough to do 
this until more industrial advertis- 
ers realize, as many already have, 
that it can assert its true strength 
only if it is planned, created and 
produced to match the persuasive 
quality of effective consumer ad- 
vertising. 

There is, in short, nothing in- 
herently feeble about industrial ad- 
vertising that creative intelligence 
and productive care cannot correct. 

Unfortunately, the gulf between 
corrective measures and their ap- 
plication is wide; and in the case of 
industrial advertising, the gulf is 
also deep. Lurking in its depths are 
the demons of false economy, mis- 
conception and mediocrity. 

Those who create and produce 
industrial advertising in any form 
know that for every advertiser who 
demands the best, no fewer than 
five advertisers will demand the 
cheapest; that a primary considera- 
tion will not be the advertising but 
the advertiser’s budget; that publi- 
cation advertisements will be ap- 
proved only if the cost of their pro- 
duction is not too disproportionate 
to the cost of space; and that 
printed media must be planned at 


low cost and produced by the low- 
est of several bidders. 

This is simply mediocrity, planned 
and deliberate. The result is in- 
effectuality; and the result of in- 
effectuality is the advertiser’s con- 
viction that his advertising is an 
expense. 

How right he is. 

Happily, there is mounting evi- 
dence that the giant of industrial 
advertising is flexing his muscles. 
Mediocrity still has. him enfeebled, 
but superiority is beginning to as- 
sert itself and to become increas- 
ingly apparent as its potentialities 
are realized. 

What is this superiority? Is it ex- 
travagance? Is it hard to come by? 
Is it available only to advertisers 
with big budgets? Is it costly art- 
work, copy, printing, paper? 

Superiority in industrial adver- 
tising is none of these. It is sim- 
plicity and directness and good 
taste. It is the catalog, booklet, 
folder, sales letter or advertisement 
that is unselfish, newsworthy, help- 
ful and easy to read. It is the pic- 
ture that tells a story, the headline 
that offers a reader-benefit, the 
copy that neither brags nor boasts. 

As Claude Robinson, of Gallup 
and Robinson, said in a talk before 
the National Industrial Advertising 
Association: “The principle of re- 
ward is fundamental in making in- 
dustrial advertising more effective.” 

The feeble giant will grow strong 
one of these days. When this hap- 
pens, it will be because the ma- 
jority of industrial advertisers will 
have learned that industrial adver- 
tising can as easily be one of their 
most profitable business investments 
as it can be a sacrificial expense. ® 
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Mysterious commodity 


Here’s a way to go about the examination, 


By N. C. Wiggin 
Advertising & Sales Promotion Manager 
J. H. France Refractories Co., 


Snow Shoe, Pa. 


# A mail-sackful of inquiries is 
like a “pig in a poke.” A pretty 
mysterious commodity until you 
open it up and take a good look — 
a really good look — at what’s in- 
side. 

And even after looking inside the 
inquiry sack, many a good adman 
is baffled. What shall he do with 
them? How should he handle them? 
How can he avoid getting bogged 
down in time-consuming and ex- 
pensive details which will lead no- 
where? 

There is, of course, no one-and- 
only way to handle the job. But at 
the J. H. France Refractories Co., 
we have worked out an effective 


Are inquiries your 
pig in the poke? 


It may pay you fo take a close look inside. i 


and things to do about what you see. N ‘ 





system of handling inquiries, which 
is based on the idea that the sim- 
pler the system, the better it will 
work. 

Our simplified system of inquiry 
recording brings these benefits: 


1. It provides a record of the re- 
sults from advertising, available at 
a moment’s notice. 


2. It provides an easy way to eval- 
uate the advertising program, at 
least to some extent. 


3. It helps show up any flaws in 
the advertising program. 
4. It provides the means for con- 


sistently checking follow-ups. 


5. It provides the means for main- 
taining an active mailing list. 


The system not only brings these 
results, it’s also economical, be- 





Form—4 ADV. 


INQUIRY RECORD 

















INQUIRY FROM [) PUBLICITY RELEASE [] OTHER [) KEY NO. 
APPEARING IN ISSUE OF 
MAGAZINE ON 
INQUIRER AND TITLE COMPANY RECEIVED ANSWERED FOLLOW-UPS 
| 
= i peas ae : Pgs of oT me end 
Tells all . . form above records all inquiries completely, shows action taken. Separate 
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ferms are used for each publication and each product. 














cause it “short stops” the high 
costs, often hidden, that arise in 
maintaining records of inquiries. 

We use six basic tools in our in- 
quiry-recording system: (1) a 
loose leaf binder that will hold 
8%4x11” sheets; (2) a set of product 
indexes, including one for general 
information;. (3) “distribution 
cards”; (4) a 4x5” file box; (5) 
mimeographed 81x11” sheets, and 
(6) a business reply card “inquiry 
call report.” 


How it works . . The records are 
maintained very simply. When the 
inquiries are received, they are on 
a multitude of varied types and 
sizes of paper. Some have the 
names of inquirers on_ stickers, 
others on IBM cards. Others come 
to us in the form of letters, and still 
others are received as simple lists. 

For uniformity, we place all on 
a simple, mimeographed sheet, list- 
ing: where the inquiry was from 
(publication), what the number of 
the inquiry was (publication key 
number), what form the original 
data appeared in (a publicity re- 
lease, paid advertisement or other), 
and what product was discussed. 
For each individual publication and 
each individual product, a separate 
sheet is used. 

These sheets are divided into 


five columns, showing name and 















Company 


PLEASE REPORT 


1. Action Taken 
O Wrote C) Phoned 
0 Called 


2. Analysis 

(J Customer [) New Prospect 
(CD Known Prospect 

3. E 5 si. of R: q <a 

0 Curiosity (© Reference 
0 Active Need 


4. Business Potential 

0 None C) Moderate 
0 Low 0) High 

0 Actual Sales and Value 











INQUIRY CALL REPORT 


C Keep this Company on your list 


CO) Name and address are correct 


(C0 Add these men to your list 








For distributors . . Distributor or sales- 
man gets inquiry on this form. Company 
headquarters keeps duplicate as check 
to see that distributor follows up. 


title of inquirer, name of company, 
date inquiry was received, date in- 
quiry was answered and dates in- 
quiry was followed up. 

From this record, we can deter- 
mine immediately any duplication 
of inquiries and total number of 
inquiries by product, publication 
and month. 


Follow up .. As soon as each 
inquiry is recorded, the identical 
information is recorded on our 4x5” 
distributor cards. These cards are 
supplied in triplicate and can easily 
be slipped in a typewriter. Carbons 
are supplied. Each card in the trip- 
licate form is a different color. 
The white original copy is sent im- 
mediately to the salesman, dealer 
or distributor in the prospect’s 


Pay off . . Business reply card call re- 
port tells company what action distrib- 
utor or salesman took on inquiry, how 
good a prospect the inquirer is. 





Ge CUI Ecce se ds 
from the following: 


Company 


Street 





J. H. FRANCE REFRACTORIES COMPANY, Snow Shoe, Pa. 


We have received an inquiry for .... 


We sincerely hope that this inquiry may prove of value to you as a new prospect 
or immediate sale. It has happened before and can again. 

We would appreciate your cooperation in filling out the attached card. It takes 
only a little time but can aid us in establishing the worth of our advertising dollars 
ied taste a continuous program of advertising for your use. 


Form 2ADV 








area, the pink second copy goes to 
the nearest district manager and 
the yellow third copy is kept in our 
files for follow-up. 

When the original inquiry is re- 
ceived we usually attempt to 
“warm up” the prospect with a 
letter of thanks for the inquiry. 
Shortly after this the distributor 
cards are followed-up with person- 
al contacts and/or telephone calls, 
unless we have “screened” the 
prospect out and decided it would 
be better to handle him from com- 
pany headquarters. 

Our third step is to file yellow 
inquiry cards in our file and every 
two weeks follow up those “open” 
inquiries from whom we _ have 
neither heard by way of actual 
sales or whom our local represent- 


atives have not reported upon. 

When this is done, inquiry call 
reports are sent to our local repre- 
sentatives. 

These are the business reply 
cards, which request action taken 
on an inquiry that has been for- 
warded to the local representative. 
They also ask other information 
from the representative, including 
his evaluation of the prospect’s 
business potential. The card, of 
course, has space for the represent- 
ative’s answers. 

That is the system that has 
worked for the France company. It 
is one that can be put to immediate 
use by a small advertiser, and it is 
readily expandable for use by 
agencies or large or medium-size 
advertisers. * 
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Procedural practices . 


conditions . 


pability . . 


spect to our relative positions . 


optimized efforts . 
lacious assumptions . 


ment < + 


Sufficient is sufficient 


- mechanistic methodology . 


optimum utilization. . 


audial symptoms. . 


- systematized locomotion. . 


- methodological approaches 


- affirmative rejoinder . 


Let's de-gobbledygook 
technical writing 


Why is so much technical literature so hard to read? And 


what can be done about it? Here’s a man who has the answers, 


born of 10 years’ patient reading . . and translation 


By E. A. Murphy 


Managing Edit I 


r, instrumentation 
Industrial Division 
a 


Minneapolis-Honeywell Regulator Co. 


Philadelphia 


= When you start on a piece of 
technical sales literature, do you 
find yourself writing such things 
as: “This method permits operating 
economies in the amount of horse- 
fill the demand,” 
when all you mean is, “This method 
requires less horsepower’? 
Or maybe you come up 
something like — “This machine 
tends to develop excessive and un- 
pleasant audial symptoms when op- 
erating at elevated temperatures,” 
when you are trying to tell your 


power used to 


with 
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readers that — “This machine gets 
noisy when it runs hot.” 

If the shoe fits, don’t feel bad. 
You're just following the time- 
honored custom of taking a simple 
statement, and wrapping it up in 
so much technical gobbledygook 
that even Webster wouldn’t recog- 
nize it. 

Why do industrial copywriters so 
often do this? I wish I knew. I 
have a few pet theories, but that’s 
all they are — just theories. One 
thing I do know: for every writer 
who handles a technical subject in 
a straightforward, easy-to-read 
style, there are hundreds who seem 
to feel they are contributing to 
literature when they 
pounce on some potential industrial 


American 


generative functions. . 


elevated thermal 


- functioning at fullest ca- 


with re- 


- high volume of precipitation. . 


addicted to fal- 


- terminated employ- 


symptomatic of negative objectives 


copy and convert it into a typo- 
graphical crossword puzzle. 

In ten years of editing an exter- 
nal industrial company publication 
with a circulation of over 50,000, I 
don’t think I’ve run across two 
dozen manuscripts that didn’t con- 
tain some degree of gobbledygook. 

In the “old days,” say 15 or 20 
years ago, this was all right. Every- 
one more or less expected technical 
data to make tough reading. Fur- 
thermore, the number of readers 
that the technical writers were try- 
ing to reach made up a relatively 
small percentage of the country’s 
population. 


Left at the post? . . But what’s 
happening now? Technology in this 
country has made terrific advances 
during the past decade. And it’s 
still advancing. Newspapers and 
magazines of all kinds are sounding 
off about atomic reactors, nuclear 
power, automation. If some of this 
stuff isn’t described soon in terms 
that a non-technical person can 
understand, we will all be left 
standing at the post. 

These technological advances af- 
fect all of us, just as the invention 
of the steam engine, the loom, and 
the reaper affected everyone at the 
time. For example, a board of di- 
rectors faced with the decision of 
authorizing an expenditure of a 





couple of million dollars for some 
complex technological improvement 
would certainly like to know what 
they will get for their money. 

And it’s a fairly safe bet that 
very few of these directors are 
handy with a slide rule or a calcu- 
lus book, or that they’d recognize a 
problem in nuclear physics if they 
bumped into it. They’d like to know 
about these technological advances, 
but they have to be told in a way 
that they can understand. 

Then, there’s another angle to 
consider. Let’s take the case of the 
skilled engineer or scientist who is 
fully capable of deciphering the 
most complex technical gobbledy- 
gook. According to current statis- 
tics, there just aren’t enough of 
this type of man to go around. As 
a result they are busy men — men 
who must of necessity think, work, 
and read at a greatly accelerated 
pace. They are incessantly bom- 
barded with technical magazines, 
technical brochures and _ technical 
direct mail. 


Easy way wins. . Despite what is 
apparently a widespread belief to 
the contrary, these erudite engi- 
neers hiding behind their compu- 
ters and electronic brains, are still 
human beings. And, as human be- 
ings, when faced with the choice of 
doing a thing the easy way or the 
hard way, they will most likely se- 
lect the easy way. 

This applies just as much to their 
reading habits as to their other 
activities, and if we are trying to 
get some technical message across 
to them we stand the best chance 
of succeeding if we keep it straight- 
forward and simple. Complex sen- 
tence structures and a profusion of 
big words may indeed “fall trip- 
pingly upon the ear,” but they can 
also cause a harassed would-be 
reader to toss our priceless prose 
into the waste basket unread. 

Here’s an example of what I 
mean. I recently read some copy 
that was attempting to sell textile 
engineers on the idea of installing 
a certain type of device on a piece 
of textile equipment known as a 
slasher. The copy read as follows: 

“There are admittedly many 
variables that affect warp sizing to 
the end that a slasher, functioning 


at its fullest capability, must be in- 
strumented to a high degree. It is, 
therefore, prudent to assume that a 
variable so important as final mois- 
ture content deserves an accurate 
and dependable recording and con- 
trol system. To this resolution, the 
‘Blank’ device has been tailored for 
the textile industry.” 

Even supposing that you had time 
and were willing to wade through 
all this verbosity, would you have 
gained a clear conception of the 
message that the words were in- 
tended to convey? I doubt it. 

Here is what I believe the writer 
meant: 

“Since many variables 
warp sizing, automatic 
must be used at several points on 


affect 


controls 


a slasher to assure maximum op- 
erating efficiency. The ‘Blank’ de- 
vice has been designed specifically 
to automatically and accurately 
measure and control regain, one of 
the most important slasher varia- 
bles.” 

(“Regain” in the translated copy 
above is a textile man’s term for 
moisture content. To use any other 
term here, in copy directed to tex- 
tile men, would brand the advertiser 
as an amateur.) 

Why does technical writing so 
often read like the outpourings of 
a mid-Victorian scientist? As I said 
before, I have several pet theories. 


Martian to Martian .. In the 
first place, it wasn’t too long ago 
that technical copy describing in- 
dustrial products was intended to 
be read only by those whose tech- 
nical knowledge level equaled or 
exceeded that of the copywriter. 
Sort of like one Martian writing 
to another — there was hardly any 
need to translate it into English. 
Also, there were relatively few 
engineers and scientists in the early 


days. An engineer considered him- 
self a notch or two above the ordi- 
business man. Consequently 
his reports and articles were care- 
fully shrouded in technical mumbo 
jumbo and mathematics calculated 
to show up the illiteracy of non- 
technical readers. The writing en- 
gineer consciously set out to do 
what most of us feel our doctor 


nary 


does when he writes out a prescrip- 
tion. 

But, in my 
important factor 
hard-to-read _ technical 
sheer laziness. Let me 


opinion, the most 
responsible for 
copy is 
illustrate 
what I mean. A man who writes an 
article on some technical subject 
pretty much at 
with his subject. This, of course, 


is usually home 
excludes the scissors-and-paste-pot 
boys who can whip out an article 
on any subject if they just have 
enough reference material to copy. 

Now, the more complex the sub- 
ject, the more complex will be the 
thought-language of the expert. He 
may work with calculus day in and 
day out, or with physical chemistry 
or nuclear physics. At any rate, he 
soon develops a mental jargon pe- 
culiar to his trade. He thinks, talks 
and writes this jargon. His reports 
and notes to fellow workers are 
meaningless to anyone not doing 
the same kind of work. 


Sweat a little . . And then, this 
expert is asked to write an article 
describing some phase of his work. 
So, he sits down and writes it us- 
ing exactly the same jargon and 
mathematics that he uses 
day. The copy is intended to ex- 
plain to people in other lines of 


every 


work just what our expert is do- 
ing. But does it? Of 
doesn’t. And it doesn’t, simply be- 
cause it can be understood only by 


course it 


people who are doing the same 
kind of work as the writer. 

Could he have made his subject 
understandable to these other peo- 
ple? Sure he could, if he’d been 
willing to sweat a little. He’d have 
had to sweat, because describing a 
complex technical subject in sim- 
ple understandable terms is one of 
the toughest writing jobs there is. 
If you doubt this, try this little 
experiment. Write down a descrip- 
tion of the steps you go through in 
starting up your car and driving 


October 1956 /'59 





away from the curb. Assume that 
the reader is familiar with automo- 
tive terms such as “ignition switch,” 
“shift lever,” etc. Pretty simple, 
isn’t it? You’ré an expert writing 
for another expert. 

Next, write the same description 
so that it can be clearly under- 
stood by a 10-year-old boy who has 
never been inside of a car. Not so 
easy! Now you're an expert writing 
for a non-expert. 


Is ‘writing down’ bad? .. Oc- 
casionally someone will object to 
the straightforward approach to 
technical copy writing, and cham- 
pion the old third-person-singular, 
complex-sentence-structure style 
that reads as though it’s been 
turned out by a machine rather 
than a man. Depart from this style, 
say these people, and we will be 
“writing down” to the level of the 
uninitiated, thereby insulting the 
intelligence of the learned ones. 

This notion is rapidly growing 
old-fashioned. To quote a _ vice- 
president of a nationally known 
steel company: “It is not beneath 
the dignity of an engineer to give 
up some of the engineering lan- 
guage if doing so will serve to bring 
a better understanding.” 

Another justification for simpli- 
fying and streamlining industrial 
writing is the fact that people 
everywhere know a lot more about 
everything than they did ten years 
ago. Recently, I was surprised to 
learn that my nine-year old son had 
a pretty good idea of how rockets 
and guided missiles work. He also 
knows that jet planes do not use 
gasoline for fuel, and that paper is 
manufactured from wood by cook- 
ing the wood in a chemical solution. 

I didn’t teach him any of these 
things, nor did he learn them in 
school. Television was responsible. 
Thanks to vastly improved com- 
munications—television, movies, 
progressive methods of education, 
world’s fairs, and the progress made 
by so many industries in getting 
their stories across to the public— 
the American people know more 
about a lot of things than most of 
us give them credit for. 


Short words are best .. This 
means that it isn’t so necessary for 
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us to spell things out in monotonous 
A-B-C detail when we tackle a 
technical writing job. Why can’t 
we tell our story more as though 
we were conversing with the reader 


and less as though we were writing 
a scientific textbook? 

Let’s not get carried away by 
the sound of our own pencil or 
typewriter and fling multisyllabic 
words around if shorter, more easily 
understood words will serve. 

When writing a publicity article 
based on information supplied by 
someone else, let’s make sure we 
understand this information before 
we try to interpret it for the read- 
ers. Failure to do this is a pitfall 
that can trap any of us most any 
time we leave our guard down. We 
come to a place in our notes where 
we don’t understand a certain state- 
ment. So, as an easy way out, we 
incorporate this statement — bodily 
into the text. We don’t stop to think 
that if we can’t understand it, we 
can hardly hope the readers do. 

Unless we are preparing an arti- 
cle intended exclusively for scien- 
tists and mathematicians, we're 


likely to miss the boat if we load 
our writing with calculus and other 
higher forms of mathematics. This 
is especially important if we are 
trying to reach executives and 
members of management. Most of 
these men have forgotten whatever 
math they learned on the way up, 
and are hardly likely to drag out 
the old textbook just to dig for 
that nugget of information in our 
article. 

We should never be afraid to use 
pictures and drawings. In technical 
writing, a good drawing will often 
enable us to describe clearly in 50 
words, something that can be de- 
scribed only hazily in 200 words if 
the drawing is not used. 

Before we begin to write, 
wouldn’t it be a good idea to sit 
for a while and mentally digest the 
subject matter? After we’ve become 
thoroughly familiar with the sub- 
ject, why not think how we would 
go about telling the story to some 
friend or neighbor. Next, try writ- 
ing it down this way and see how 
it reads. 

Probably we will have to polish 
it up a little, smooth out a sentence 
here and there, but the chances 
are that we'll have a piece of writ- 
ing that’s not loaded with complex 
sentence structures, $50 words, or 
engineering cliches. Furthermore, 
there’s even the possibility that 
someone will read it! ® 





Beer bath . . 


Industrial company cashes in on consumer promotion as LeTourneau- 


Westinghouse Co., Peoria, IIl., provides giant earth mover as portable pool for Pabst 
Brewing Co.’s introductory promotion of new draft beer. Peoria lifeguard Don Hardin, 
Jr., is splashing in “pool,’’ which is filled with beer and water mixture and decorated 


by three bathing beauties. 





ln the Industrial— 
large Building Field 


Nowhere CAN YOUR AD DOLLAR 


BE BETTER INVESTED! 


. . a pretty sweeping statement. BUT IT’S LOOK WHAT IT CONTAINS An alphabetical 


TRUE. For 22 years this January Directory listing of all applicable products . . . names 


Number has been the field’s only complete, up- and addresses of all the manufacturers .. . 


a listing of all known trade names ...a 
to-date Product Reference. — 
guide to the products advertised in this issue 


As such it commands the continuing year- and the manufacturers’ names . . . PLUS the 


long attention of the engineers and contractors normal editorial content of a regular issue 


. . . to assure immediate cover-to-cover attention. 
who purchase-control the industrial-large build- 


ing market’s vast product requirements. 
8 | q YOU PAY NO PREMIUM Regular space rates ap- 


And that’s not just conversation on our part. ply. This is not a 13th or extra-cost number. 


A survey blished th 
SEE SHEP TENTS ON SSH every 10: of DEC. 10 CLOSING DATE Use extra space for extra 


emphasis in this extra productive issue. Re- 
January HP&AC when specifying and buying. serve space now to assure the most favor- 


these subscribers (all paid — ABC) use the 


As often as every week in many cases! able position. 


Heating, Piping & Air Conditioning 


KEENEY PUBLISHING CO. AIR CONDITIONING HEADQUARTERS 


6 N. Michigan, Chicago 
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how new developments in 
power plants and gener- 
ating equipment are cov- 
ered in EL&P. You'll find 
articles on new materials, 
new fuel-handling meth- 
ods, and turbine develop- 
ments. EL&P covers the 
subject of power plants 
and generation complete- 
ly and thoroughly. 


SEE... 
why readers turn to EL&P 


for the latest about main- 
tenance methods. You’ll 
find articles on mainte- 
nance of power-plant 
equipment, transmission 
equipment, distribution 
lines, meters, generators 
and all types of equip- 
ment used to generate 
and supply electricity. 


SEE ° 
how EL&P editors go to 


work on the subject of 
distribution. Their arti- 
cles would make a text- 
book. They cover over- 
head and underground; 
high voltage and low 
voltage; substations and 


vaults. You name it, 


You'll find it all in EL&P. 
And all interesting. 


SEE... 
how EL&P’s Industry Re- 


port Issue covers the 
events and developments 
that affect the industry 
as a whole. Research, 
production, new products, 
marketing, purchasing, 
manufacturing develop- 
ments, and many other 
subjects are covered in 
crisp editorial style. 


Research Horizons 


ASTM Committee Seeks New Siondords 
On Coal Content. Sampling Methods 


Preventive Primary Series Capacitors 


eer yes Solve Volta ge Problems 


Majer Substation 


Main Turbine Will Drive Full-Size 
Feed Pump at Astona 
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Why Electric Light 
and Power 


gets reader interest... 
sales action 








You can’t have one without the other. First comes reader interest. 
Be sure you get it. And you can see that you get it in Electric Light 
and Power. 


Take a good look at EL&P’s editorial pages. Put yourself in the 
place of an industry key man looking for information — for help — 
for ideas. You'll find them in EL&P. 


But you don’t have to take our word for it. Just reach for a copy 
of EL&P. See for yourself how our editors create reader interest. 
You'll find yourself reading the magazine. And while you are read- 
ing it, remember, you can turn readership like this into profitable 
sales action. 

Be sure your sales story is in Electric Light and Power where the 
industry’s key men will see it. The circulation sample at the right 
will show you who these men are. Haywood Publishing Co. of 
Delaware, 22 East Huron Street, Chicago 11, Illinois. 


EXCLUSIVE EDITORIAL RESEARCH 

Electric Light and Power is the only magazine serving the elec- 
tric power industry that employs EASTMAN EDITORIAL RE- 
SEARCH SERVICE. This service gives EL&P an insight on its 
readers’ interests that no other magazine serving this field can 
match. It is one of the reasons why EL&P editorial material con- 
sistently holds high reader interest. 


ELECTRIC LIGHT AND POWER 


The Only Magazine Serving The Electric Power Industry EXCLUSIVELY! 


f_ 
ohye @ 
NB P. Hs / 
— 
SALES OFFICES: 
Chicago 11, Ill., 22 East Huron St., WHitehall 4-0868, 
Walter J. Stevens, G. E. Williams, Rudy Bauser 
New York 22, New York, 130 East 56th St., PLaza 1-1863 
W. A. Clabault, Clark Daly 
West Coast: McDonald-Thompson, San Francisco, Los Angeles, Seattle, Dallas 
Cleveland 15, Ohio, 1836 Euclid Ave., PRospect 1-0505, Orrin A. Eames 


EL&P gets reader 
interest with 
the right people 


Electric Light and Power 
Reaches These Key Men In The 
Northwestern Public Service Co. 


Secretary 

Division Manager 

Chief Engineer 

Electrical Superintendent 
District Superintendent 

Town Superintendent — Aveon 
Town Superintendent — Clark 
Town Superintendent — Conde 
Town Superintendent — Doland 
Town Superintendent Faulkton 
Town Superintendent — Freeman 
Town Superintendent — Geddes 
District Superintendent 

Chief Engineer 

Meter Superintendent 
Purchasing Agent 

Electrical Superintendent 
President 

Vice President 

Sales Manager 


'. Advertising Manager 


Commercial Manager 

Chairman of Board 
Superintendent of Distribution 
Production Superintendent 
Town Superintendent — lroquis 
Town Superinendent — Lake Andes 
Town Superintendent — Mellette 
Superintendent — Menno 
Electrical Superintendent 

Chief Engineer 

Division Manager 

Town Superintendent — Mitchell 
District Superintendent 

District Superintendent 

Electrical Superintendent 
Manager 

Chief Engineer 

Meter Superintendent 

Town Superintendent — Scotland 
Town Superintendent — Springfield 
Town Superintendent — Tripp 
District Superintendent 

Chief Engineer 

Cc cial M 

Division Manager 

Town Superintendent — Willow Lake 
Town Superintendent — Wolsy 
Electrical Superintendent 

c cial Manag 

Meter Superintendent 

Chief Engineer 

Assistant Superintendent 
Division Manager 
Warehouseman 

Warehouseman 

Warehouseman 

Division Accountant 
Warehouseman 

Warehouseman 

Chief Engineer 

Safety Director 

Sales Engineer 

Chief Load Dispatcher 

c 


1M 
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Commercial Manager 

Cc cial M 

Auditor 

Vice President 

Assistant Superintendent 

Division Engineer 

Manager 

Assistant Electrical Superintendent 
Manager 





Our representative will be glad 
to show you the actual list for 
the above company, including 
individuals’ names, or a simi- 
lar list for any electric utility 
you core to name. 





There are publications that cover an industry from A to Z; 
there are others that go only to the specialists in each 
industry. INDUSTRIAL HEATING is a publication of the 
latter type: it reaches only those interested in industrial 
heating, but it reaches 100 per cent of these men in every 
industry, regardless of their industrial classification—Oper- 
ating Officials and Executives, Plant Superintendents and 
Shop Foremen, Production Managers and Plant Engineers, 
Metallurgists and Chemists, Combustion and Fuel Engi- 
neers, Heating Specialists, Heat-treaters, etc. By aiming 
straight at a definite market, INDUSTRIAL HEATING, with 
its verified and highly selective circulation, gives the 
advertiser of industrial heating, forging and heat treating 
equipment and accessories by far the MOST COMPLETE 
COVERAGE of this market that it is possible to secure with 
any medium—the greatest value for your advertising dollar. 


& 
THINK THIS OVER—Industrial Heating, with a circulation 
of more than 18,000 copies monthly, gives the most com- 
plete coverage of the buyers and users of industrial fur- 
naces, ovens, kilns, dryers, air heaters, heat resistant 
alloys, refractories, insulation, pyrometers, burners, fans, 
blowers, quenching devices, spray booths, etc., and heat 
treating supplies . . . More manufacturers of this class 
are represented in “Industrial Heating” than in all other 
publications . . . “Industrial Heating” produces results. 


* 
SEND FOR RATE CARD AND CIRCULATION ANALYSIS 


AIM STRAIGHT 


With Your Advertising 


INDUSTRIAL HEATING 


1400 UNION TRUST BLDG., PITTSBURGH 19, PA. 


\ 


a 
INDUSTRIAL HEATING <2 @ good medium for aduertisiug og: 
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You’re getting more 
so give more, adman 
tells publishers 


®& MASHPEE, MASS.—Business publi- 
cations, which are taking in more 
and more industrial advertising 
dollars, should respond by aiding 
advertisers to do a better job, ac- 
cording to agencyman Henry Hal- 
pern. 

Mr. Halpern, research director of 
MacManus, John & Adams, Bloom- 
field Hills, Mich., spoke at a five- 
day sales meeting of Modern Mate- 
rials Handling, Boston business 
publication. 

“The continued growth in the 
magazine publishing industry rep- 
resents increased competition both 
in terms of the number of maga- 
zines among which an advertiser 
must choose and in the number of 
advertising pages between the cov- 
ers of each issue fighting for the 
reader’s attention,” Mr. Halpern 
said. ; 

Advertising costs in business 
publications, he said, “are mounting 
with the greater frequency of in- 
sertions, with the trend toward the 
use of multi-page advertisements, 
with the greater use of color and 
inserts.” 

And with this mounting cost, he 
said, advertising effectiveness must 
be increased. 

“Trade magazines must meet this 
challenge with research to guide 
advertisers in improving the quality 
of industrial advertising,’ Mr. Hal- 
pern said. This research, he said, 
should do two things: (1) develop 
techniques to improve the per- 


OF INDUSTRIAL 
SALES & ADVERTISING 


formance of all trade advertising, 
and (2) develop techniques that 
will increase its effectiveness in to- 
day’s climate of many publications 
with hundreds of pages. 

The Modern Materials Handling 
sales meeting was conducted in the 
form of a seminar for the publica- 
tion’s space salesmen. 

Another speaker was Robert O’- 
Donnell, vice-president, Erwin, 
Wasey & Co., New York, who told 
the salesmen that agency account 
executives “want and need” space 
salesmen to call on them. “But,” he 
said, “don’t give us the same facts 
and figures we can get more briefly 
from people you’ve called on in 
media departments. . . Do give us 
the news, the trends, the unusual 
facts about your field that will re- 
inforce our ‘expertness’ with cli- 
ents.” 

George Kiernan, associate, East- 
man Research Organization, New 


York, urged the salesmen to go 
beyond rates and circulation fig- 
ures. “One of the important tools 
the salesman has to use today is to 
tell the client what editorial job his 
magazine is doing and how well the 
book is doing it,” he said. 

Robert D. Hall, account execu- 
tive, Hugh H. Graham Associates, 
New Britain, Conn., said, “Indus- 
trial magazines are a rich source of 
information and help, which, if 
used, can result in better sales re- 
sults for the client and more space 
for the magazine.” 

Ted Meredith, media director of 
the Griswold Eshleman Co., Cleve- 
land, said many agencies are break- 
ing media functions into two sep- 
arate departments—the service de- 
partment, which handles such tasks 
as bookkeeping and billing, and the 
more important “creative media” 
department, whose job is to “clearly 
define the nature and scope of ad- 
vertising in industrial publications 
for sales departments.” 

The creative media man must 
know more and more about the 
market and how it is changing; he 
must be able to relate the publi- 
cation to the client’s over-all and 
specific marketing problems, and 
he must know how, when and why 
buying patterns in an industry are 
changing so the client can modify 
or reinforce selling strategy, Mr. 
Meredith said. 


Cutting up . . Hugh H. Graham & Associates, New Britain, Conn., agency, celebrates 
10th anniversary with open house launched by cake-cutting ceremony. Wielding the 
knife are (I. to r.) E. Morgan Kelley, senior vice-president and art director; Hugh H. 
Graham, president, and Marion E. Stalk, secretary and treasurer. 
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The creative media man needs 
media salesmen with imagination 
and initiative as “working partners” 
in performing these tasks, he said. 


Survey shows top industrial 
salesmen make about $15,000 


™® NEW yorRK—A top _ industrial 
salesman makes around $15,000 a 
year, and he probably got a raise 
last year. 

Those are findings of the Ameri- 
can Management Association, which 
has just completed a study of the 
compensation of 14,093 field sales- 
men for nearly 200 manufacturing 
companies. 

The salesmen increased their 
earnings an average of 342% last 
year, the survey found, and more 
than 75% of them earned between 
$5,000 and $15,000 a year. 

“At or near the bottom of this 
range are likely to be found sales- 
men in such categories as that of 
beginning salesman for a food com- 
pany,” the survey report said. 

Those at the top of the range in- 
cluded experienced salesmen of 
heavy industrial goods, such as 
diesel locomotives. 

Some 77% of the companies cov- 
ered pay their salesmen bonuses 
and commissions, which range from 
10% to 100% of total compensation. 
About 10% of the companies—most 
of them in the consumer field—pay 
straight commission only. 

Salesmen who work on a bonus 
or commission basis have lower 
base salaries, but they fare better 
than those on straight salary so far 


Market meeting . . Agencymen at Steel’s Chicago meeting are, 
at right (I. to r.): W. E. Morton, Russell T. Gray, Inc.; Presi- 
President Harvey A. 


dent Walther Buchen, Buchen Co.; 
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as total pay goes, the survey shows. 

A combination salary and bonus 
—used by 36.5% of the companies 
surveyed—is the most popular 
method of paying salesmen. The 
bonus is commonly based on a 
quota, with extra compensation for 
sales above quota. 

All companies surveyed provide 
group life and hospitalization in- 
surance coverage for their salesmen, 
and 90.2% of the companies have 
pension plans which include sales- 
men. 

Most of the companies covered 
reported they pay all “reasonable” 
expenses of their salesmen while 
they are on the road. 

The survey was the first of its 
kind made by the association. It 
covered companies all over the 
United States. The companies range 
in size from less than $5,000,000 to 
more than $500,000,000 in annual 
sales, and the number of salesmen 
they employ ranges from less than 
10 to more than 1,000. 


Says metalworking to triple, 
advertising to quadruple by '75 


=" cHicaco—Metalworking sales will 
triple themselves to reach $372 bil- 
lion by 1975, Walter J. Campbell, 
editor of Steel, Cleveland, told a 
gathering of agency executives with 
industrial accounts in that field. 

The agencymen attended a meet- 
ing, one of a series in 17 cities 
sponsored by Steel to show ex- 
pected developments in the metal- 
working market. 

Mr. Campbell said his forecast 
was based on a projection of 1955 


metalworking sales of $129 billion, 
taking into consideration the U. S. 
Census bureau’s forecast of a 221,- 
000,000 population in 1975 and find- 
ings that each man, woman and 
child is consuming $41 more metal- 
working products than in the pre- 
ceding year. 

Asserting that the forecast is far 
from fantastic, he cited a study and 
forecast made by his publication’s 
editors in 1951, showing that metal- 
working sales would reach $120 
billion by 1960. “That figure scared 
us in January, 1951, and yet, in 
1953, metalworking sales exceeded 
$125 billion,” he said. “What ap- 
peared to be a rash estimate . 
was exceeded in just two years.” 

Observing that advertising ex- 
penditures are growing at a faster 
rate than gross national product, he 
said: “If metalworking sales triple 
during the next 20 years, there is 
every indication that total advertis- 
ing expenditures will quadruple, 
just as they have in these past 15 
years.” He told the admen this 
means a larger base “on which to 
figure your 15 or 17%” and “more 
dollars in your pocket.” 


George J. Huebner, publisher 
of ‘Tooling & Production’ dies 


® CLEVELAND—George J. Huebner, 
president of Huebner Publications, 
Cleveland, and founder and pub- 
lisher of Tooling & Production, died 
of a heart attack at his home in 
Cleveland on Aug. 28. He was 70. 
Mr. Huebner worked at _ tool 
making and investment banking 
and studied law before entering the 


Scribner, Russell T. Gray, Inc. At left: Walter J. Campbell, 
Steel; W. J. Rosberg, Buchen; H. G. Rowland, Steel; A. L. 
Decker, Buchen; L. C. Pelott, Steel; Henry Tymick, Buchen. 





business publishing business in 1936. 
In that year, he founded the pub- 
lishing enterprise that now pub- 
lishes Tooling & Production as well 
as textbooks in the manufacturing 
field. 

Mr. Huebner was born in Detroit. 
He went to the University of Michi- 
gan two years. Later he worked 
days at tool making, while studying 
law at the Detroit College of Law 
nights. He was in the investment 
banking business for 15 years. 

Recognized as an authority in the 
metalworking field, Mr. Huebner 
was one of the founders of the asso- 
ciation of the Automotive Tool & 
Die Manufacturers in Detroit. He 
headed the government’s National 
Code Authority for the tool making 
industries in the 30s. And for 26 
months in the first part of World 
War II, he was a director of tooling 
procurement for the U. S. War 
Production Board. 


Why all the hullabaloo about 
agencies’ 15%? Hickerson asks 


® NEW yorK—There’s no point in 
arguing about the 15% agency com- 
mission system, at least until some- 
one comes up with some other plan, 
according to J. M. Hickerson, Inc., 
New York advertising agency. 

In its September-October pocket 
appointment calendar, circulated to 
clients, the agency said the commis- 
sion system is “neither right nor 
wrong, good nor bad, except ac- 
cording to some frame of reference, 
some standard.” 

The piece said, “Many advertising 
agencies appear to be embarrassed 
by the controversy over the com- 
mission system. We see no need to 
be. For no agency is wedded to the 
15% commission. When a _ better 
method of compensation comes 
along, it will be accepted. Mean- 
time, we see no point in arguing.” 

The agency piece also listed these 
four points: 
> “We earn our commissions. In- 
deed, several clients pay us fees, in 
addition. 
> “Advertising agencies, most of 
them, must receive at least a 15% 
commission, or curtail the profes- 
sional services they render, if they 
are to stay in business. 


> “The standard 15% commission 


A yearling celebrates . 


. Cake-cutting ceremonies, presided over by publisher and 


Mrs. James W. Zuber, mark first ariniversary of Building Products, Hudson, O., 
business publication. Looking on are James Leibrock (left), executive vice-president, 
Home Builders Association of Greater Cleveland; Robert Sill (2nd from right), vice- 
president, A. Sill & Son Builders, and Building Products editor Joseph F. Schram. 


policy long ago showed its stabiliz- 
ing effect on the advertising busi- 
ness. Will anyone come forward 
with some other plan that will not 
precipitate competitive chaos? 

» “Thanks to the media, which in- 
dividually allow commissions to 
agencies and decide under what 
conditions they will allow them, the 
15% system has been kept on a 
high, business-like plane.” 


U. S. Chamber tells all 
about uses of atomic energy 


® WASHINGTON—‘“The Atom in Your 
Community” is the title of a pam- 
phlet put out by the United States 
Chamber of Commerce, which tells 
about atomic energy from the stand- 
point of its current and future uses 
in the generation of electricity, in 
industrial research and production, 
in agriculture and in medicine. 
The pamphlet uses a non-techni- 
cal, question-and-answer technique. 
It is available at 15 cents a copy 
from the Department of Manufac- 
ture and Industrial Development, 
Chamber of Commerce of the 
United States, Washington 6, D. C. 


Researcher will test market 
for U.S. industry in Europe 


= cHicaco—A Chicago research 
firm has s2t up a system of pre- 
testing the European market for 
heavy U. S. industrial goods. 

International Asso- 
ciated, Chicago, a division of Inter- 
national Processes, Inc., will make 
films of the 
turer’s equipment, tape record sales 
messages and send this material to 
its representatives in Europe, who 
will conduct the tests. 

The research firm says its system 
will eliminate the need of shipping 
heavy or bulky equipment across 
the ocean. The company says mar- 
ket tests covering four countries 
can be done for $8,000. 


Researchers 


American manufac- 


New business paper will 
cover military electronics 


® PITTSBURGH—Military Electronics 
& Controls is the name of a new bi- 
monthly business publication sched- 
uled to publish its first issue next 
February. 

The publication will have a con- 
trolled circulation of 20,000. It will 
go to engineers, executives and 
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‘ot dog! . . London youngsters enjoy strange American delicacy at American Meat 


Institute’s exhibit at British Food Fair. 


Exhibit was part of U. S. Department of 


Agriculture’s display aimed at expanding overseas market for U.S. farm products. 


scientists in and out of the armed 
forces who are responsible for de- 
sign, evaluation or purchase of 
electronic equipment, controls and 
systems with military applications. 
The publication will be 114%4x114” 
in size. Basic “one-page” ad unit is 
7x10” for which the one-time, 
black-and-white rate is $540. 
Publisher of the new business 
paper is Instruments Publishing 
Co., Pittsburgh, which also pub- 
lishes Instruments & Automation 
and Instrument & Apparatus News. 


Educator sees more integration 
of all marketing functions 


™ NEW yorK—American industry is 
becoming leary of over-specialized 
sales executives and is beginning to 
integrate all marketing functions, 
says Dr. J. S. Schiff, chairman, de- 
partment of marketing, Pace Col- 
lege, New York. 

“Business is rapidly realizing that 
fragmentation of marketing func- 
tions has brought about a lack of 
coordinated effort,” according to 
Dr. Schiff. “There is, therefore, a 
marked tendency to integrate ad- 
vertising, sales promotion, sales 
management, public relations and 
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research under the aegis of vice- 
president in charge of marketing.” 

He based his statements on the 
college’s continuing study of market 
organizations throughout the coun- 
try. 


U. S. Steel schedules third 
‘Operation Snowflake’ 


® PITTSBURGH—United States Steel 
Corp., which does not make a single 
stove, refrigerator or washer, but 
which sells a lot of steel to those 
who do, will stage another “Opera- 
tion Snowflake” this year. 

This is the third such Christmas 
promotion by the giant steel pro- 
ducer. Its slogan: “Make It a White 
Christmas—Give Her a Major Ap- 
pliance.” 

“Operation Snowflake” this year 
will consist of a massive consumer 
advertising drive, utilizing coast- 
to-coast television, radio and more 
than 300 newspapers. 

“Snowflake” tie-in opportunities 
will be told in detail in ads appear- 
ing in Advertising Age, American 
Banker, Broadcasting-Telecasting, 
Domestic Engineering, Editor & 
Publisher, Electrical Dealer, Elec- 
trical Merchandising, Mart, 


NARDA News, Printer’s Ink, Pub- 
lisher’s Auxiliary and Retailing 
Daily. 

Direct mail will go to 12,000 re- 
tailers, 2,400 distributors, 110 man- 
ufacturers, 550 electric companies, 
1,000 gas companies, 950 REA co- 
ops, 15 trade associations, 2,400 
banks with consumer credit depart- 
ments and to TV stations, newspa- 
pers and radio stations. 

The company also is distributing 
a complete 12-page “Snowflake” 
newspaper supplement to newspa- 





Additional 
IM News 
appears on p. 209 





pers. It has developed a retailer’s 
kit containing point-of-sale material 
and telling retailers how to tie-in 
with the “Snowflake” promotion. 
And it has put out a promotion 
piece designed to aid manufacturers 
in alerting retailers to the promo- 
tion. 


Maclean-Hunter to launch new 
building supply publication 


® TORONTO—Maclean-Hunter Pub- 
lishing Co. has announced it will 
publish the first issue of a new 
merchandising business publication 
called Building Supply Dealer in 
March, 1957. 

The monthly publication will go 
to about 5,000 Canadian building 
material retailers, wholesalers and 
jobbers. One-time page rate will be 
$225 for the standard-size (7x10” 
type page) publication. 


New agency formed to serve 
aircraft, electronic fields 


™ HICKSVILLE, N. y—Industrial 
Marketing Associates is the name 
of a new agency here. 

The agency says it provides com- 
plete planning and production of 
advertising, direct mail, institution- 
al brochures, product catalogs, 
technical publications, trade show 
exhibits and public relations. 

The agency specializes in the air- 
craft and electronic and allied fields. 
It is headed by Jack Schrier, form- 
erly sales manager of Avien, Inc., 
Long Island aircraft controls manu- 
facturer. ry 





1957 


PRODUCTS FINISHING DIRECTORY 


Offers New and Exclusive 


Double 
Advertising 
Opportunity 


DISPLAY and 
CLASSIFIED 


20,000 


MORE CIRCULATION 
MORE CIRCULATION 


AT LOWER COST 


1957 Products Finishing 


DIRECTORY closes February 15 


for March Pyblication 


.. the finishing 
industry’s NEW 
and only complete | 
directory with 
Manufacturer and 
| Distributor Display and | 
Classified Advertising! 





Products Finishing DIRECTORY offers a dou- 
ble advertising opportunity to manufacturers 
and distributors. Display and Classified ‘‘ads"’ 
get your message across to a guaranteed cir-" 


culation of 20,000. 


Use display or classified advertising or a 


- combination of the two, presenting your story 


to production executives who are looking for 
buying information on: 


_ EQUIPMENT, MATERIALS and PROCESSES for . . . 


Metallic Coatings Non-Metallic Coatings 

@ Electroplating @ Paint—Varnish 

@ Vacuum Metal- @ Lacquer—Enamel 
izing ® Porcelain Enamel 

@ Galvanizing ®@ Plastisol and 

® Hot Dip Tinning other finishes 


-NEW and EXCLUSIVE Distributor Listings . . . 


| supply the last and very important link in the 


sales chain, tell readers ‘‘Where-to-Buy’'! Both 


- classified and display advertising is available 


to distributors at regular rates. 

The 1957 edition of Products Finishing 
DIRECTORY will be bigger, better than ever 
... with new features and new values for all 
advertisers. For complete details, write for your 
copy of new facts booklet just off the press. 


oo 
Products Finishing 
DIRECTORY 


431 Main Street Cincinnati 2, Ohio 
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(Advertisement) 


How to Reach Contractors 


the BIGGEST BUYERS in the 
expanding Construction Market 


Every newspaper, magazine, radio and television news program is calling 
attention to the boom in heavy construction. Here’s the growth of this fantastic 
industry for the past five years, measured in dollar volume of contract awards 
and backlog of proposed work: 


Construction is a depression-proof, rapidly-expanding market. Contractors are 
the hub of this gigantic construction wheel . . . they turn plans, specifications 
and dollars into the finished project. Construction contractors are the biggest 
buyers of equipment, machinery, materials, supplies and services; they do the 
actual job and are responsible for the finished project, large or small. In 1955, 
the number of contractors handling $100,000 or more in new business, as 
reported to CONSTRUCTION METHODS’ Business News Department, 
totalled 7,986. This is a 16% jump over the 1950 count. The new roadbuilding 
program, in addition to its own affects on highway construction, will mean 
more work of all kinds. These highways will open new areas to development; 
they will bring more business activity and more industry; they will push the 
demands for more construction. More contractors—new customers and pros- 
Another pects for you—will be entering this market. Established contractors will be 
taking on more work and will have to engage in all different types of construc- 


Advertising Service : é : , : 
tion to handle the demands. In short, this market is expanding rapidly. 


acta Staff One of your most important jobs, as a marketing executive, will be to get 
your company’s share of this booming market. Tell your product sales 

CONSTRUCTION story to the largest, most influential segment of this market—the contractors. 

METHODS Here’s where CONSTRUCTION METHODS, the contractors’ preferred con- 

AND EQUIPMENT struction magazine, can help you. 65% of CONSTRUCTION METHODS’ 
total circulation goes directly to individuals in contracting firms. The remain- 

A McGraw-Hill Publication ing circulation goes to those people in government and industry whose respon- 
sibility is the contractor function. Contractors prefer and pay for CONSTRUC- 
TION METHODS because it gives them the practical information which helps 
solve their everyday problems. 
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(Advertisement) 


Particular emphasis on 


The symbol of accurate and construction contractors 


reliable auditing of 
paid circulation. 





A leading 
construction pub- 
lication for the 
past 37 years. 





94.6% of total 
paid circulation is 
subscribed to 
individually. 





Every person for whom 
CONSTRUCTION METH- 
ODS is edited pays for 
his copy. 


Month by month indication 
of circulation trend reflects 
a circulation bonus of 1,250 
over a six month period. 


(ee py mF 9 103 


444 


CONSTRUCTION METHODS has the type of circulation you want 


The real values of circulation are not found in total 
figures. It’s the who, where and how of the circulation 
that really counts. CONSTRUCTION METHODS’ fig- 
ures, as audited by the Audit Bureau of Circulations, 
give you the complete story. You get separate counts 
and detailed breakdowns of every subscriber. None of 
the circulation facts is left to your imagination. This is 
the information you need to do a professional media 


analysis. This is the information you get in ABC state- 
ments as provided by CONSTRUCTION METHODS. 
Reproduced on these pages is the proof . . . CON- 
STRUCTION METHODS’ complete ABC statement. 
Look this statement over. You'll see that there is no 
guesswork in CONSTRUCTION METHODS’ circula- 
tion figures. With ABC auditing, you know exactly what 
you are buying in CONSTRUCTION METHODS. 
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(Advertisement) 


39,969* 
ABC 
PAID CIRCULATION 


26,305 
CONTRACTORS 

or 

65% of 

total paid 

*ABC Publisher's Statement, 


June 30, 1956 
subject to audit 


You know exactly who is 
exposed to your sales 
messages. Every paid sub- 
scriber is classified and 
shown by title and/or job 


f 


function 





Total paid subscriptions are Pe 2 Construction Methods and Equipment 
inalyzed and submitted for 6 Months Ending June 30, 1956 


ABC audit every six months. 


USINESS ANALYSIS OF TOTAL PAID SUBSCRIPTION CIR CULATION for the . 1956 issue: (Not an average for 6 n 
OTE—Total paid subscription circulation of this issue was 144% greater than ave total paid subscription circulation for 


You know the business 
classification of every sub- 
scriber by number and % of 








total subscriptions for each 


classification. 
. Architects 


Consulting Engineers 


Contractors: 
(a) & 





in building 


Only an ABC statement io samen a 4 
gives you the most complete (c) Engaged in both (a) & (b) 

breakdown of contractor Sonal Trade C a 
and government circulation. heotne catitng aewiel eee masonry, plumbing, 


These people perform the 
contractor function for their 
own company. 























Original equipment manu- 
quip 





facturers’ engineering depts. 
and their distributors pay to 
find out how contractors use 

equipment and materials 


CONSTRUCTION METHODS’ 
total contractor circulation 
as of May, 1956 is 26,305 or 
64.84% of total paid 


Just as the equipment specification sheet is important to 
the contractor, the Audit Bureau of Circulations State- 
ment is important to the advertiser. The specification 
sheet furnishes the contractors with the facts that he needs 
to make sound buying decisions and sound applications 
of the things he has bought. The ABC statement is the 
specification sheet of media selection. A thorough under- 
standing of this statement and an analysis of the facts it 
shows will help you make sound media decisions. 

Anyone can put together a list of contractors. Their 
company names are available from many sources. One 
favorite source is the phone book. For example, in the 
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Classified Section of the Indianapolis, Indiana phone book, 
there are over 600 companies listed under the heading of 
Contractors. If money is available for postage, a magazine 
can be sent to each of these 600 companies. It’s as easy 
as that. However, among these 600 company listings are 
some, and it might well be many, that would find no useful 
information in a heavy construction magazine. The prob- 
lem then becomes one of selection—and the person best 
qualified to do the selecting. Each and every copy of CON- 
STRUCTION METHODS AND EQUIPMENT has been 
selected by the reader—not the publisher. Certainly the 
reader is much better qualified than the publisher to judge 








(Advertisement) 


CONSTRUCTION METHODS provides 
advertisers with monthly Readex 
Reader Interest Reports on editorial 
items and advertisements which 

tun in each issue. The Reports provide 
advertisers with an effective measure 
of reader interest in ads . . . and 
guide to evaluation of elements 
which result in higher or lower interest 
in the advertising message. Your 
representative will be glad to give 
you more complete details. 








Construction Methods and i 


t Page 3 


6 Months Ending June 30, 1956 


11. GEOGRAPHIC ANALYSIS OF TOTAL PAID CIRCULATION 
for the May, 1956 issue: (Not an average for 6 months) 
NOTE—Total paid circulation of this issue was 1.44% greater 

than average total paid circulation for per: 








TOTAL _ 





CONSTRUCTION METHODS’ 


circulation follows the qe 





graphical pattern of con 





Struction activity 
















































































whether or not the magazine will interest him. Each sub- 
scriber to CONSTRUCTION METHODS backs up his 
selection with his money—he never pays less than $1.66 
per year ($5.00 for a three year subscription). It signifies 
his intention to read and use the magazine. 66% of the 
subscribers to CONSTRUCTION METHODS are ob- 
tained by solicitation through the mails. This means that 
66% of the CONSTRUCTION METHODS’ subscribers 
either read a copy of the magazine or a subscription sales 
letter describing its value. They then dug into their own 
pockets, of their own free will, and mailed money to the 
publisher for the opportunity of receiving the valuable 


information the magazine provides. 


How many magazine circulation letters did you and your 
family receive last year? How many offered you a promise 
of enough worthwhile information or entertainment to 
make you dig down in your pocket to send your money to 
the publisher? Add to these thoughts, one more. If you 
knew you could get the same information without charge, 
would you still send your money to the publisher? There is 
a difference in the quality of construction magazines—a 
big difference. That’s why contractors buy almost as many 
copies of CONSTRUCTION METHODS as are given away 
free by any other construction publication. 
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Readers of 
CONSTRUC- 
TION METH- 
ODS pay for 
for the op- 
portunity to 
receive the 
information 
it provides. 


Only 444 subscriptions 
sold in this manner. 


Represents only 
7% out of 39,969. 


McGraw-Hill sets the 
standards and 
controls the quality 
of subscriptions 
through field selling. 


66% of total 
subscriptions 
for six month 
period were 
sold by mail. 


51% of subscriptions 
were sold without 
premium induce- 
ments. The remain- 
der received 
editorial material 
reprinted “ng 
previous issues. 
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Of greater importance than the 45.48% renewal 
percentage is the percent of continuing audience 
(readers) who received every issue during the 12- 
month period ending October 31, 1955. CONSTRUC- 
TION METHODS’ continuing audience was 76%. 


100 of these firms have 12 or more subscriptions 


CONSTRUCTION METHODS gives you coverage 
u 7,609 firms have 2 to 11 subscriptions each 


where you need it . . . penetration where you need it. Our 


circulation files, containing complete reader identification 
—names, titles, addresses, company affiliations—verify this 
fact. These circulation files are open for your personal in- 
spection at any time. The advertisers who have already 
accepted our invitation were thoroughly impressed with the 
depth and breadth of CONSTRUCTION METHODS’ cir- 
culation. Here’s the basic information they got on contrac- 
tor company coverage and penetration: 
CONSTRUCTION METHODS covers 13,274 contractor 
companies 
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5,565 firms have one subscription each 

Our circulation files show that the job titles of CON- 
STRUCTION METHODS’ subscribers range from presi- 
dent and owner to foreman and operator. This is the 
circulation that penetrates deeply into the construction buy- 
ing patterns .. . the circulation which is found in the home 
office, on the job sites, wherever the buying is done. . . the 
personally addressed circulation that goes with the sub- 
scriber from job to job. This is the circulation CON- 
STRUCTION METHODS attracts and delivers. 





(Advertisement) 


Here's Why Contractors 
Prefer and Pay For 


Construction 


Methods x: 


Contractors have learned to rely on the experience and 
ability of CONSTRUCTION METHODS’ editors to 
help find out what’s new and different about the con- 
struction business. They know CONSTRUCTION 
METHODS’ editors see the things that contractors 
would look for if they had visited the project and opera- 
tion described. On this and the following pages are just 
a few samples of the time- and money-saving ideas 
which contractors find in issue after issue of CON- 
STRUCTION METHODS. 


THE TUTTLE wee wae 


Terese Feeds ri 
Mew tegiand Mord. Ser 


How king-size tractors, scrapers and rs 
Contractors Make — 


shovels pay for themselves with in- 
creased production on the Massa- 
chusetts Turnpike interested 84% of 
the readers of CONSTRUCTION 
METHODS. This five-page story 
contained 13 photos describing 
methods of job operation. CON- 
STRUCTION METHODS consist- 
ently delivers information which 
helps the contractor to better utilize 
his equipment, materials and man- 
power. Last year CONSTRUCTION 
METHODS published 424 editorial 
pages describing equipment... a 
subject in which all contractors are —e _ — — 
vitally interested. : hetaata sane: eeeniseen aan 


The techniques which one contractor used 
to simplify deck paving and save time are 
Good Forming and Finishing Ideas —" passed along to other contractor readers. 
This particular article interested 68% of 
CONSTRUCTION METHODS’ readers. 
Our editors can produce articles such as 
this because the staff is a balance between 
Babli bial psannlinisierceeinei men who have actually worked for con- 
Deck Forms—fasy to Erect, Adjust. ond Strip Porapet Fores—Rigid Vokes Replace Ties and Braces tractors and know contractors’ problems, 
ark “ARES env and journalists of wide publishing expe- 
rience. The editors contact heavy construc- 
tion and building contractors . . . visit con- 
struction jobs regularly to search out the 
unusual angles, the new techniques, the 
clever ideas which are helping the contractor 
get his jobs done easier, better, faster and 
cheaper. Except on large or unusual jobs, 
CONSTRUCTION METHODS’ editors do 
not give “job reports”—they dig out those 
unique items that help all contractors. 
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Because the latest techniques of equipment mainte- 
nance and procedures are such a vital part of con- 
tractor operations, CONSTRUCTION METHODS 
features a maintenance section in every issue. (In the 
February, 1956 issue, this feature interested 50% of Tha lidadsanuee Maer 
our readers.) For the past eight years the editors have 
devoted the July issue to a “Special Report on Equip- 
ment Maintenance,” averaging over 300 pages. CON- 
STRUCTION METHODS’ editors publish special re- 
ports only when contractors need them and want them. 
Contractors will be looking for the January 1957 issue 
of CONSTRUCTION METHODS because of the 
special report on the new roadbuilding program, which 
will be available at the huge American Road Builders 
Association Road Show to be held in Chicago, January 
27 to February 2nd, 1957. 

This is the year for roadbuilding. The necessary 
money has been provided. Contractor interest is high 
in the roadbuilding program and in CONSTRUCTION 
METHODS’ special report on the equipment and ma- 
terials used for roadbuilding. You'll find this issue a 
low-cost way of conditioning roadbuilding contractors 
on the values of your products and services. 




















Nine pages and nineteen photographs were used to give 
three reports showing how contractors overcame the 
problems of building huge hangars on three separate 
jobs. This editorial feature interested 85% of CON- 
STRUCTION METHODS’ readers. Our editors reg- 
ularly feature “how-to-do-it” stories of this type. They 
concentrate on the production or operations phase of 
the contractors’ business. Also discussed in this par- 
ticular article were the various materials used in the 
different phases of the jobs. Last year, CONSTRUC- 
TION METHODS devoted 88 editorial pages to ma- 
terials and their uses. This is a subject of vital impor- 
tance to successful contracting operations. 
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COMPARATIVE EQUIPMENT SPECI- 
FICATION CHARTS are a continuing 
series of CONSTRUCTION METHODS’ 
exclusive features for its readers. To date, 
tractors, motor graders, scrapers and port- 
able compressors have been covered. These 
editorial features have interested an average 
of 44% of the readers of CONSTRUC- 
TION METHODS. These guides to equip- 
ment specifications and application are 
typical of the information that contractors 
expect and look for in the editorial pages of 
CONSTRUCTION METHODS. 
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CONSTRUCTION METHODS’ readers purchased 135,150 editorial reprints in 1955 
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In giving contractors more of the type of 
editorial material they want, CONSTRUC- 
TION METHODS also runs a continuing 
series of educational-type articles. They give 
the readers basic step-by-step procedures on 
various phases of construction operations. To 
date, there has been a series on Earthmoving 
(20 articles in 64 pages), a second on Con- 
crete Mixing and Placing (19 articles, over 
88 pages), and a third on Paving (10 articles 
in 52 pages). A series on Producing Aggre- 
gates is now running. These articles cover all 
phases of those subjects most important to 
contractors: (1) equipment and its uses; (2) 
materials and their uses; and (3) construc- 
tion techniques. Over the past three years, 
CONSTRUCTION METHODS has carried 
over 1,700 pages or 70% of its total editorial 
content on these subjects. This is nearly twice 
as much as any other construction publica- 
tion carried on these subjects. This is another 
reason why the type of contractors you want 
to reach pay their money for CONSTRUC- 
TION METHODS, with so many books free 
for the asking in this field. 


(Advertisement) 


CONSTRUCTION METHODS 
can help you 
sell contractors 


Just as CONSTRUCTION METHODS’ editors serve 
their readers, the Marketing Staff of CONSTRUC- 
TION METHODS has available for your study and 
use the most current data on contractors and the 
industry they serve. Here are the most recent aids: 


. How to do Business With Modern Contrac- 
tors 


. Answers to the Most-Asked Questions about 
the New Highway Program 


. Estimated Number of Machines Operating 
in Construction 


. How to Sell Maintenance Parts and Acces- 
sories to Modern Contractors 


. How to do Maintenance Business with Mod- 
ern Contractors 


. Growth of Number of Machines in Use 1945 
to 1956 


. Readex Reader Interest Reports on Editorial 
Items and Advertisements in Construction 
Methods. 


Plan Your Advertising Program to Include CON- 
STRUCTION METHODS AND EQUIPMENT for 
Quality Contractor Coverage. 

If contractors use or should use your products, tell 
them how, show them why, through the advertising 
pages of CONSTRUCTION METHODS. This is 
the one publication devoted exclusively to solving 
contractors’ day-to-day problems. Contractors literal- 
ly search the pages looking for new, different, useful 
ideas. Let us show you how the sales impact of an 
advertising program in CONSTRUCTION METH- 
ODS has helped others. Ask for details. 


Construction 


Methods «x: 
A McGRAW-HILL PUBLICATION ARD 


330 West 42nd Street, New York 36, N. Y. 
Longacre 4-3000 
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STRIKE IT RICH WITH 
TRADE MARK SERVICE! 


Trade Mark Service in the Yellow Pages 
of telephone directories has panned out for 


hundreds of industrial advertisers. 


Men who buy all types of industrial 
products consider the Yellow Pages 
a gold mine of buying information. 
Make it easy for them to find 
“Where to Buy” your product or 
service by listing your outlets 

under your brand name in 


the Yellow Pages. 


“eam, yu Oe 
tridige flooring (l-bee™ 


Bottdiogs, ae 5 


weal 3, gbers, no 


Find out more about this eiteatiee sales tool. Get in touch with the tae 
Mark Service Representative at your local telephone business office. 
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Chapter activities of the 
National Industrial Advertisers Association 





N. Y. PANEL 


Top management 
doesn’t appreciate 
admen, says adman 


™ NEW yoRK—Top management 
doesn’t appreciate the value of its 
advertising managers, members of 
the New York NIAA chapter were 
told at the all-day management 
conference marking the group’s 50th 
anniversary. 

A panel at the conference dis- 
cussed the topic, “How Much Is 
Your Ad Manager Worth?” 

Panel member Bruce Payne of 
Bruce Payne Associates said man- 
agement usually is too involved 


Word from Ike . 


. Labor Secretary James P. Mitchell speaks 
at New York NIAA chapter’s 50 anniversary banquet. Mr. 
Mitchell read message from President Eisenhower congratu- 
lating chapter and commending advertising industry for its 
contribution to the nation’s growth and progress. 





with such things as_ production, 
auditing and selling to know how 
much the advertising manager is 
worth to the company. 

It’s up to the ad manager, he said, 
to make management aware of his 
worth. 

“Presidents look on advertising as 
a literary, creative, sissy sort of 
thing,” he said. “They feel that these 
are impracticals, intangibles, fairy 
activities. 

“The ad manager should not feel 
inferior to his agency. He should 
in fact, have a more inclusive title 
such as director of communications, 
and he should make himself more 
important to his president.” 

Panelist Carroll Buzby, president, 


50 years of creativity 
(ieft), advertising manager, Robert Gair Co., receives certifi- 
“50 years of creative aid to New York 
City’s vast industrial economy.’’ V. J. O'Shea of New York’s 
Dept. of Commerce makes presentation 


cate citing chapter’s 


National headquarters . 27! Madison Ave., N.Y.C. 


Ralston B. Reid, chairman of the board 


John C, Freeman, president 


news 


the Chilton Co., said, “Ad managers 
who have become important in com- 
panies usually are _ individually 
gifted men who saw an opportunity 
and took it.” 

On another panel, 
“Putting a Price Tag on Agency 
Service,” Herbert Peck, president, 
Hazard Advertising Co., 
agency-client agreement is a busi- 
ness partnership that should be mu- 
tually profitable to both parties. 

“Some agencies know how to 
make it profitable, some don’t,” he 
said. “One can make a profit on a 
$100,000 account, while another can 
lose his shirt on the same amount.” 


discussing 


said an 


A member of another panel said 


the business publication “forest” 


Chapter president George Bowen 
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Well attended . . More than 500 members and guests enjoy banquet that wound up 
New York NIAA chapter’s 50th anniversary celebration. 


looks good from a distance, but, 
close up, he sees some “strange 
trées.” 

The panel was discussing “How 
Advertisers Look at the Business 
Press.” The panel member was 
Sterling Hiles, sales promotion 
manager, Remington Rand division 
of Sperry Rand Corp. 

“I’m disturbed by the profit tack,” 
Mr. Hiles said. “The business press 
should be a service first, profit sec- 
ond. I see some new publications 
by respected publishers in which 
profit seems to be the sole motive— 
new books in which the page rate is 
similar to that of established books 
that are a proven service.” 


IARI considering direct mail 
readership research project 


= cuicaco—The direct mail com- 
mittee of NIAA has proposed to the 
Industrial Advertising Research In- 
stitute that IARI study the possi- 
bility of setting up a readership re- 
porting service for direct mail. 

Robert F. DeLay of Burnett & 
Logan, Chicago, direct mail com- 
mittee chairman, says the proposed 
service would “work something like 
the Starch service does for space 
advertising,” in that interviewers 
would talk to direct mail recipients 
to determine readership. 
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The proposal now is under con- 
sideration by the IARI board of 
trustees, which is expected to vote 
approval or disapproval within a 
month. 

IARI’s part would be to work out 
the mechanics of what it would 
take to set up such a service, then 
leave it up to a commercial re- 
search firm to set up the service, or 
if no commercial research firm 
showed interest, the service might 
be set up within the framework of 
IARI. 


Toronto NIAA group launches 
‘creative thinking’ course 


™ TORONTO—The Toronto chapter 
of the NIAA has started a course 
in “creative thinking” for industrial 
admen. 

The course will consist of ten 
evening sessions at the Ryerson 
Institute of Technology, Toronto. 
John Chilman, account executive, 
Heggie Advertising, will direct the 
course, which will consist of group 
discussions designed to develop 
creative thinking and to provide 
group training in “brainstorming” 
ideas. 

Mr. Chilman attended two sum- 
mer courses on creative thinking 
at the University of Buffalo and 
directed a small group on the same 


subject for the NIAA last winter. 
The first session of the new 
course is scheduled for Oct. 9. 


Detroit chapter launches 11th 
industrial advertising course 


® pETROIT—The industrial adver- 
tisers of Detroit, a chapter of NIAA, 
is, for the 11th year, sponsoring a 
20-week course in industrial ad- 
vertising in cooperation with the 
University of Michigan Extension 
service. 

The _ first includes 
classes on copy, production, layout 
and finished art, typesetting, en- 
graving, printing, the advertising 
agency and the advertising depart- 
ment. 

The second semester goes into 
such subjects as media selection, 
readership and advertising budgets. 

First semester classes opened 
Sept. 24. Enrollment is accepted for 
either semester separately. 


semester 


MAPEL SAYS 


Best choice for top 
job in new marketing 
set-up is ad manager 


® cHICAGO—The most effective tool 
of modern management is the “mar- 
keting concept,” and the most logi- 
cal man to administer this new set- 
up is the advertising manager. 

That’s the word from Eugene B. 
Mapel, vice-president, Barrington, 
Inc., New York marketing consul- 
tant firm. Mr. Mapel spoke at the 
opening fall meeting of the Chicago 
chapter of NIAA. 

Under the “marketing concept,” 
as Mr. Mapel described it, all mar- 
keting functions—from product re- 
search to customer service—would 
be integrated under one head. That 
executive may or may not have the 
title “marketing manager,” but he 
must in all cases have the ability to 
see what must be done and the 
authority to say “Do it!” Mr. Mapel 
said. 

The men who will fill those top 
marketing posts are those who are 
“closest to the customer in thought 
and action—the advertising man- 
agers,” Mr. Mapel said. 

In order to measure up to his 





Round-up . . Chicago NIAA president W. R. Ceperly, Jr. (left), 
Fuller & Smith & Ross, gets NIAA ‘’Round-Up” certificate for 
bringing in new member. Membership chairman John Dix, 


Playboys . 


Conover-Mast Publications, posts certificate for all to see. 


marketing manager role, Mr. Mapel 
said, the ad manager must: 


1. Learn to think broadly, covering 
all facets of a company’s marketing. 


2. Demand integration of advertis- 
ing with selling efforts—or quit. 
3. Be a leader in scientific market- 
ing methods. 


Just what will the marketing 
manager do? His duties and author- 
ity will be broad, indeed, accord- 
ing to Mr. Mapel. As an example, 
he said the marketing manager 
should and must be able to tell the 
production manager with authority: 
This is what you should produce.” 
He should control everything about 
production except the details of 
how to produce a product. 

A company that wants to adopt 
the marketing concept, Mr. Mapel 
said, must: 
> Establish a policy of market re- 
search in depth. 
>» Have a president who will pro- 
vide both the precept and the ex- 
ample in the marketing concept. 


> Make certain the staff organiza- 
tion is such that will permit ex- 
peditious work. 


Mr. Mapel described the market- 
ing concept as “evolutionary, not 
revolutionary.” And he said adop- 


ie 


. Chicago NIlAAers Bob Bacon (left), Bacon’s Clip- 
ping Bureau, and Anson Meanor, Product Engineering, enjoy 
latest pin-up from Playboy magazine. 


United Pre 


Soldier and friends . . Guest Dick Koch (far left) of U. S. Army enjoys Chicago NIAA 
dinner with (I. to r.) Ray Wall, Waldie & Briggs; Ben Boldt, Amphenol Electronics 
Corp.; Malcolm Kelly of John Dickinson Schneider; Michael Pokrajac and Dick Preder- 
gast, Inland Steel Co., and W. E. Drury, America’s Textile Reporter. 


tion of the concept is a “matter of 
necessity” for companies that want 
to remain successful. 

Mr. Mapel said the logical goal 
of the marketing concept is the 
elimination of salesmen. This would 
be done through such probing mar- 
ket and product research, such 
careful control of production and 
such effective promotion that sales- 
men would become unnecessary. 

He said, however, that he does 
not expect to see the day when the 
concept will succeed that well. 

Mr. Mapel said thousands of in- 
dustrial companies have products 
that are applicable in fields other 
than the ones to which they are 


selling. But, he said, they are not 
expanding because they do not have 
qualified salesmen. 

Under the marketing concept, he 
said, the marketing manager would 
sell the company on the value of 
advertising as an investment, so 
that the product would be promoted 
to those new fields until salesmen 
are available to cover them. 

Mr. Mapel teed off on advertising 
research during his talk. “Too much 
advertising research has dealt with 
the results of advertising rather that 
with the creation of markets,” he 
said. “Too much has been of the 
nose-counting variety rather than of 
depth research.” = 
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THE Power FIELD: Number 5 of a series of Market Studies 


Billions of dollars are 

















The Market 


The Magazine 
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REFRIGERATION—popularly known—is used as a means of reducing 
temperature in “cold rooms” for preserving perishable foods 
such as meat, butter, ice cream and beverages. 


Viewed as a power and plant service, refrigeration is a major production tool: 
it processes frozen foods; it is used in hardening of metals, 

stabilizing of steels and shrink fitting . . . there is a big use 

of refrigeration in breweries and wineries. 


It is indispensable in the preparation of blood plasma. 
Refrigeration is one of the elements of air conditioning. 


There is a market for manufacturers who make components for refrigeration— 
compressors, condensers, receivers, valves, evaporators, brines, piping 
and insulation; not to overlook commercial refrigerants such as Freon-12. 


Over the years, Power has devoted many editorial pages to keep 
its engineer-readers informed of the progress in refrigeration practice. 


Power is the number one magazine read by power and plant service engineers 
who are responsible for the selection, installation and maintenance of 
commercial and industrial refrigeration equipment. 


These engineers share a common interest in the need 

for technical information to help them do their jobs better. 

Where can practicing engineers get such information? 

The answer is: in Power regularly read by over 45,000 engineer-readers. 


Not only has Power editorial covered the refrigeration equipment field as 

a year round program (average 3 pages per issue last year). In October 1955, 
Power published a Special Report for the industry called “Refrigeration.” 
This Special Report was a detailed study of machines, refrigerants and 
selection & use of refrigeration equipment. Proof of this interest 

is the fact that engineers have bought more than 14,000 of. Power’s 
reprinted handbooks on commercial refrigeration. 





invested in millions of refrigeration units 


The Men 


POWER AND PLANT 
SERVICE CUBE 


*POWER subscribers 
are found in consulting 
engineering offices, 
public utilities, 
manufacturing plants 
and service industries. 


Business signs of the times point to an accelerated, dynamic economy 
stimulated by expanding markets at home and abroad. In the last quarter 
of 1955, market researchers predicted an increase of 13% more 

for new plants and equipment expenditures in 1956. Now, the prediction is 
that industry will spend 30% more than in 1955. 


Inherent in this ever-growing business picture is the useful energy 

that keeps industry producing—the power and plant services; 

furnishing steam, electricity, mechanical power, refrigeration, 

air conditioning, compressed air and numerous other necessary services. 


Power serves the power and plant service market with more than 

45,000 paid-subscribers in over 25,000 plants. Power men read 

this magazine’s editorial pages for job-information and the 

advertisements for product data. These same Power men—paid subscribers— 
are the executive engineers who wield the Big O.K. whenever power and 
plant service equipment is bought. 


A year ’round product promotion campaign in Power is a sure marketing-method 
for bringing your equipment to the attention of Power men who buy! 


Included in this series of market studies are close 
looks at steam, electricity, mechanical power, 
refrigeration, air conditioning, water . . . and 
other power and plant services. Watch for them. 


NEXT IN THE SERIES: Air Conditioning 











IF YOU WANT TO MOVE A PRODUCT PUT G Z \ BEHIND IT 


McGRAW-HILL @ 
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Canadian 


MARKET 
DATA 


Industrial 


Advertisers 


CIEN Market and Media Data pro- 
vide valuable timely information on 
Canada’s industrial markets and pros- 
pects. Be sure to check these up-to- 
date reports before you finalize any 
industrial advertising plans for Can- 
ada 
Offered Free 
to Advertisers and Agencies 


We'll be pleased to send any or all 
of these informative pieces to you. 

Write to Canadian Industrial Equip- 

ment News, Gardenvale, Quebec, Can- 

ada. 

CIEN Data Sheets 

1. Lists Canadian manufacturing 
plants according to size, number of 
employees, value of production. 

. 1956 estimated expenditures by 
province on plant and machinery in 
manufacturing industries. 

. 1956 estimated expenditures by 
major industrial classification on 
plant and machinery. 

CIEN Report of Purchases 

Lists reader purchases by name and 

product: 24 pages of sales evidence 

grouped under general product class- 
ification. 

List of Major Manufacturers’ Repre- 

sentatives 

CIEN “N.LA.A.” Report 

The complete story on circula- 

tion, editorial, etc. AND — 

“CIEN Editorial Requirements” 

. . - CC.A.B. Statements . . . 

Rate Card 
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Paper, paperboard 
foreseen as top 
U. S. industry 


By Frederick Borden 


= Paper and board production 
during 1955 came to a total of 29,- 
896,748 tons, while wood pulp pro- 
duction amounted to 20,829,730 tons. 
Respectively 12% and 14% higher 
than the 1954 totals, both figures 
represent all-time record highs. In- 
creased production continued dur- 
ing the first half of 1956. 

Of the combined 1955 paper and 
board output, 13,749,273 tons of 
paperboard were produced, and 
12,826,496 tons of the many grades 
of paper. The remaining tonnage 
consisted of building paper and 
building board. Production and 
consumption of wood pulp was also 
substantially ahead of the total re- 
corded during the previous year. 

The United States continued to 
function outstandingly as the 
world’s largest producer, turning 
out more than twice as much pulp 
and in excess of four times as much 
paper as Canada. America’s total 
output of paper represented almost 
half of the entire world’s produc- 
tion, while its consumption during 
1955 was more than half of what 
the world consumed. 


10% ahead of last year .. 
Significant in gauging the future of 


Who supplied the facts... 


IM asks business 
paper editors 
about conditions 
in their fields. 


this burgeoning field is a recogni- 
tion that for the first half of 1956, 
paper and board were being pro- 
duced at a rate which indicates 
total output of some 32,000,000 tons 
this year; two years ago, a forecast 
prepared by the Stanford Research 
Institute, including anticipated new 
product uses, set this figure as its 
estimate of 1960 production. For the 
first six months of 1956, output of 
paper and board were respectively 
10% and 9% ahead of production 
totals for the January-June period 
of 1955. 

This second fastest growing in- 
dustry in the country is now esti- 
mated, by varying sources, to be 
either the fourth or fifth largest in 
the nation’s economy, in value of 
product. Industry prognostications 
that it will eventually occupy the 
No. 1 spot are based on a realiza- 
tion that it is the only one of the 
country’s major fields of production 
which is based on a constantly re- 
newable natural resource. Even 
with the record-breaking produc- 
tion totals that mark its current 
activity, it is worth noting that the 
industry is cutting timber at a slow- 
er rate than it is permitting it to 
grow, thus providing for an ever 
increasing source of raw material. 


Pulp becomes export product. . 
In the pulp field, the country has 
passed from a stage of dependency 
upon European sources that existed 
prior to World War II through a 
condition of self-sufficiency during 
the past few years to the current 
point of emerging as an important 

Continued on page 86 


Facts for this story were supplied by L. Q. Yowell, editor, American 
Paper Merchant; R. G. Macdonald, editor, Tappi; Richard W. Porter, editor, 
Fibre Containers & Paperboard Mills; J. C. W. Evans, editor, Paper Trade 
Journal; Albert W. Wilson, editor, Pulp & Papzr; Vincent F. Waters, general 
manager, Southern Pulp & Paper Manufacturer, and A. W. J. Dyck, edi- 


torial director, The Paper Industry. 
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will 1957 ) 
be kind 
to you: . 


our 1957 Sales Can Be 
Boosted by Opening NEW Markets. 
Created by a Host of NEW Products. 


Each new invention sparks, not one, 
but several new products. 


Every new product requires new parts, 
new materials, new manufacturing 
equipment. In 452 industries, purchases 
of 1957 needs are developing fast. 


The opening of these new markets 
presents a different kind of marketing 
problem which, fortunately, can be 

licked by an existing medium, designed 
to uncover NEW markets in all industries 
while re-selling present customers. 


Four-fifths of the national product 

is manufactured by 40,000 top 
establishments in which 66,000 product 
selectors specify and buy what will 

be needed. 


The chief reliance of these product 
selectors in preparing for 1957 production 
needs is a monthly magazine, each issue 
of which contains descriptions of more 
than 200 new industrial products and 
more than 800 established products 

of special merit. 


No other paper approaches the standard 
of accurate completeness maintained 

for 23 years by Industrial Equipment 
News, originator of the field of product 
news and information publishing. 


“YOUR MARKETS ARE CHANGING” is the name 
of a 20-page brochure which briefly points up the impor- 
tance of preparing now to tell your product story to NEW, 
as well as existing markets next year. Use this coupon 


today to send for your copy. 


Industrial Equipment News 

Thomas Publishing Company 

461 Eighth Ave., New York 1, N. Y. 

Please send me “YOUR MARKETS ARE CHANGING” 


ES a ene er var Oo a 


LONE ce .0:0 


If you wish COMPLETE DATA FILE check here [_] 
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BRICK & CLAY RECORD Representatives 
(from the Advertising as well as the 
Editorial Department) paid personal 
visits to 


Brick, Tile 
Refractories 
& Pipe Plants 


in 1955 


... that’s why the man who calls 
on you from BCR can be so valu- 
able in helping you obtain 


Facts, Figures & Photos 
that help you sell this ever- 
expanding market for mate- 
rials and machinery . . . 1250 
“bursting at the seams’’ plants 
producing the brick, tile, re- 
fractories, clay pipe and other 
vital requirements of a boom- 

ing building industry. 


181 


years of 
service to 


industry’s 
suppliers 
= 


md 


Brick ¢ Clay 
Record 


5 South Wabash Ave. « Chicago 3, Illinois 
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TRENDS... 


continued from p. 84 


source of export to world markets. 
Imports of pulp from Sweden, Fin- 
land and Norway were considerably 
smaller during 1955 than in pre- 
vious years, while U.S. exports 
nearly doubled total import ton- 
nage. 

Encouraged by these trends, and 
anticipating still further growth of 
demand for its products, the indus- 
try is broadly engaged in plans for 
expansion and for construction of 
new production facilities. A total 
new capital investment to the end 
of 1958 of $1.5 to $1.8 billion is in- 
dicated, resulting in an increase in 
annual industry-wide capacity from 
last year’s 30,800,000 tons to esti- 
mated totals of 33,400,000 to 35,- 
900,000 tons. 

Interest in the potential that lies 
within the export market is not 
confined to the wood pulp segment 
of the industry alone, but has been 
the subject of much analysis by 
producers of paper and board as 
well. Only about 2% to 3% of the 
total domestic output of products 
in these fields is normally exported; 
the figure for 1955 was 2.8% of the 
almost 30,000,000 tons produced, for 
a total sales volume of some 
$300,000,000. 


Billion dollar market foreseen. . 
But industry leaders are convinced 
that this percentage will grow 
throughout the years ahead, to rep- 
resent a larger share of annual 
domestic output. As factors leading 
to this conclusion, they point to a 
developing understanding and ap- 
preciation of the export market po- 
tential, and to more comprehensive 
foreign market information being 
made available through the facilities 
of the Department of Commerce. 

Some overseas nations are build- 
ing mills, but these are generally of 
relatively small size and are not 
seen as having the ability to supply 
more than a small part of the grow- 
ing demand inherent in the over-all 
economic development of _ these 
same nations. Thus, a potential of a 
billion dollar export market for 
paper and board within the next 10 
years is not considered unrealistic 
in some quarters. 


The general increase of exports 
of United States products of many 
descriptions also indirectly provides 
a substantially increasing market 
for paper and paperboard, both as a 
result of packaging of individual 
items and because most manufac- 
tured products are now being 
shipped overseas in paperboard 
containers that are of a_ heavier 
quality than the type normally used 
in the domestic trade. 


Two boxes per person per day.. 
Packaging, in itself a rapidly ex- 
panding field in recent years, (see 
Trends, IM, May, 1956) has had a 
salutary effect upon production and 
sales in the paperboard industry. In 
1955, 131 billion paperboard boxes 


of various kinds were used in the 
U. S. alone, a 13 billion increase 
over the previous year. On a per 
capita basis, this means that each 
of the country’s residents used 2.17 
paperboard boxes of one kind or 
another every day during the year! 

The growth of the packaging field 
is perhaps one of the reasons why 
paperboard continues at a more 
rapid tonnage production growth 
than does paper. The history of the 
industry shows that board produc- 
tion has doubled its tonnage every 
12 years, while paper has doubled 
its tonnage every 19 years. Yet, 
paper couitinues its increases with 
new products constantly coming 
into the picture year after year, 
while manufacturers, as in almost 
every industry, continue to seek 
new and different methods of pro- 
duction in order to turn out new 
and better products in the face of 
steadily rising costs. 

In the midst of the great op- 
timism which pervades the wide 
field of paper, board and wood pulp, 





however, some warning notes are 
being struck. Some industry lead- 
ers are concerned lest indications 
of almost boundless potential may 
lead to overexpansion of production 
facilities, although this is by no 
means unanimously feared within 
the industry. 

The sales manager of one of the 
country’s major producers of tim- 
ber, addressing a paperboard in- 
dustry association meeting in May, 
had this to say: 

“While capital goods production 
directly generates less demand for 
pulp and paper than any other 
major segment of the industrial 
economy, the ancillary effects of a 
capital goods boom always create a 
favorable climate for high level 
pulp and paper consumption. 

“High level demand for wood 
pulp, is, therefore, contingent first 
and foremost upon the durability of 
the capital goods boom. Experience 
has indicated that this can some- 
times be a rather tenuous thread.” 

However, other industry leaders 
point to current indications of a 
continued tight supply, to expand- 
ing export markets and to a pro- 
jected U. S. population increase to 
counter this point of view. They 
note further that warnings that ex- 
pansion is being continued at a 
greater rate than was foreseen in 
the Stanford Institute Report fail 
to take into account the fact that 
current statistics indicate the re- 
port to have been too conservative. 


New uses for paper .. New 
developments in the paper industry 
are also encouraging to those en- 
visaging a rapidly expanding field. 
A pyramid-shaped container, with 
polyethylene insides and wax 
coated outsides will shortly be man- 
ufactured in this country. It has 
been successfully used in Sweden 
for packaging such products as 
milk, cream, ice cream, fruit juices, 
soft drinks, jellies, etc., and is be- 
lieved to be suitable for packaging 
the liquid products of the petroleum 
refining industry. 

Paper forms are now being used 
in concrete slab casting in the con- 
struction field. Moisture-vapor re- 
sistant paper, used to protect houses 
against termites by creating soil 
conditions inhibiting termite activi- 
ty, is another new development. # 








THE MARKET 


FIBRE BOX & FOLDING CARTON PLANTS* Balers, Trim Re- 
moval systems, Drives, Motors, Printing Register Equip., Offset Spray Equip., 
Bundle Tyers, Unit Heaters, Materials Handling Equip., Roller Cleaning Equip., 
Printer Rollers, Testing Equip., Knives, Electrical Controls, Safety Materials, Timers, 
Counters, Storage Batteries & Chargers, Rule Cutters, Saws, Cutting and Creasing 
Dies, Scales, Die Lumber, Cutting Rule, Sponge Rubber and Cork, Lubricants, Inks, 
Varnishes, Coatings, Adhesives of all kinds, Waxes, Asphalt, Paper and Film for 
Box Lining and Windows, Twine, Stitching Wire. 


FIBRE BOX PLANTS ONLY* steam Generators, Tanks, Steam Systems 
and Traps, Pumps, Piping, Valves, Knife Grinders, Silicate Dissolvers, Corrugator 
and Taping Machine Belts, Scoring Wheels, Rubber and Metal Printing Dies, 
Recording and Controlling Instruments, Containerboards, Tape, Chemicals, Cleat 
Stock. 


FOLDING CARTON PLANTS ONLY* Proofing Presses, Paper 


Cutters, Pile Elevators, Color Register Equip., Typesetting Equip., Glue Mixers, 
Stripping Equip., Printing Bases and Chases, Engravings, Electrotypes, Tape Dis- 
pensers, Art Department Equip., Cartonboards, Blocking Lumber, Type, Tympan, 
Carbon Papers, Wrapping Papers, Fibre Boxes. 


BOARD MILLS* Products too extensive and diversified to list here. For ex- 


ample, a modern board mill required 3,948 tons of equipment, 105 tons of Brass 
Bronze and Copper, 73 tons of stainless steel, 2,950 tons of Cast Iron, 37 tons of 
rubber. One board machine, 435 feet long, is equivalent to the height of a 35 to 
40 story building. Wood, chemicals, pulp, wastepaper, fuel, lubricants, materials 
handling and transportation are used in profusion. 


SERVICES Testing Laboratories, Pulp & Wastepaper Dealers, Industrial Engi- 


neers, Builders and Engineers, Consultants. 
*In addition to primary equipment 


Served by 


FIBRE CONTAINERS 


and Paperboard Mills 


Board Products Publishing Company 
228 No. LaSalle Street, Chicago 1, Illinois 


EASTERN MGR. 


SAMUEL D. WOLFF, 101 W. 31st Street, New York 1, N. Y. 
Phone: Wisconsin 7-7799 


WEST COAST REPRESENTATIVE—Keith H. Evans & Associates, 
3723 Wilshire Bivd., Los Angeles 5, Calif., DUnkirk 8-2981; 
i aaa St., Rm. 304, San Francisco 5, Calif., YUkon 
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eers make 
markets 
CTOW.............. 


they made cooling a hot market 























In 1930, when most people just talked about the weather—with sum- 
mer a signal to turn limp or get out of town—product-design engi- 
neers were hard at work. Applying principles of mechanical refrig- 
eration, they soon made air conditioning practical . . . helped turn it 
into one of America’s liveliest industries. A $607,000,000 baby—and 
growing fast—air conditioning is a perfect example of success paced 
by the consistent creativity of product-design engineers. 

Today, more than ever, product-design engineers are doing big 
things for products and people. They’re creating NEW MARKETS 
and MAKING THEM GROW. 

These are the “product-idea-men” of industry—highly sensitive to 
every technical development in their field. Their design decisions are 
critical—determining the materials, parts, components and finishes 
used in their products. 

Because Product Engineering supplies the kind of useful informa- 
tion that leads to wise design decisions—more than 32,500 product- 
design engineers have made it the fastest growing publication in its 
field. To reach these men who make markets grow, advertisers put 
more pages, and invest more dollars, in Product Engineering than in 
any other design magazine. 
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It takes a lot of Handling Equipment to move 


10 BILLION WORTH OF BUILDING MATERIALS! 


Behind the store front and supermarket activity of every BSN dealer is an 
extensive building material handling and warehousing operation. 

BSN’s 21,045 dealer readers, and the more than 2,000 wholesalers who 
supply them, buy in carloads and sell in truckloads and armloads. They 
need a lot of motor trucks, fork lift trucks, front end loaders, conveyors 
and a wide range of other material handling equipment to move their 
88.2% share of the $10 billion worth of building products sold annually. 
Your ad in BSN reaches the biggest dealer buying power in the industry— 
buyers who are pre-sold on the benefits of efficient material handling 
methods. BSN’s just-released, 260 page reprint ““Modern Handling & Ware- 
housing” is a monument to the magazine’s recognized industry leadership 
in promoting the use of material handling equipment by dealers everywhere. 
Illustrated with more than 500 on-the-job photos, this exhaustive docu- 
mentary on the lumber & building material dealer capital equipment market 
is available free to manufacturers. Write for your copy. 


BUILDING SUPPLY NEWS 


5 South Wabash Avenue « Chicago 3 


Always the FIRST 
© Industrial Publications, Inc. dealer merchandising 
Also publishers of PRACTICAL BUILDER and other leading publication 
Building Industry Magazines 
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attracted 
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Barcol CAM ACTION OVERdoors close tighter 
cause dk asily with *e” clearance 


rcol. 
YHA! Barco 


OVERdoors more oe. 


Barco! CAM ACTION OVERdoors open easier, 
close tighter, ' atch ha 
jour 


yet open easier! 





THE IMPROVED OVERHEAD DOOR CAM ACTION’S THE REASON! 


* f | 
BARCOL Model 50 OVERdoor f 
+. _ ~ 
* 


« 


CLosiN® 


Ro-WAY to 


Individualized 


Garage Door f 
Designs 2 jem | 


Over 40 decorative doseges j 
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eA ord wnbmited Lombineher 


Pach Dems + Preend Corved Paow: 


Aeatind tetiey + Acces Melding x [ has - 














Only Berber-Colman OVERdoors give you all three — 
CAM ACTION 9 cendiateh, + pening even whan doc 
swelh—vat he + ret / " 


Barber -Colman Company 


ow & 








ROWE MANUFACTURING COMPANY 150 nocrom sreerr + oactsawas.niimors 


AmeerCam Suliore 
AMERICAN BUILDES 





Display vs. features 


= These two garage door ads appeared in the same issue of Ameri- 
can Builder. The Rowe Mfg. Co. ad displayed several doors against 
the sophisticated background of the modern home. The Barber-Col- 
man ad used sketch diagrams to point up the practical advantages 
of doors that “close tighter and open easier.” Which ad attracted 
more readers? See page 92. 
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ONLY 


THE REVIEW 
OFFERS 


HW TOTAL COVERAGE of the United States 
point manufacturing industry — 2116 
plants — 200 more than any other 
publication serving the field! 

Mf TOTAL COVERAGE at all buying levels 


pow oe ae 


=— 9 |, production, 





purchasing — reaching all the men 
who make buying decisions! 


TOTAL COVERAGE of what's making 
paint industry news — with a modern 
format to interest your busiest pros- 
pects! 


VERIFIED 


Telephone census just completed to 
each plant in the United States — 
determining location, size and key 


personnel. 


CIRCULATION 


Paint, varnish & lacquer mfrs. 
Direct (no name) 
Top management 


Ch ists and tech 





Production managers 


Purchasing agents 
Total U.S. 


plus 
Foreign paint mfrs. 
Suppliers to mfrs. 569 


Misc. (govt., labs., schlis, 
483 


TOTAL CIRCULATION 4688 


TOTAL COVERAGE of the paint in- 
dustry for the first time ... and 
only the REVIEW has it! 





Write for census 
of paint industry. 
Tetal number, 
sizes and location 
of all U.S. paint 
manufacturers tab- 
ulated by states. 


PAINT 
MERS. 
SNSNI) 











PAINT, OIL & CHEMICAL 
REVIEW 


330 Harrison St., Oak Park, Hil. 
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key which ad 


attracted 
more readers? 


® The Rowe ad illustrating various 
garage door designs as they would 
appear in the home stopped more 
readers with a “noted” score of 
34%. The ad is practically all illus- 
tration and little copy. It is fairly 
simple in layout and clearly illus- 
trates the point that the appearance 
of the Ro-Way garage door can 
help sell the home. 


Below is 

the answer 

to the problem 
on page 931 





NY 


Barcol, on the other hand, re- 
ceived only a 16% “noted” score 
for a very complex ad filled with 
description and diagrams. Barcol 
concentrated on the features of its 
garage door, whereas Rowe em- 
phasized the beauty of their door 
as a tool for selling houses. 

The scores, reported by Daniel 
Starch & Staff, Mamaroneck, N.-Y.: 





f Readers 





Barber-Colman 
Seen- 
Noted Asso. 





Per Cent of Readers 16% 16% 


Cost Rati 


Ny Noted denotes the percentage of 
readers who, when interviewed, said they 
remembered having seen an ad—whether 
or not they associated the ad with the 
name of the product or advertiser. 


> Seen-Associated denotes the per 
cent of readers who said they remembered 
seeing the ad and associated it with the 
name of the product or advertiser. 


'R) Read Most denotes the per cent of 


119 127 


readers who read 50% or more of the 
copy. 


Cost Ratio tells the relationship between 
the cost per hundred readers (who “noted,” 
for example) for a specific ad and the 
corresponding median average cost for 
all the ads in the same issue. A “Noted” 
cost ratio of 175, for example, would mean 
that the ad “stopped” 75% more readers 
per dollar than par for the issue, par being 
100 and representing the median average 
cost. Thus a cost ratio above 100 is above 
average; below 100 is below average. 





I. Designed to position 
your advertising strategically 


@® New equipment and materials listings 
grouped into seven key sections: 

Excavating and Grading 

Building 

Materials 

Servicing and Repair 

Materials Handling and Supply 

General Utility Equipment 

Paving 


@ Each advertisement located in proper 


product section, a help to both readers and 
advertisers. 


@ Special index lists advertisements by prod- 
ucts, such as power shovels and form clamps. 


@ Year ’round use of the Propuct DEVELOp- 
MENT GUIDE proved by 18,000 inquiries 
received from the 1956 edition...and more 
still coming in. 


ee ae 


your prospects 
fo you 


where you want them 
when you want them 


2. Timed for Chicago Road 
Show in January 


These special road building features in this 
year’s Propuct DEVELOPMENT GuIDE double 
its advertising impact: 


@ Each of seven sections (see opposite column) 
leads off with special applications of products 
to road building. 


@ Exclusive article on equipment trends based 
on material from H. A. Radzikowski, Chief of 
Maintenance Branch of U. S. Bureau of Public 
Roads. 


@ New product items and all advertisements 
keyed to booth numbers at the Chicago Road 
Show. 


@ Extra 2,000 copies of the Propuct DEvELop- 
MENT GUIDE will be distributed at the Chicago 
Road Show and the AED Convention. 


Circulation of this issue—over 60,000 
ISSUE DATE—JANUARY,!1957 CLOSING DATE—DECEMBER 10,1956 


In construction...more buyers read 


Construction Equipment = /a 


Published by Conover-Mast °¢ 


205 East 42nd Street, New York 17, N. Y. 
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why try 








execUurIve 
OFFICES 


when the 











20,000 @ 39,000 @ 55,000 


Ss 2 CIVIL ELECTRICAL 
<7 ELELEAITE ENGINEERING 


Published by the Published by the Published by the 
American Institute of American Society American Institute of 
Chemical Engineers of Civil Engineers Electrical Engineers 
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Sell the 170,000 executive- 
engineers who specify 

the equipment and materials 
purchased by industry 


Only Engineering Society 
publications take your product 
story directly to 170,000 executive- 
the back door engineers in charge of design, 
production and operation in 
industry. Because they are educated 
for this responsibility, they hold key 
positions in making the decisions 
that control the type and kind of 
equipment, materials and services 
purchased by their company. 


Written by and authoritatively 

eo eeeeeoereececosrececeosesseseseesesesesese edited exclusively for engineers 
in specific fields, these publications are 
circulated to accredited engineers. 
When they are exposed here, your 
product facts enter your best 
markets by way of the front door 
... and are registered with the men 
you must influence before you 
make a sale. 


f ront door is open No other publication, or group 


of publications, can deliver this 
audience...at such low cost. That’s 
why your advertising dollars work 
hardest when you invest them in 
Engineering Society publications. 
Proof? Call any of the publications 
listed below. 


Remember...engineers are educated to specify and buy! 





7,000 11,000 @ 40,000 @ 


MINING MECHANICAI 
SI 


Published by the Published by the Published by The Published by The 
American Institute of American Institute of American Society of American Society of 
Mining and Metal- Mining and Metal- Mechanical Engineers Mechanical Engineers 
lurgical Engineers lurgical Engineers 
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City Streets 
need $36 billion 


More than $36 billion are needed to 
put the streets and highways of our 
cities into shape. The 1956 Highway 
Bill will concentrate on this urban back- 
log. More than half of the expenditures 
on the key National Interstate System 
will be within city limits. 


gram, the municipal street expenditures 
have been approaching $2 billion an- 
nually. About $3 out of every $10 
spent on all U.S. roads has been on 
urban roads and streets. 

The additional Federal funds for the 
vitally needed urban extensions of the 
Interstate System will enable dozens of 
cities to spend their own funds on other 
streets. Vast quantities of street lights, 
traffic signals, signs and hundreds of 
other products will be needed. 


Reach this Market through 


The only 
national 
publication 
devoted 
exclusively 
to the urban 
street market 
EEL rac. 
STREET ENGINEERING delivers 
every specifying and purchasing influ- 
ence in the municipal street maintenance 
and operations market. STREET ENGI- 
NEERING goes to over 14,000 persons, 
each individually screened for his value 
to the advertiser. With no need to 
conform to precedent or existing cir- 
culation patterns, waste circulation has 
been kept to an absolute minimum. 
STREET ENGINEERING ’s circulation 
is 90.39% effective, a figure approached 
by no other publication in its field. 
Write for complete market and publi- 
cation data. 


Street 
Engineering 


22 WEST MAPLE ST., CHICAGO 10, ILL. 


A Gillette Publication 
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| WASHINGTON 


_ BRIGHT FUTURE 


Even without the forthcoming new pro- | 





U. S. tight money 
policy won’t hurt 
industry spending 


= Federal Reserve Board’s “tight 
money” policy may be hurting the 
consumer goods industries, but 
there is no sign that it is causing 
any revisions in industry’s modern- 
ization and expansion plans. 

Home builders in particular, have 
been complaining about the de- 
pressing effect of higher interest 
rates (although just as IM went to 
press, the White House announced 
plans to ease down payments and 
channel more mortgage money to 
moderately priced homes). Auto 
dealers, too, are concerned about 
higher finance charges for 1957 
models. 

But the best available surveys 
show that interest rates are not de- 
terring industrial management from 
going ahead with the purchase of 
new plant and equipment. 

Government surveys in third 
quarter 1956 pointed to investment 
at an unprecedented $38 billion rate 
in the fourth quarter, compared 
with $31.4 billion in the same 
quarter of 1955. Despite the delays 
caused by the steel strike, and the 
unanticipated increase in interest 
rates, total investment for the year 
will apparently be slightly above 
the $35 billion rate forecast last 
January. 

Experts are not greatly surprised. 
While the total volume is spectacu- 
lar, industry’s decision to buy plant 
and equipment at this time is based 
on the prospect of expanding mar- 
kets, and the need for more pro- 
ductive equipment to keep costs 
down. Finance charges may be up; 
but the prospect of future earnings 
is so bright that investment in new 
plant and equipment continues. 


REPORT 


by Stanley E, Cohen 


Outlook rosy .. Salesmen are 
notoriously optimistic, so needless 
to say the forecasts released by Na- 
tional Sales Executives during a 
meeting here last month probably 
need to be discounted. Nevertheless, 
even after a reasonable amount of 
deflation, they add up to a fan- 
tastically rosy prediction about the 
immediate future. 

Covering 100 top salesmen, from 
all kinds of businesses, in every 
part of the country, the survey 
found sales executives unanimous 
in predicting “good times” for the 
next 12 months. Almost every com- 
pany reported it was expanding. 
About two thirds expect to hold the 
price line, although 78% will prob- 
ably be raising the salaries of their 
employes. 

Asked for the basis of their op- 
timism, salesmen mentioned: (1) 
general business growth, (2) new 
products and (3) aggressive selling. 


U.S. won't help on steel .. 
Office of Commerce Department’s 
Business and Defense Services Ad- 
ministration are nervously watching 
the tightening steel market. Now 
that the auto industry is going into 
production on 1957 models, supplies 
of several types of steel products 
are suddenly tight. There have been 
a disturbing number of requests for 
assistance, particularly from small 
companies. 

While the Commerce Department 
will try to help any company that 


Continued on page 97 
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. innovator of the single “stick’’ system that steers the 


Nautilus, the coffee-can-size control innards of the deadly Falcon missile. 


fic cop” for strip steel at almost a-mile-a- 
minute, twenty-five integrated 


assembly lines. 
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PROCESSING .. . partner in the successful commercial 
production of polyethylene, pipeline-blended gasoline. 


EVERYWHERE ... and wherever 
he goes, his own magazine, Control 
Engineering, goes right along with 
him ... most of the time by per- 
sonal subscription, right to his home. 








BEFORE YOU PUT 
CONTROL ENGINEERING ON YOUR LIST 


FOR A WHOPPING BIG SCHEDULE IN '57... 


LOOK AT THE SEPTEMBER 56 ISSUE . . . literally the first 
textbook on Control Systems Engineering . . . specifications, 
synthesis, evaluation. An issue, in fact, designed like a system, 
itself. Dictated by reader demand, produced after many months 
of planning, soon actually to be published as a “control” text 
book by the McGraw-Hill Book Co. Get a copy, look it over 
critically, use it exclusively as your own standard of editorial 


performance and stature. 


LOOK AT THE JUNE 1956 ABC STATEMENT .. . pay heed to 
the all time high of 28,016. Keep in mind our 24 months of 
progressive circulation gains, our initial promise of 15,000 
delivered paid circulation by Control Engineering’s third year. 
Consider, too, the enormous number of subs that are un- 
solicited, entirely voluntary — “J want it!” — and just that per- 
sonal, for excepting only 3,682 company subscriptions, all 
others go direct to individuals, and three-quarters of these right 
to the reader’s home. 


LOOK AT ADVERTISER ACCEPTANCE .. . be amazed, as 
we are, of all that’s happened since the day we were born — 
September, 1954 — 86 pioneering advertisers leading the way 
with 65 display pages. September, 1956 — 210 advertisers, 204 
display pages. Page gain — 214 percent. Advertiser gain — 144 
percent. Inflated, no — ad gains have been just as progressive 
as circulation. . . . January, "56 up 67 percent over January a 
year ago, February up 78 percent, March... Look at the calibre 
of the customers. Turn the pages, note that this is not an exclu- 
sive club for just the makers of instruments, controls and data 
processing . . . far from it, for enterprising manufacturers of 


accessories and materials are all joining the parade. 


LOOK AT YOUR CtE REPRESENTATIVE . . yes, call him up, 
reverse the charges, but get him in your office soon. Eye the 
facts, get the figures, gauge the opportunity in this new, “no- 
ceiling” market where your potential is limited only by your 
imagination. 


YOU MAKE YOUR OWN TOMORROW TODAY WITH... “on | rol 


ENGINEERING 
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is in serious difficulties, there is no 
chance that the government will 
assume responsibility for the dis- 
tribution of steel, or any other ma- 
terial. Defense contractors are pro- 
tected by ratings provided under 
the Defense Materials System. 
Others will have to shop. Or in 
extreme emergency, consult BDSA’s 
iron and steel division for some 
friendly, informal assistance. 


Cumulative discount wins . 
Federal Trade Commission prose- 
cutors have given up their efforts 
to knock out the cumulative dis- 
count schedules used by manu- 
facturers of materials handling 
equipment. After studying a test 
case involving Yale & Towne, the 
commission ruled there was no evi- 
dence the discount plans were 
monopolistic. In fact, FTC said, 
most sales seemed to hinge on com- 
petitive factors other than price. 
Subsequently the lawyers prose- 
cuting these cases agreed to drop 
similar charges which were pending 
against five other manufacturers of 
materials handling equipment. They 
said they saw no prospect of mak- 
ing a stronger case against them 
than they did against Yale & Towne. 


Surplus bearings . . Under lead- 
ership of Commerce Department’s 
Business and Defense Services Ad- 
ministration, government. agencies 
are hard at work trying to find a 
way to channel surplus anti-fric- 
tion bearings back to the original 
manufacturers. 

In the past these bearings have 
been sold by military services under 
a system of auctions and sealed 
bids. Most manufacturers wanted to 
reclaim their own; but the lots 
were hopelessly mixed. 

By assembling the bearings at a 
given point, sponsors of the new 
system think it may be possible for 
each manufacturer to identify his 
own. As a result the distribution of 
the bearings will remain confined 
to normal trade channels, and the 
ultimate return to the government 
may be higher. 


Transportation census .. After 
years of discussion, Under Secre- 
Continued on page 98 
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Lol Mare newspaper news now... 


And—back in ‘48 

‘rand '50 and '53— 

they were news in 

AIR FORCE. The 

“old pro’s,"’ the men who 

manage airpower, talked to each 

other—and occasionally chewed each other 

out—about the capabilities, tactics, strategy, even the 

limitations of a new Air Force, in the pages of AIR FORCE 
—airpower's professional publication. 

Right now the Air Force is buying the missiles, the jets, 
the research and the ideas that the pro's were talking 
about—three years or five years ago. 

Buying them, mostly, from the people who were adver- 
tising in AIR FORCE three years ago, five years ago. 

That might be coincidence. We think it's a little more. 

If you want to reach the men who manage airpower, 
you need only remember 


AIR FORCE 


THE MAGAZINE OF AMERICAN AIRPOWER 





Sanford A. Wolf, Advertising Director, 114 East 40th Street, New York 16, N. Y., OXford 7-5646 





Urben Farley & Company, 120 S. LaSalle Street, Chicago 3, Ill., Financial 6-3074 











Hugh K. Myers, Manager, 685 S$. Carondelet Street, Los Angeles, Calif., DUnkirk 2-6858 
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FURNACE AND STEEL PLANT 


Saturates the Steel Manufacturing and Rolling Industry 


BLast FURNACE AND STEEL PLANT 
continues to reach over 90% of all 
steel mill operating, maintenance 
and engineering officials with key 
buying authority. 

Every steel plant in the United 
States, Canada and most foreign 
countries is represented on the sub- 
scription list of BLast FURNACE AND 
STEEL PLANT. Circulation figures of 
each issue are audited by ABC. 

Bast FURNACE AND STEEL PLANT 
delivers up-to-the-minute informa- 
tion on the manufacturing and roll- 
ing of steel. It’s packed with features 
dealing with new methods for pro- 
ducing steel. Articles by experienced 


staff members and other authorities 
are written to familiarize manage- 
ment and operating personnel with 
ways to solve problems in the rapidly 
expanding basic steel industry. 
Bast FURNACE AND STEEL PLANT 
provides advertisers with an eco- 
nomical means for covering the 
major buying power in the steel 
producing industry. It is the most 
effective medium available for reach- 
ing interested readers who have the 
authority to specify and buy equip- 
ment and supplies for steel plants. 
For details on how Buiast Fur- 
NACE AND STEEL PLANT can sell for 
you during 1957, write or phone: 


BLAST FURNACE AND STEEL PLANT 


Steel Publications, Inc. 
624 Grant Building, Pittsburgh 30, Pa. 


Phone COurt 1-1214 
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tary of Commerce Louis C. Roths- 
child has given his approval to a 
new plan for a Census of Transpor- 
tation, to plug the gaps in the hap- 
hazard transportation surveys which 
are available at the present time. 
The new census, which would 
cost $1,200,000, would 
year 1958. It involves five separate 
surveys: (1) commodity distribu- 
tion by land, air and water, (2) 
passenger travel by land, air and 
water, (3) truck transportation in- 
and utilization, (4) bus 
transportation inventory and _ utili- 
lization and (5) air cargo commod- 


cover the 


ventory 


ity movements. 

New York remains tops by a wide 
margin, with $14.1 billion of the 
$86.2 billion total. Ohio advanced 
to second, from fourth place in 1947. 
Pennsylvania receded to third and 
Illinois to fourth. Michigan remained 
fifth, and California moved to sixth, 
exchanging places with New Jersey. 
Other top states in order were In- 
Texas, Wis- 


diana, Massachusetts, 


consin and Connecticut. 


$2 billion for research . . Did 
you know that the government 
spends over $2 billion annually on 
scientific research, and employs 
more than 130,000 scientists scat- 
tered throughout depart- 
ments? To learn more about gov- 
ernment research, you can order 
“Organization of the Federal Gov- 
Scientific Activities,” 
a report by the National Science 
Foundation, available from the Su- 
perintendent of Documents, Wash- 
ington 25, DC, for $1.75. e 


many 


ernment for 
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..that’s PROCESSING MANAGEMENT 


This ONE management you must reach to sell either 
chemical materials or chemical processing equipment 


One complete magazine—CHEMICAL PROCESSING —serves both of 
these interests of management. There can be no DIVISION of interests 


IMAGINE— if you can—a buyer of com- Chemical materials and chemical processing 
mercial chemical materials who knows little of equipment are as inseparable as the H2 and the 
the equipment needed to process it! ! O in H,0. 


IMAGINE— if you can—a buyer of equipment That's why this ONE Magazine Serves 
who knowslittle ofcommercial chemical materials. The Field Best —Coher ently, Completely 





CHEMICAL PROCESSING LEADS All in Editorial about 
Developments and Uses of Chemical Materials* 


CHEMICAL PROCESSING Column inches in 1955 2625 
Chemical & Engineering News 7 te 
Chemical Week 


Chemical Engineering 
Note these Industrial & Engineering Chemistry 
Chemical Engineering Progress 
facts: CHEMICAL PROCESSING LEADS in Editorial about 
; Chemical Processing Equipment* 
CHEMICAL PROCESSING Column inches in 1955. ...1540 
No double-talk Chemical Engineering = See Sees thea Ce 
Chemical & Engineering News ’ Pre 5 .. 529 
Chemical Engineering Progress se : ‘ ree 
h ere” Chemical Week “ ou we 887 
a Industrial & Engineering Chemistry e° a eli Bos 341 
CHEMICAL PROCESSING IS FIRST in ‘‘Known Qualified’’ 
Processing Management Circulation in the U. S. 


Detailed figures of comparative circulations at your request 


*Figures from physical count of column inches. 











SEND YOUR SALES MESSAGE via ONE STRONG MAGAZINE 


Putman Publishing Company 


Putman Publishing Building, 111 East Delaware Place, Chicago 11, Illinois 


Publishers of: Food Processing / Food Business / Chemica! Processing / Industry Power 


“EXECUTIVE MAGAZINES FOR INDUSTRY” NB P| 


Western Representative: Bob Wettstein—Los Angeles / San Francisco / Portland 











MORE AND MORE COMPANIES ARE RECOGNIZING THE JOB THAT 
Industrial Maintenance 


AND PLANT OPERATION 


SS 70,406 
CONTROLLED 


CAN DO FOR THEM 


We put your sales message before all the men who buy 
everything needed to keep 42,000 plants running 


This is what we offer to our advertisers: 


MARKET 


**Maintenance is the application of men, 
tools and materials which will give pro- 
tection for capital investment, increased 
productivity, and reduced product cost. 
It actually produces something, and it 
pays its own way.”’** INDUSTRIAL MAIN- 
TENANCE AND PLANT OPERATION is a 
horizontal monthly covering more than 
42, 000 plants, the largest and most active 
in 22 basic industrial fields. To qualify, 
each plant must have a Dun and 
Bradstreet rating of $50,000 or better, or 
50 Or more employees. 


AUDIENCE 


Its audience is the industrial Plant 
Operations and Service Group. With the 
largest circulation in its field, Inpus- 
rRIAL MAINTENANCE AND PLant Opera- 
rion reaches more than 70,000 mainte- 
nance, engineering and purchasing per- 
sonnel—the men whose job it is to keep 
plants and equipment running at peak 
efficiency. Of these: 


37,325 are plant operations, engi- 


neering and production men 
14,692 are maintenance engineers 
and superintendents 

8.929 are purchasing agents 

9.003 are factory management 
and administrative personnel 


This group specifies and buys $15 billion 
worth of goods a year, including main- 
tenance and repair supplies, safety, ma- 
terials handling, sanitation and other 
types of equipment—almost everything 
you can think of needed to keep a plant 
and its machines at top productivity. 
And our readers are responsible for the 
specification and purchase of replace- 
ment and component parts for every 
piece of machinery in their plants. 


EDITORIAL POLICY 


INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION’S editorial content consists 
entirely of valuable information for the 
Plant Operations and Service Group. 
Helpful “how-to-do-it”’ articles and lat- 
est news on products, equipment and 
techniques—in easy-to-read tabloid for- 
mat—give busy executives, the facts. 


ADVERTISERS 


Look at any issue of INDUSTRIAI 
MAINTENANCE AND PLANT OPERATION 
You'll find such blue-chip advertisers as 
Alcoa, Cutler-Hammer, DeVilbiss, Du 
Pont, B. F. Goodrich, Ingersoll-Rand, 
and Pure Oil. More and more manufac- 
turers are coming to recognize the out- 
standing job we are doing in the plant 
maintenance and operations field. 


RATES 


INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION’S rates are lower than those 
of any comparable medium. Cost per 
thousand readers is only $2.31 (based on 
1/9 page unit, 12-time rate). 


FLEXIBILITY 


Another plus for advertisers: INDUSTRIAI 
MAINTENANCE AND PLANT OPERATION 
offers unusual flexibility for a tabloid 
format publication. Units all the way 
from 1/9 to full pages may be used. All 
standard 4-A colors. Inserts accepted. 


SROWTH 


In the past six years, the number of 
advertising units placed in INDUSTRIAI 
MAINTENANCE AND PLANT OPERATION 
has increased from 1,644 to 2,448 annu- 
ally. That steady growth was main 
tained right through 1955, when most 
industrial publications were losing 
ground, and it is continuing in 1956. 

In 1955 we had a total of 110 neu 
advertisers. In 1956, we have already 


had 42. 
INQUIRY-SALES RECORD 


INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION has an impressive record for 
pulling inquiries that lead to sales. Only 
executives in a position to specify and 
buy qualify as readers. These men turn 
to INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION for product news. Your prod- 
uct story here will be read receptively. 


VERIFICATION 


Verified controlled circulation is an 
exceptional 99.66% —again tops in its 
field. That means INDUSTRIAL MAINTE- 
NANCE AND PLANT OPERATION gives you 
more for every advertising dollar. Write 
for Media and Market Data Book now. 

*From keynote address by H.F. McCullough. 


General Manager G-E Service Shops Department, 
at the Chicago Productive Maintenance Forum 
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SALES SONG 


Ballad-singing V-P 
gives ‘record’ push 
to textile company 


Billy Woods is a popular singer. 
He also is a vice-president of E. 
W. Twitchell, Inc., Philadelphia, 
under his real name, W. Garwood 
Bacon. 

And the company, which makes 
industrial yarns, has capitalized on 
Mr. Bacon’s talents with an unus- 
ual—if not unique—piece of promo- 
tion. 

It started when Mr. Bacon, who 
is head of the company’s industrial 
yarns division, sent out one of his 
commercial records as a Christmas 
remembrance last year. 


‘te 


Promotional spectacles . 


Now the idea has been expanded, 
and the company is sending to cus- 
tomers and prospects a special edi- 
tion of “Billy Woods’” folk-song 
style, “Delaware Valley, U. S. A.” 
On the reverse side of the record 
is a spoken commentary in which 
“Delaware Valley Cowboy Tex Ti- 
lene” introduces a sales message 
given by Mr. Bacon. (“Textilene” 
is a company trade-mark.) 

The record comes in a special 
folder, autographed by Mr. Bacon, 
which gives something of the his- 
tory of the company and its prod- 
ucts and which reveals the identity 
of “Billy Woods” as a company 
executive. 

The company says it is “virtually 
certain that management executives 
and production men receiving the 
record will absorb the selling mes- 


Continued on page 104 


aie 


. Shuron Optical Co., Geneva, N. Y., combined community 


and employe relations with product promotion in float in parade marking North-South 
All Star Lacrosse game held annually in Geneva. Shuron Recreation Club, backed by 
company finances, produced float, which won first prize in parade. The company re- 


ports some sales of its products were traceable to the float 


\\) am a great 


believer in luck, 
and | find the 
harder | work the 
more | have 

of it./ 


Stephen Leacock 


Because they always get 
better results, some folks 
think Reply-O-Letter 
customers are lucky. 


*Tisn’t luck. They use the 
hardest working letter of 
them all, — Reply-O- 
Letter, with the Built-In 
reply card. 


Reply-O-Letter works 
overtime. When other 
kinds of direct mail quit, 
those Built-In Reply-O 
cards are still beckoning 
to recipients, getting ac- 
tion, reminding them that 
they can reply without 
signing their names. 


Reply-O’s hard working 
creative people know 
their business — and 
yours. No charge for their 
help. So you see, all you 
need — to get lucky — is 
our address and a contin- 
uing need for good direct 
mail! 


23rd year of Service to 
organizations in every field 


AETNA LIFE INSURANCE COMPANY 
ALLIED STORES CORPORATION 
F. W. DODGE CORPORATION 
NEW YORK HERALD TRIBUNE 
AMERICAN BIBLE SOCIETY 
TRANS WORLD AIRLINES 
CELOTEX CORPORATION 
HARPER’S MAGAZINE 





reply-o-letter 


7 CENTRAL PARK WEST 
NEW YORK 23, N.Y. 


CIRCLE 5-8118 —D 


Sales Offices 
BOSTON + CHICAGO - CLEVELAND + DETROIT - TORONTO 
ne 
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. ANYONE can do 
NOW PROFESSIONAL relly VGb a 4 
PLASTIC BINDING! 


with these HAND-OPERATED 


PLASTICO 


PUNCHING & BINDING UNITS 


Model 24 
Punching Unit 
aches pages fast and easy Binding Unit 
with powerful SHEARING ACTION! Just insert cover and pages 
pull lever . . it’s PLASTICO-BOUND! 


+ 
Imagine 

being able to produce genuine PLASTICO .bound booklets, 
catalogs, etc. — right in your own office! Single copies . . Exclusive 
dozens . . . hundreds — these two handy machines will give 
your literature extra prestige and selling power by adding ARCH DESIGN 
colorful PLASTICO Bindings. Rugged, compact, and easy to ond wha . 
use, PLASTICO hand-operated units are “at home” in every 
office or business — pay for themselves in savings of time and 
binding costs. 


FRE Colortul 8-page booklet tells you how to get more out of your printed literature 
Fill out and mail this coupon TODAY! 


8) PLASTIC BINDING CORPORATION 


Originators of Plastic Binding in America 

732 Sherman St., Chicago 5, Ill. @ 15 West 24th St.. New York 10, N. Y 
PLASTIC BINDING CORPORATION 
Dept. 1M 732 Sherman St., Chicago, 5 Illinois 


Please rush FREE BOOKLET giving me full information about 
the new PLASTICO Hand-Operated Punching and Binding 


Name Title 


oT Zn 
, OP aa 





Firm 





Address 





| Units for office use. 


F 
BOOKLET 


City Zone __ State 





See our display at the National 
_Business Show, New York Coliseum 
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1957 
_ analyze industrial markets 


MARKET DATA and 
DIRECTORY NUMBER In addition to editorial features 
on markets, MD&DN directs you 
to market analyses offered by 


business paper publishers. 
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sage at least once by taking it home 
to be played, with additional re- 
playings regarded as ‘plus’ impres- 
sions.” 


How to carry ‘conference 
room’ in one hand 


A combination blackboard, movie 
screen, and king-size display easel 
now is being marketed under the 
name “Conference Caddy.” 

The caddy has all those facilities 
of a conference room, combined 


Big display Widespread arms of 
caddy hold an array of display material; 
center provides ‘blackboard. ”’ 


with compactness and portability. 
Closed up the caddy looks like an 
over-size suitcase on wheels. It’s on 
casters to make it easier to move its 
63 lbs. around. 

Opened up, the caddy has a 24x 
30” writing surface and two six- 
foot aluminum arms, to which vis- 
ual presentations can be attached. 
A movie screen also can be at- 
tached to the arms. And the caddy 
has peg-board attachments, which 
can be used for such things as liter- 
ature racks. 

The caddy was developed by A 
J. Christian & Sons, Rochester, N. Y. 


New idea in Yule cards? Send 
early, make a game of it 


A producer of advertising special- 
ties claims it has come up with a 
new idea in Christmas cards. 

This card looks like a shipping 
tag, with the Yuletide symbols of 

Continued on page 105 
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Christmas trees and holly leaves 
printed on it. It’s also a game. A 
narrow strip down the center of the 
card is die cut so that it remains 
attached to the card only at each 
end. A red string runs under this 
strip, with both ends running 
through a small hole in the end of 
the card. Metal eyelets are crimped 
to the ends of the string so it can’t 
be pulled through the hole. 

Problem: to separate the string 
from the card without mutilating 
the card. (It can be done, but it’s 
a tricky job.) 

If a customer or friend who re- 
ceives the card can figure out how 
to do the trick, he is rewarded with 
a “magic pencil” when he sends 
card and string, separated but in- 
tact, in to the advertiser. Details of 
the offer are printed on the card. 

Originator of the device is the 
Marvic Co., Brooklyn. The cards 
cost 18 cents each in lots of 1,000, 
and Marvic promises a “liberal sup- 
ply of magic four-color pencils” 
with each order. 


Giveaway ‘calculator’ hits 
right note in political year 


One advertising specialty that 
should make a hit during this elec- 
tion year of 1956 is a 3%4x5%4” 
“calculator” that reveals pertinent 
facts about all of this country’s 33 
presidents. 

Turn the wheel on the cardboard 
calculator and you can find out 
these facts about any of the presi- 
dents: year inaugurated, age at in- 
auguration, home state and political 
party. 

The calculator has space for the 
advertiser’s name and a four-line 
promotional message. It is produced 
by National Dealers Service, New 
York. 


Pocket appointment calendar 
provides day-to-day promotion 


An advertising agency has come 
up with a promotion piece that 
keeps its name before its clients 
and prospective clients every day, 
all day long. 

The agency is J. M. Hickerson, 

Continued on page 106 











TO PRODUCE SALES 
TO THE SHOP TEACHER | 


Who Specifies Equipment 
and Supplies for the 
Tremendous Industrial 
Education Market 


READERSHIP 

IAVE provides the only ABC audited 
circulation covering the big-and-grow- 
ing allied fields of industrial arts and 
vocational education. Its readers spe- 
cify the tools and supplies used in 
woodworking, metalworking, plastics, 
drafting, auto mechanics, machine shop, 
printing, electricity, ceramics, and 
other shop subjects in schools. 


INQUIRIES 


During 1955 more than 114,000 in- 
quiries from readers were forwarded 
by the IAVE Readers’ Service Depart- 
ment. These inquiries produce sales 
in the $315,000,000 equipment and 
supply market. 


INDUSTRIAL ARTS AND VOCATIONAL EDUCATION 
The Shop Teacher's Professional Magazine 


MILWAUKEE 


New York 


Write for further information and proof of advertising results. 


ADVERTISING RESULTS 
Continuous IAVE advertisers for 25 
years: Stanley Tools, Delta-Rockwell, 
L. S. Starrett, Frederick Post, Paxton 
Lumber and Cincinnati Tool Co., 
and others credit their sales success 
to their IAVE campaigns. Consistently 
for more than 25 years [AVE has run 
the largest volume of advertising in 
the field. 


MERCHANDISING SERVICES 
Six-point merchandising program give 
you market data, advance reports on 
school building projects, mailing lists 
and mailing services, Shop Equipment 
News, high volume of inquiries. 


Chicago 
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Inc., New York and Des Moines, 
Ia. The promotion piece is a pocket 
appointment sent out to 
and two 


calendar, 
clients friends 
months. 

Folded, the calendar is a neat 3% 
x7”, just the right size to fit into an 
inside breast pocket. Unfolded, the 
calendar is a single 12x7” sheet of 
heavy stock paper. The inside is a 
two-month calendar, with space by 
each date to write in appointments. 
Another fold has a complete 1956 
calendar. 

The two outside folds have space 
on which the agency runs pertinent 
comment on various phases of the 


every 


advertising business. 


King-size calendar makes 
permanent promotion piece 


A giant, 25-year wall calendar 
produced by L. D. Blehard Co., Mt. 
Vernon, N. Y., makes a long-lasting 
advertising specialty. 

The calendar has a_ hardboard 
frame into which the heavy card- 
board calendar sheets fit. The 
calendar sheets have plenty of space 
for noting future appointments and 
things to do, and they are covered 


Order § upplees 


See Apex Man 


i" 


Deiter OX Job 


Start Jones 





King-size . . 


Finish Dan Job 


by laminated plastic film so that the 
grease 
erased easily, making the cards re- 


pencil notations can be 
usable. 

Month name plates at the top of 
the keyed to the 
calendar sheets in such a way that 
the supply of that 
with the constitute a 
calendar lasting for 25 years. 


calendar are 


sheets comes 


device will 


Ryerson color-codes its steel 
to ease identification problem 


If you see a load of steel bars or 
plates with a bright spot of color on 
the end of each piece, it’s probably 
— but not necessarily — Ryerson 
steel. 

Joseph T. Ryerson & Son, Chi- 
cago, has developed a color code 
which makes it easier for customers 
to identify the various types of steel 
that Ryerson sells. 

The color marking system has be- 
come so popular, says a Ryerson 
executive, that 
have taken to marking steel sold 
by other companies with Ryerson’s 


some customers 


color codes. 

The code uses 11 colors, in various 
patterns, to identify 64 different 
types of steel. A page illustrating 
the code markings and explaining 
the system is included in all Ryer- 
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Big calendar has ‘space for company name, promotional message on 


horizontal bars at bottom and top. It lasts 25 years, or longer 
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ROCK 


the world’s 


MULTI-BILLION-TON MARKET 


... with output vital to all industry 


Here’s a field that handles and re- 
handles over a billion tons of raw ma- 
terials annually. A highly mechanized 
industry with planned spending of over 
half a billion dollars annually for cost- 
cutting equipment and services. 
Dynamic market . . . growing annual 
production 


Sand and gravel: some 450 million 
tons; over 3500 plants 


Cement: about 300 million barrels; 
over 150 plants 


Crushed stone: over 400 million tons; 
nearly 2500 plants 


Lime: almost 10 million tons; over 
200 plants 


Gypsum: close to 10 million tons; 
nearly 70 mines 


plus increasing demands for big mar- 
kets in lightweight aggregates, salt, 
slag, potash, phosphate, sulphur, plas- 
tics, talc, ready-mixed concrete, con- 
crete products and other nonmetallic 
minerals. 


lice] +) me elie wale), 


.. + 17,425 and ALL PAID 


Rock Products’ circulation—to deci- 
sion-making men, willing to pay for 
useful reporting—remains constant... 
82.69 % renewal on a ten-year average. 
They are readers—not just receivers 


BONUS EDITORIAL 


... tells more, prints less, saves time 


A real timesaver for busy men with 
key responsibilities. R. P. editors boil 
down detailed field reports . . . elim- 
inate unnecessary words and phrases 
. emphasize the important, useful 
news . . . provide more time for ad- 
attention. New format feature: 


Large, descriptive photos— 

capture interest, focus attention 
Short, informative headline— 

not a come-on, but a meaningful title 
Capsule preview of article— 

tips reader off on what to read 
Clear, factual writing— 

no fluff, no puff, no fill 

Bold type to pinpoint topics— 
simplifies and speeds reading 





PRODUCTS showcase to 


largest material handling market 


... for a growing market 


Rock Products keeps pace with an ex- 
panding industry with complete cov- 
erage. You'll find all the news: new 
plants and production techniques. . . 
new management methods and new 
legislation . . . new markets . . . new 
products. 


This pays off in increased reader con- 
fidence. 


3.8 men read each copy of R. P.* 


71% find advertising helpful in their 
work 

62% spend one to four hours reading 

each issue (with an average of 

\ hour reading ads) 


keep a permanent file of ads 
and features 


~ think articles are presented in 
an inviting manner 


*The following statistics are based on find- 
ings developed ‘by the Marsteller Research 
Survey of Rock Products. 


... keeps tabs on a diversified field 


Rock Products’ editors are field editors 
making on-the-spot reports of new de- 
velopments.. . interviewing . . . track- 
ing down and verifying all the impor- 
tant news. 


Rock Products also carries on a con- 
tinuing research program on new trends, 
markets and applications for the an- 
swers necessary for your sales plan- 
ning and strategy. 


Two important products of Rock 
Products’ research are: 


Annual Production Forecast 


An authoritative estimate and a 
unique digest that sums up all gov- 
ernment and association diagnoses 
and polls leaders in the field. Graphs 
and charts point up important de- 
tails. A highly valued report, the Pro- 
duction Forecast is issued each fall. 


New Equipment Survey 


Rock Products again leads the way 
with this newest stiidy. This survey 
of a cross section of Rock Products’ 
producer-readers lists equipment pur- 
chasing plans for 1957 . . . includes 
all machinery used in the industry. 
Data from this survey is available. 





Admin. 
and Prod. 


Producers Executives 


Dept. 
Heads 


Sales Producti Producti 


Execs. | Supervisors | Personnel 





Misc. 





. Cement 867 


. Aggregates 
(a) Crushed Stone and Slag 
(b) Crushed Stone and Lime 
(c) Crushed Stone and 
Sand and Gravel 
(d) Sand and Gravel and 
Industrial Sand 
(e) Sand and Gravel and 
Concrete Products 
(f) Sand and Gravel and 
Ready-Mixed Concrete 439 
(g) Aggregates and Ready- 
Mixed Concrete 22 65 
. Lime Exclusively 46 93 


. Gypsum and Gypsum 
Products 


378 
64 301 


95 


62 
224 


35 

. Misc. Nonmetallic Minerals 78 

. Ready-Mixed Concrete 
Exclusively 

. Concrete Products 
Exclusively 


Totals 


171 585 


339 


2,172 


1,243 


8,868 











46 


34 
16 


15 
19 
3 


5 
3 
1 


4 
10 


10 


166 


214 455 279 109 


110 
12 62 35 


63 


16 18 


22 10 
1,171 1,184 




















. Nonproducers—including engineers, manufacturers, (their representatives and dealers), government, 


education, associations and others... 


Total nonpaid circulation 


Note: The above table is the audited business analysis of total 


paid subscription circulation for the May, 1956 


issue. 





ROCK PRODUCTS 17,425 PAID 
A A AE HN ENE) GE AEN SEY NR NOIR Fe Fo 
SECOND PUBLICATION 13,305 PAID 








...@ big plus for R. P. advertisers 


CONCRETE PRODUCTS 


Concrete Products forms an integral 
section of Rock Products covering 3742 
concrete products and ready-mixed con- 
crete producers receiving Rock Prod- 
ucts. Concrete Products is separately 
distributed to 10,852 unduplicated pro- 
ducers . . . boosting effective circulation 
to 14,594 inthe field. (For details, see 
the Concrete Products listing in Section 
41 of this book.) 


Agricultural Limestone Issue 


In April, Rock Products devotes its 
issue to a review and diagnosis of the 
limestone segment of the industry. 
Newsworthy trends, legislation, proc- 
esses and merchandising are featured. 
This issue covers whatever was news, 
is news and is going to be news in lime- 
stone. 


Cement Issue 


Published in August, this issue covers 
all phases of one of the key industries 
in the American economy —cement. Ar- 
ticles analyze the industry’s expansion 
and future growth . . . evaluate the 
influence of projects such as the gigan- 
tic highway program and current con- 
struction. The latest in technical de- 
velopments and model plants is thor- 
oughly covered, interestingly presented. 


Annual Forecast Issue 


Published each January, this review 
and outlook issue looks at all the devel- 
opments and. prospects of the various 
segments of the entire industry. 


Member of Audit Bureau of Circula- 
tion, Associated Business Publications 
and Magazine Publishers’ Association, 
Inc. 


Respected: with an 82.69% re- 
newal on a ten-year average 


Pioetercea: with 17,425 paid cir- 
culation 


THE 


ROCK 
PRODUCTS 


LARGEST PRODUCER CIRCULATION IN THE HISTORY OF THE FIELD 


INDUSTRY'S RECOGNIZED AUTHORITY 


79 West Monroe, Chicago 3 
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The Electrical Contractor DOMINATES 
Every electrical installation . . . and reads 


The only 
PRODUCT INFORMATION MAGAZINE 
exclusively serving 
ALL KNOWN 
ELECTRICAL CONTRACTORS 
and Verified 
ELECTRICAL WHOLESALERS 


THE NATIONAL 
MAGAZINE FOR ALL 
ELECTRICAL 
CONTRACTORS 


172 South Broadway, 
White Plains, N. Y. 


SUTTON PUBLICATIONS _ 
s - 
ELECTRICAL EQUIPMENT « ELECTRONIC EQUIPMENT 15 FPA 
CONTRACTORS’ ELECTRICAL EQUIPMENT 
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SALES PROMOTION IDEAS 


continued from p. 106 


son catalogs. 

All a customer has to do when 
he wants to find a certain type of 
steel is to look in the catalog to 
see what the color marking is and 
then pick it out from among his 
stock. 

The system is so logical, says 
Ryerson, that after a little practice, 
the customer won’t have to look at 
his catalog to find out the color 
code — he’ll know it by heart. 


JUST TELL 'EM 


Honeywell teaches 
technical writers 
to say it simply 


To make sure its technical litera- 
ture gets read, Minneapolis-Honey- 
well Regulator Co. is bringing out 
a booklet to teach its technical 
writers how to write readably. 

The booklet is called “Why Not 
Just Tell ’"Em?” Its introduction 
gives a pretty good argument for 
the need for such a booklet. It goes 
like this: 

“In this booklet we’re not going 
to try to tell you how to write. You 
already know how or you wouldn’t 
be where you are. But everything’s 
changing pretty fast nowadays, and, 
unless our writing technique keeps 
pace, a lot of printed matter is going 
to get tossed unread into waste bas- 
kets. This is especially true of tech- 
nical writing. . . 

“Don’t get the idea that this 
booklet is intended to bring you up 
to date on the latest technical jar- 
gon. Quite the opposite! It hopes to 
encourage you to steer clear of both 
technical jargon and ‘engineering- 
ese, a pompous style of writing 
that’s usually roundabout or timid 
in stating a general conclusion. . . 

“There are at least two good rea- 
sons for sharpening and polishing 
our writing: 

1. “We want as many people as 
possible to read and understand our 
material so that our company will 
reap the greatest benefit from our 
efforts. 

2. “Our potential audience is grow- 
ing larger each day. More and more 





people are reading technical jour- 
nals in an effort to keep up with 
technological advances.” 

Those are the reasons for simple 
and clear technical writing. The 
rest of the booklet tells how to do 
it. It lists the “Ten Commandments 
for Technical Writers,’ which in- 
clude such things as: “Thou shalt 
know what thou art writing about,” 
“Thou shalt think before thou 
write,” and “Thou shalt not show 
off thy technical vocabulary.” 

The booklet was prepared by E 
A. Murphy, managing editor of “In- 
strumentation,” external publica- 
tion of the company’s industrial di- 
vision, and John Stahr, editorial di- 
rector of Carl Byoir & Associates. 

Much of the “how-to” material 
in the booklet is included in an 
article by Mr. Murphy, appearing 
on page 58 of this issue of IM. Mr. 
Murphy says production of the 
“Just Tell "Em” booklet shows he 
and his associates “practice what 
we preach.” 


Signode book tells customers 
how to use company’s products 


When you sell a product it’s a 
good idea to make sure the cus- 
tomer knows how to use it. And 
that’s what Signode Steel Strapping 
Co., Chicago, does with a handy, 
little pocket-size booklet. 

The booklet is called “Packaging 
and Carloading Guide.” It tells how 
to package and carload for maxi- 
mum product protection at mini- 
mum cost. 

In the process of telling this 
story, it gives exact directions for 
use of Signode’s line of packaging 
and carloading materials—steel 
strapping, strapping seals, strapping 
tools, grain doors and retaining 
strips. 

The booklet is full of illustrations 
of the various Signode products 
and how to use them. The front of 
the booklet has a section giving a 
sales pitch for the company. It is 
entitled, “Here’s why Signode Saves 
You Money.” The back cover of the 
48-page booklet lists all of the com- 
pany’s U. S. and Canadian sales 
offices. 

The booklet has become so popu- 
lar with customers that it now is in 
its 17th edition. es 
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ELECTRICAL EQUIPMENT is behind 
the decision to buy electrical products 


The only 


ELECTRICAL 
PRODUCT INFORMATION MAGAZINE 
exclusively serving 
ELECTRICAL MANUFACTURERS 
and the 
INDUSTRIAL ELECTRICAL MARKET 











THE MAGAZINE 
FOR 


LECTRICAL ot 


INSTALLATION 
AND 


QUIPMENT MAINTENANCE 


OF 
mel | ELECTRICAL 


PRODUCTS 
172 South Broadway, White Plains, N. Y. 


SUTTON PUBLICATIONS 
ELECTRICAL EQUIPMENT * ELECTRONIC EQUIPMENT 


CONTRACTORS’ ELECTRICAL EQUIPMENT 
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ELECTRONIC 
INDUSTRIES 
is the first 
publication in its 
field to offer 
Starch Readership 
Studies of 


complete issues 


{ See page |67 
for detaiis 


b 


ELECTRONIC 
INDUSTRIES 


and TELE-TECH 


A Chilton Publication 


Chestnut and 56th Sts. 
Philadelphia 39, Pa, 
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by Robert Newcomb & Marg Sammons 


COM PANY 


communicatio 


one 





SUCCESS STORY 





Company external 
prods salesmen, 
gives the news 


s When an 
devotes 20 years to serving as a 
workhorse for the company’s sales 
staff, it has made news. Two decades 
of continuous publication is in itself 


external publication 


nothing too remarkable in the com- 
pany publication field, but in two 
decades a company journal can ex- 
perience many ups and downs. “The 
Seagram Spotlight,” backstop for 
Seagram salesmen, hit an enviable 
high many years ago and has stayed 
at that level. 

The distiller’s publication lacks 
some of the problems of a publica- 
tion produced in heavy industry. It 
has a few special and burdensome 
problems of its own. But the novice 
in external publication editing—and 
more than a handful of the veterans 
—can learn much from this enter- 
prising, well-edited journal. Some 
of it is highlighted here. 


Slanted toward salesmen . . 
The “Spotlight” seeks to contribute 
constructively to the sales organiza- 
tion’s progress by giving its readers 
facts and figures designed to help 
its salesmen to perform their func- 
tion of selling. In that respect it’s 
like a thousand others. Where it dif- 
fers is in the fact that the informa- 
tion is dressed up, sugar-coated and 
made palatable with human inter- 
est angles wherever possible, so 
that the infusion of sales education 
is not only acceptable but pleasant. 

The magazine is no piker by 
physical standards, having approxi- 
mately the heft of The New Yorker 
and the open, pictorial appeal of 


Life. It is sent to all salesmen with- 
in the Seagram company itself as 
well as to thousands of distributor- 
salesmen all over the country who 
sell its products to the 150,000 retail 
stores and bars that serve the cus- 
tomer. The magazine also goes to a 
small handful of salesmen in Alaska, 
Hawaii, Japan, Korea, Wake Island 
and Guam. 

The Seagram 
any good company journal, is con- 
sidered first a medium of informa- 
tion about the company, its sales 
programs and policies. But commu- 
nication here is no one-way street. 
The reader recognizes that he is be- 
ing talked with rather than to. He 
finds plenty of emphasis upon the 
participation of the individual sales- 


publication, like 


man. Instead of reading a series of 
sermons about the virtues of lather- 
ing one’s self into a selling frenzy, 


Personalized promotion Customer 
whose store or bar is written up in 
“Spotlight’’ receives ‘‘We were featured’ 
display card for counter, plus copies of 


publication 





Heres why 


FOOD PROCESSING 


NUMBER ONE bBuy... 


EDITORIAL 


Factual, concise, easy-to-read articles—all staff 
written—covering the full range of interest of key 
men who manage food processing. 


e@ FIRST in technical accuracy that builds lasting 
‘reader confidence.” 


@ FIRST in “new developments and uses”’ of food 
ingredients and processing equipment. 

e FIRST in editorial “‘sectionalization” which 
makes it easy for the reader to get information 
and ideas. 


e@ FIRST to use “newspaper headline” techniques in 
industrial publishing in the food processing fields. 


FORMAT 


Cinemascopic editorial spreads; use of large, dra- 
matic photographs; editorial matter on every page 
offering advertisers highest degree of visibility 
available. 


e FIRST of its kind. The fore-runner now imitated. 


e@ FIRST in food processing field to use color for 
functional purposes as well as to attract readers. 


CIRCULATION 


Greatest Circulation in U.S. Food Plants... actu- 
ally, 80.7% more circulation among food pro- 
cessing men who manage. (98.48% BPA Verified 
Controlled) ... 


FOOD PROCESSING 29,410 
Next Magazine 16,277* 





FOR OVERALL COVERAGE OF 
FOOD PROCESSING INDUSTRIES 


Least Non-Food Processing Circulation... Only 
3% of Food Processing’s total circulation is outside 
food processing . . . 26% of Next Magazine’s total 
circulation is outside food processing. 


FOOD PROCESSING 737 
Next Magazine 6,069* 


e FIRST to qualify markets selected to receive 
magazine. 


e@ FIRST to qualify plantcoverage by pre-determined 
plant standards. 


e@ FIRST to qualify recipients. 


PERFORMANCE 


There is no known instance where, on a direct 
comparative basis, Food Processing has not out- 
performed the Next Magazine in quality response 
i.e., response from desired prospects among “‘men 
who manage” food processing plants of the U.S.A. 


FOOD PROCESSING offers a $100.00 U.S. 
Government Bond for proof of any situation where 
contrary is true. This offer has been made since 
1953 with no takers. Can YOU win it? 





*Estimated on 
the assumption 
that foreign 


Food Processing’s sister publication| 
FOOD BUSINESS 


. | 
circulation falls | serving the sales side of the food industry, | 


delivers a highly specialized editorial serv-| 
ice to more than 15,000 hand-picked} 
administrative-sales executives ...To-| 
gether FOOD PROCESSING and FOOD | 
BUSINESS give an advertising effective-| 
ness to BOTH SIDES of the 
gigantic food and grocery i 
industries never 

before available. 


in same 
classifications, 
in same 
percents, 
as U.S. 


circulation. 





Putman Publishing Company 


Putman Publishing Bidg., 111 East Delaware Place, Chicago 11, Ill. 


New York/ Cleveland / Detroit /Pittsburgh/ St. Louis 
Western Representative: BOB WETTSTEIN—Los Angeles/San Francisco/Portland 
Publishers of: Food Processing/Chemicol Processing/Food Business/Industry Power 


“EXECUTIVE MAGAZINES FOR INDUSTRY” find 
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I T 
OWTH 
INDUSTRY 


Products of the ceramics indus- 
try are directly related to the 
needs and requirements of our 
expanding population’s ever- 
increasing wants and needs. 
Food, Transportation, Com- 
munications, Construction and 
our National Defense effort de- 
pend upon ceramics. CERAMIC 
INDUSTRY gives you complete 
coverage of these ceramic prod- 
ucts manufacturers and their 
buying factors: 
Sanitary Ware 
Glass 
Porcelain Enamel Appliances 
Abrasive Wheels 
Architectural Porcelain Enamel 
Dinner Ware 
Art Pottery 
Electronic Ceramics 
Floor and Wall Tile 


...a multi-billion dollar mar- 
ket for raw materials, chemi- 
cals, heat control and recording 
instruments, material handling 
and packaging machinery. 


Write 
for 
Market 
Data 
File 


Ceramic Industry 
© INDUSTRIAL PUBLICATIONS, INC. 


Also publishers of Building Supply News, 
Pre--*ical Builder and other leading building 
industry publications 


5 South Wabash Avenue, Chicago 3 
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COMPANY COMMUNICATIONS 


continued from p. 110 


the reader gets some step-by-step 
directives for his own participation 
and he gathers quick recognition 
when he does participate. 


Chit-chat is out .. The social 
pages of some externals are repeti- 
tively dull. They may not always 
picture the same personnel, but the 
pictures show conventional poses. 
The “Spotlight” works variety into 
it social picture pages, and it has no 
room for chit-chat of limited reader 
interest. 

The publication has its harness: 
It must operate within the frame- 
work of the liquor industry, and it 
must appeal exclusively to people 
interested in sales. Yet the editor, a 
wideawake journalist named Eu- 
gene Feen, keeps his finger so skill- 
fully on the pulse of his readership 
that he (a) gets the news and (b) 
knows how to present it entertain- 
ingly. And the great bulk of it is 
tied directly to the salesmen. 


Wives get into the act. . Editor 
Feen keeps his eye open for the 
sales touch so obvious that it might 
be overlooked. A simple counter re- 
arrangement might substantially 
boost the sales of an item for a re- 
tailer who looks at the display a 
hundred times a day and doesn’t see 
anything wrong with it. 

Editor Feen keeps one eye peeled 
for the obvious, but he doesn’t miss 
the unusual. “A firm with 27 assist- 
ant sales managers” was the label 
for a story describing how the wives 
of one distributor’s sales force were 
appointed to the staff, in order to 
spur their husbands on to new sales 
heights. 

Outstanding salesmen are often 
featured in external magazines. The 
“Spotlight” uses the technique but 
puts a plus to it—last year a com- 
plete issue was devoted to the dis- 
tributor salesmen, showing how 
these men operate in different sec- 
tions of the country. It was one of 
the most popular issues of the com- 
pany’s magazine. 

The salesmen themselves help 
merchandise the “Spotlight” in 
many ways. When they see a pub- 
lished idea they would like to intro- 
duce among their accounts, they 


take the issue to the retailer and 
show it to him. Seeing a display—or 
an article concerning a successful 
promotion—is a persuasive factor in 
convincing a retailer that he can do 
the same thing, profitably. 

When a retailer’s store or bar is 
featured in the magazine, tear- 
sheets of the page are mounted on a 
“We were featured” easel-back 
counter display card. The card, in 
addition to copies of the issue, are 
taken to the retailer. The satisfac- 
tion and gratitude they evidence to- 
ward the company is later trans- 
lated into sales. 


Many news sources .. Editor 
Feen feels fortunate that the maga- 
zine is a function of the advertising 
department. Being part of a division 
that is responsible for the creation 
of the advertising and merehandis- 
ing programs, the magazine benefits 
from being close to the people who 
make the news throughout the 
company. 

And the publication has a work- 
able network of its own; its edito- 
rial arm reaches through the various 
levels of company and distributor 
sales management right to the man 
who really counts—the salesman on 
the street. Through divisional edi- 
tors who represent the editor a- 
round the country, through state 
managers and sales managers who 
want to have news of their activities 
published, and through Mr. Feen’s 
own field trips, the magazine main- 
tains a close and constant contact 
with both the men who read it and 
and those who contribute to it. 


Veteran Feen notes some marked 
changes in externals. Physically he 
thinks they are becoming slicker 
books with each passing year. “And 
the general contents of the maga- 
zines reflect a more _ professional 
style and supervision,” he adds. “It 
is easy to see that, where manage- 
ment has given an editor the full 
authority and responsibility to get 
out a first-rate publication, it is be- 
ing done. But where reins are placed 
on the editor and too many people 
seek to inject themselves, the maga- 
zine is bound to reflect this inter- 
ference.” 

His own magazine reflects that 
the boss keeps an intelligently loose 
rein on him. a 





Clothes by Higgins & Frank 


Command performance by our editor 


Funny kind of office? Not for a Production editor. He’s right where the news 

is—in the middle of his subject, mass production metalworking. Much of the 

time, his reporting performance is dictated by requests received from our PRODUCTION 
readers—production executives of mass production plants. A Production editor 

writes informatively from first hand knowledge. He analyzes trends as they MAGAZI1 

appear on the mass production scene, puts these useful facts in print while 

they’re hot. Because our reader—your customer—makes the news in Production, 

he reads it thoroughly. So let us show you unmatched penetration in the plants 


that purchase four fifths of all metalworking equipment and supplies. Contact 
your representative or Bramson Publishing Co., Box 1, Birmingham, Mich. 


If your market is mass production, your marketplace is PRODUCTION 








PROBLEMS 


IN INDUSTRIAL 
MARKETING 


by BOB AITCHISON 


means. % 


business 
in 


BOSTON! 


Here's a recipe that is bound to work in 
“Beantown”...and any other city the year 
‘round. 


Published exclusively for use in the chemi- 
cal and process industries, 171 copies of 
Chemical Engineering Catalog are placed in 
118 Boston process plants. For example, 
copies of this easy-to-use, completely in- 
dexed volume, packed full of equipment and 
engineering services information, are 
delivered to identified users inside such 
Boston plants as: 


11 chemical plants 

8 paint plants 

4 oil, fat & soap plants 

19 food plants 

6 pharmaceutical plants 
plus 70 other processors 














In addition, CEC furnishes facts fast for 
19 Boston engineering and consultant 
organizations. 


Backstop for business everywhere 


Whatever you sell — equipment, materials of 
construction, engineering services.. 


wherever you sell — 22,000 copies of CEC 
are strategically placed inside 15,000 top- 
rated process plants throughout the country 
to bring business your way. 


Many services available 
Find out how CEC’s exclusive low-cost serv- 
ice can back your advertising-selling pro- 
gram at all levels. Our local District Manager 
has the complete story. Ask him today. 


CHEMICAL ENGINEERING CATALOG 


REINHOLD 
Publishing Corp. 
430 Park Avenue 
New York 22, N. Y. 


= Why don’t you publish a list of 
proof readers’ marks? Every once 
in a while advertising managers 
and account executives find them- 
selves in a spot where they are 
obliged to do a little pinch-hitting, 
and temporarily take over the 
proofreading chore. 

that, 


more often than not, incorrect and 


It's been my _ observation 
vague proofreaders’ marks are used. 

As long as the job has to be done, 
it might as well be handled cor- 
and I know 
would find a list of proofreaders’ 
marks quite helpful . . Advertising 


rectly, many of us 


Manager. 

P. S. ’'m sure some one will write 
you suggesting that the good ad- 
vertising executive organizes and 
delegates his work so that he does 
not find himself tagged for proof- 
temporarily. Well 


reading even 


that’s fine, but unfortunately it 


doesn’t always work out this way. 


Here's a list of common 
proofreaders’ marks 

# We're glad to publish a list of 
marks. We lifted 
these from a folder prepared by 
J. M. Bundscho, 
typographers, Chicago. 


proofreaders’ 


Inc., advertising 
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= For some time now, I’ve been 


looking for a simple outline or 
checklist 


in catalogs and technical bulletins. 


of points to be covered 


have such an outline? 
Assistant. 


Do you 
Advertising Department 


Points to remember 

in compiling catalogs 

= In preparing your bulletins or 
catalogs you will want to answer 
most of these questions: (1) What 
is your product? (2) What does it 
do? (3) What are its applications? 
(4) What are its advantages and 
why is it better? (5) How is it 
made? (6) How does it work? (7) 
Who and where? (8) 
What range of sizes and capacities 
are available . . dimensions, ratings, 
etc.? What optional equipment is 
available? (9) How should equip- 
ment be maintained? (10) What 
related equipment is included in 
your product line? 

Before starting on your piece of 
literature you should decide 
whether or not you want to use a 
low-key approach with little if any 
“sell”; a combination “low-key- 
sell” approach; or the complete sell 
approach. 

If your plans call for a series of 


uses it 





catalogs or bulletins, you may wish 14. > 7% Cc i R Cc u LAT } 0 e a WW i R gE A SE 
ee that’s what MODERN CASTINGS offers 


you stick to a similar visual ap- ; 
proach’ for ell piccad of literature, advertisers. It’s a factual figure, supported 


your customers and prospects, in ‘ae by ABC audits. 

time, will come to recognize your re, Since factual figures tell a factual story, use the 
design, just as you recognize Camp- M.S \\-\4\ figures to judge the increased strength of MODERN 
bell Soup or Lifesaver advertise- “es CASTINGS in sales-producing channels. Better yet, 
compare the two publications serving the foundry 
field, and you'll see why the “king-size’ MODERN 
CASTINGS is your best advertising buy. 


CIRCULATION COMPARISON 


Includes controlled circulation for both magazines. 
Geocaris heads Chicago sales MODERN CASTINGS MEN ABC AUDIT, MAY ‘56 ISSUE. 


:  % GAIN 
™ cHICAGO—Robert S. Geocaris of PRODUCTION 
Pyle-National Co., has been elected MODERN CASTINGS =a ape 8,721 14.5% 
president of the newly-formed Chi- Foundry 4,994 0.5%, 
cago chapter of the Sales Promo- ADMINISTRATIVE 
tion Executives Association. MODERN CASTINGS — 1,845 17.2% 
Other officers are James E. Bor- Foundry 3,932 —2.3%, 


endame, Acme Steel Co., first vice- PROCESS CONTROL 

president; Charles R. McCartney, MODERN CASTINGS - 1079 50% 
American Bakers Association, sec- Foundry 809 -2.6% 
ond vice-president; Clarence S. SUPPLIERS 

Kohnke, Aetna Plywood & Veneer MODERN CASTINGS Si 3,086 9.4%, 
Co., secretary; John Poister, Tempo, Foundry 1419 3.7% 
Inc., treasurer, and James W. Ar- ALL OTHERS 


ee ee ee ee MODERN CASTINGS — 2,972 23.0% 

orary president. Foundry 4,677 1.3%, 
The Chicago group has applied A i 

for a charter in the new National pf) 7 :\ Gee) Ji 3.) pubiiveitin is edited.” 

Sales Promotion Executives Asso- December 1955 June 1956 % Gain 

ciation. Announced aims of the Chi- MODERN CASTINGS 15,456 17,703 14.5% 


cago chapter are to exchange ideas, Foundry 15,812 15,831 0.1%, 


Ne re ee COMPARISON OF ADVERTISING RATES 


v. vo Cig at of 8 got Total Circulation 12-Page Rate Cost per 1000 
ae aa: eee MODERN CASTINGS 17,703 $360.00 $20.34 


sales promotion and other phases 
of management, raise the ethical Founery 15,831 $430.00 $27.16 


standard of practices, enhance the GREA TER COVERAGE 
standing of sales promotion as a eee 
profession, attract more men of high ; 

caliber to the profession and foster GREA TER IMPACT: 


the teaching of sales promotion. Along with increased quality coverage 
every ad in MODERN CASTINGS is dra- 
matically displayed alongside reading 
matter. No ads are ‘‘buried’’—none are 
hidden in solid advertising sections. This 
means that our readers—your market— 
can’t miss a single advertisement! 

That's why MODERN CASTINGS shows 
constantly greater reader action — that’s 
why MODERN CASTINGS can sell your 
product. Let MODERN CASTINGS do a 
“king-size” sales job for you in 1957! 


modern castings 


published by: AMERICAN FOUNDRYMEN’S SOCIETY 
GOLF AND WOLF ROADS, 
DES PLAINES, ILLINOIS 


ee a ee agi B MODERN CASTINGS REACHES EVERY FOUNDRY 
ice = ie et maa ia IN THE UNITED STATES AND CANADA. 


ments. Yet each bulletin or catalog 
can be varied enough to keep it 
from looking identical to others. ® 
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“If you were looking for a medium 


costs a little over $10,000—each— © 
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Ford’s Continental 


Eyes Lush Markets 


By George W. Parker 


If you were looking 
medium to advertise z 
which cost a little ove 

ch whee 


The looker is the Cor 
Division of the Ford Mot 
The product is the su 

Mark 


Since that time 
have received about 11% 
the Continental advertising 
budget, spent in, nearly 100 
newspapers, mostly at auto 
W S J Series 

In May, however, Continen- 
tal began a series of ads in the 
Wall Street Journal which runs 
into June. 

The Continental advertising 
campaign via Young & Rubi- 

1 Inc concentrates on 

zines and the Journal, 
which definitely go to the “high 
ipper crust.” Even the mass 
media weeklies, which shared 
n the announcements, are t 
getting so much attention from 
the agency 

Allan Wilson, in charge of 
advertising for Continental 
Division, explained this week 
why Continental had to be so 
exclusive, advertising-wide, in 
selling the exclusiveness of its 
hand-made beauty 

“Continental is trying — and 
is succeeding, we think — to 
build a reputation for exclu- 
siveness but not snobbishness 
In merchandising our product 
we have to face the fact that 
a person spending $10,000 for 
a car, must have an annual in- 
come of around $50,000. (Take- 
home on this is $28,000, he 
said.) 

We have heard of some 
hard-working car lover paying 
$5,000 down and nearly $400 
a month on the balance, but 
that kind of buying is not 
general. 

“When you go looking for 
someone to spend $10,000 on a 
car you can’t scatter your shot 
by using the mass media 
Why? Because surveys show 
us that there are only around 
300,000 persons in the U. 5S. 
who qualify in the $50,000-a 
year-or-over class 

Accordingly, we have to put 


budget ito maga 
h go to this hig 
The Wall Street 


because it goes to the 


Statistics 
M Wilson came 
some general statistics 
people Continental's 


surveys found that 


money 


15,977 individuals in 

with a net worth of « 
buck re 
worth $500,000 
106,978 have $250,000 or mor 
and 254,464 are worth 

than $100,000. 

Armed with these statistics, 
some 652 Continental dealers 
(they are sold by Lincoln-Mer 
cury dealers) have sold more 
than 2,500 since the introduc 
tion in October. William Clay 
Ford, Ford vice-president and 
head of the Continental Divi 

forecast that 4,000 
ave been sold by the time 
the 1956 books are closed out 
°56 Sales Goal 

In other words, about 
$25,000,000 worth have beer 
sold and $40,000,000 will have 
been sold at the end of the 
year. 

Mr. Wilson said, “In spending 
$25 million for the Continental 
plant and tooling for 
the company was 
immediate profit, 
tige of produ 
made. We feel that 
of the Continental extends 
the way down through 
family of cars.” 


Some Publishers Buy 
“Most of our sales are to 
business men,” Mr Wil 
said. “About three percent are 
to publishers (no breakdow: 
on what kind) 
stars, of course 
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LENE 


Makers of the famous 
Continental Mark II, 

Ford Motor Company had to find 
the answer to this very question. 
They looked hard. 

In a recent issue, Editor & Publisher 
magazine carried an interview 
(story at left) 

with the advertising director 

for Ford’s Continental. 

It tells you how and why 

The Wall Street Journal 

was singled out to play 


such a dominant role. 





to advertise a product which 
where would you look?” 


- Here’ sa MARKET that’ Ss really SUPER! 


me ea ESOL RR Se ONE 


Whether your product sells for thousands, or by the 
thousands, The Journal can launch and sustain your sales 
effort with tremendous results. Every working day, the men 
who keep getting ahead in business shop the pages of The 
Wall Street Journal for personal and business buying sug- 
gestions. And you can reckon your potential volume even 
beyond The Journal’s own dynamic, class-in-mass circula- 
tion of 413,576 subscribers of extraordinary buying means. 
For, as many an advertiser can tell you: what The Wall Street 


Journal reader learns to favor, others will yearn to possess. 


You can have a free book that tells you all about this prized market 
and the unusual medium that covers it so outstandingly. We call 
the book, ‘The Index to Buying Power.” It may help you discover 
a new continent of sales opportunities. Just ask any Wall Street 


Journal advertising sales office for a copy. 


THE WALL STREET JOURNAL A 


published at: 
EASTERN EDITION MIDWEST EDITION SOUTHWEST EDITION PACIFIC COAST EDITION 


NEW YORK and WASHINGTON, D. C. CHICAGO DALLAS SAN FRANCISCO 
44 Broad St. 1015-14th Se., N. W. 711 W. Monroe St. 911 Young St. 415 Bush St 
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In Residential Air Conditioning, Warm Air Heating, Sheet Metal Contracting 
Meet the hardest working (and 
lowest cost) salesman you can 
have throughout 1957... 


Give your product line the full treat- 
ment in this recognized BUYERS’ 
GUIDE. Published each January since 
1934, this Directory Number most assur- 
edly will do an extra-strong selling job 


for YOU —as it does for over 200 other 


s advertisers every year. 
AN The KEY warm air heating-sheet 
metal dealers and wholesalers (those 


who do 80% of the available business) 


receive this issue as part of their paid 


en subscription. Its importance to them as 
\ 


RY a reference work has been well estab- 
JANUA lished over the years. 


DIRECTORY NUMBER 
NOTE THESE FEATURES An alphabetical 


listing of all applicable products . . . names 
and addresses of all the manufacturers ... a 
listing of all known trade names... a guide 
to the products advertised in this issue and 
the manufacturers’ names ... AND the normal 


cas + nen a ED NT sor eat editorial content of a regular issue to assure 
ONDIT . . . 
nespenTiaL AM © immediate cover-to-cover attention. 


REGULAR RATES APPLY No premium is 
charged for the bonus values of this January 
Artisan. It's not a 13th or extra-cost number. 


CLOSING DATE DEC. 20 Plan now to capi- 
talize on this advertising opportunity. Reserve 
sufficient space today — perhaps a spread, 
an insert, or multiple pages—to back up 
your sales force throughout 1957. 


AMERICAN ARTISAN 


KEENEY PUBLISHING CO. AIR CONDITIONING HEADQUARTERS 


6 N. Michigan, Chicago 
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top management 


FORUM 


Part 2 


Should branch managers hire their 
own salesmen? HQ heads differ 


Whether salesmen should be hired by branch sales managers or the home office is a 
question that home-office top management has shown keen interest in. So IM presents 
here the second of two installments of highly diverse management comments on the 
subject. For the most informed opinion, IM editors went to the top level of management 
—board chairmen, presidents and sales vice-presidents: 


Only HQ laboratory, engineer 
service staff become salesmen 


. . . this boosts morale 


By C. H. Reeme 
President 
Udylite Corp. 
Detroit 


= Almost without exception, our 


sales engineers are promoted to 
that position from within our or- 
Most 


sales engineers are men who have 


ganization. frequently our 
had experience in serving custom- 
ers as members of our laboratory 
service staff or as members of our 
engineering service department. 
These promotions are handled at 
the home office but with the full 
knowledge and approval of the re- 
gional sales manager. 

We have found that our service- 
men have acquired the best train- 
ing for selling through their work- 
ing in the customer service depart- 
ments. The value of our sales en- 
gineers to the customer depends 
so much their technical 
knowledge and experience in solv- 
ing customer problems. The best 


upon 


Udylite salesmen are those who 
have the ability and training to 
handle most of the customers’ 
chemical, electrical and: mechanical 
problems themselves; this has been 
proven time and time again. 

In the event that we do hire a 
man to fill the sales position who 
does not have this background of 
our own organization training, we 
put him through a training course 
of actual work in the manufactur- 
ing of mechanical, electrical and 
chemical products and then see 
that he acquires training in solv- 
ing customer problems at our home 
office under close supervision. 

Perhaps most important is the 
very definite feeling in our organi- 
zation that promotions come from 
within the organization. 


Sometimes. . 


Where hired, trained depends 
on distribution system 


By Cloud Wampler 
Chairman 

of the Board 
Carrier Corp. 


Syracuse, N. Y. 


= Because of the variety of prod- 
ucts we offer and the large number 


of markets they serve, we are in- 
volved in some degree with almost 
every type of sales activity. Nat- 
urally, we tailor our hiring and 
training to suit these different 
activities. 

It is always dangerous to gener- 
alize but I will describe briefly how 
we handle this problem for two of 
the larger areas of Carrier’s busi- 
together account for 
about two-thirds of our sales vol- 


ness which 


ume. 

Salesmen who start work in the 
heavy machinery and _ industrial 
end of the business are generally 
hired by our district or regional 
managers. These men will sell di- 
rect to our customers and we find 
most of them prefer to start work 
close to home. 

On the other hand, salesmen who 
will handle products going to mar- 
ket through distributors and deal- 
ers are generally hired at head- 
quarters in Syracuse, and _ they 
receive their first on-the-job 
training there. This is made neces- 
sary by the nature of the selling 
activity and the fact that the ap- 
plication engineering work which 
usually constitutes their first as- 
signment is centralized at head- 
quarters. 

All new salesmen, regardless of 
where they are hired, attend a for- 
mal orientation and training course 
at the home office. This gives them 
a knowledge and appreciation of all 
of Carrier’s products and a uniform 
and thorough grounding in the en- 
gineering fundamentals of our busi- 
ness. Such *knowledge is very im- 
portant as selling 
activity is closely linked to engi- 
neering and most of our salesmen 


much of our 


have engineering backgrounds. 
Carrier’s Training Department is 
staffed by engineers with a broad 
background in the air conditioning 
and refrigeration fields. The first 
formal program was established in 
1925 and more than 1,600 men have 
been trained, using facilities de- 
signed specifically for this purpose. 
Following the period of formal 
training, new salesmen are gener- 
ally assigned to application engi- 
neering work for a year or two be- 
fore they begin their field selling 
activity. This means that men des- 
tined for the distributor-dealer end 
of our business remain at company 
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headquarters for their initial as- 
signment. Later, of course, most of 
them will be sent to a field office. 

The majority of the application 
engineering work for the heavy end 
of our business is done at the field 
offices. Hence, men destined for 
this activity go back to the office 
which hired them. After a year or 
so as application engineers they are 
ready to start selling. 


Yes, but. . 


Branch managers screen men, 
then home office steps in 


By Robert A. Pritzker 
President 

Colson Corr 

Elyria, O 


® The Colson Corp. is a growing 
company. Probably the biggest 
limitation to the rate of growth has 
been our inability to put new sales- 
men in the field; therefore, the 
question of recruitment and train- 
ing is an important one with us. 

The recruiting and hiring of 
salesmen is done cooperatively by 
the home office and branch manag- 
ers. When a candidate is consid- 
ered, he is normally first inter- 
viewed by the branch managers. 
If acceptable, he is interviewed, 
tested, and his references checked 
by our home office personnel de- 
partment. At the same time, he is 
interviewed by at least two general 
sales executives. 

We have found that certain types 
of men with specific backgrounds 
have been more successful with our 
company than others. Therefore, 
we feel that this screening process 
increases the probability that a 
candidate will be a successful sales- 
man. Since training is an expen- 
sive matter, we feel it worthwhile 
to screen our prospective salesmen 
carefully. 

Training is also a cooperative 
matter at Colson. Each new trainee 
receives. an intensive one-week 
program at the factory which is 
three or four 


presented every 
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months. At the training course, 
product sales managers have an 
opportunity to explain the sales in 
their particular division, while the 
engineering department goes over 
the mechanical details. The order 
writing, production control, credit, 
and market research departments 
explain what help the new sales- 
man can be to the company. Classes 
are given from approximately 8:30 
a.m. to 6 p.m., and discussions are 
held each evening. At least a few 
weeks are spent at the branch office 
before the trainee is permitted to 
make calls in his territory. 

Although this system has many 
problems inherent in it which we 
are constantly trying to solve, it 
has resulted in an increase of over 
100% in our sales force and a cor- 
responding increase in sales vol- 
ume. 


Usually. . 


HQ helps, but branch manager 
is responsible for hiring 


By Walter J. Bergman 
-hairman of 

the Board 

Lily-Tulir 
New York 


® Occasionally men are hired at 
the heme office and “farmed out” 
to those sections of the country 
where there may be a temporary 
dearth of applicants and the divi- 
sional manager has asked for help. 

In the main, however, recruiting, 
interviewing, checking 
and hiring are left to the division 
manager. As a manager, it is his 
responsibility to build his own sales 
consider this a 


reference 


organization. We 
normal part of the managerial 
function along with supervision, 
motivation and direction. Further, 
since he is held responsible for the 
results in his territory, it seems 
only just and practical to give him 
the authority to select the man- 
power with which to produce those 
results. 

To assure the wisest possible hir- 
ing decision, headquarters helps 


him all it can. It provides him with 
tested recruiting and selection tools, 
training in how to use them, an 
analysis by our sales personnel de- 
velopment department of each ap- 
plicant’s entire background and a 
recommendation by an_ outside 
psychological testing service which 
interprets the applicant’s test re- 
sults in terms of standards derived 
from a study of successful Lily 
salesmen. But the division manager 
has the final say. He should — 
that’s his job. 

Initial training of our new sales- 
men is conducted in the territory 
in which the man is employed and 
follows a planned but flexible pro- 
cedure outlined in our field target 
training program for new sales- 
men. Responsibility for actual train- 
ing is in the hands of the man to 
whom the new salesman reports, 
the district manager. As contrasted 
with initial training at headquar- 
ters, we believe this method is not 
only less expensive but more effec- 
tive from a training standpoint. It 
eliminates the cost of bringing in 
to headquarters men from all sec- 
tions of the country, some of whom 
we will lose within six months, the 
period in which the rate of turn- 
over usually is the highest. 

It is more effective because 
learning on the job takes place un- 
der realistic business conditions. 
The man sees at first hand how our 
products are sold and used. As an 
example, he works at a soda foun- 
tain using glass service and then at 
one using paper service so that he 
will appreciate the advantages of 
paper, not because someone has 
told him it is better, but because 
he has actually experienced it him- 
self. Further, he gets the advantage 
of individual training — training 
geared to meet his own needs — 
by an experienced salesman and 
manager. 

After six months in the field, he 
is brought to headquarters for 
classroom training. With the field 
experience behind him, he is now 
in a position to evaluate more in- 
telligently the material presented, 
to interpret it in terms of actual 
field conditions, to understand it 
better and to ask more pertinent 
questions. 

This combination of initial train- 
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LATE WIRE FOOD NEWS 


Americans spend more, not less, for food as their incomes in- 
crease. This splits the old axiom that the reverse must be true. 
Individual income spent for food has risen from 22% in 1940 to 
25% today, consistent with the nation’s rise in personal disposable 
income. Reason: U.S. consumers are leading the trend to con- 
venience foods, buying more and higher quality foods. 


Net income of leading food-industry corporations (first half of 
1956) at $116 million—up 14% over first half of ’55. This compares 
with an all-industry average increase for leading corporations of 


9%. 


Just how do “leading food-industry corporations” compare with 
others? Sample comparison: General Foods invested $75 million 
in advertising in 1955. The Ford Motor Co., in this same auto- 
booming year, $29 million. 


Late Dept. of Commerce figures from the Survey of Current 
Business reveal food plants have spent $8 billion on new plant and 
equipment in the last ten years. These are fixed, not expendable, 
assets. Food’s intra-industry purchases alone—for the latter—have 
been estimated to be in the neighborhood of $20 billion yearly! 


Within the next five years food factories will spend nearly $4 
billion for glass containers and closures alone. That’s two-thirds 
of all glass containers that’l be produced. 


Glass container makers note: The Glass Container Mfrs. Insti- 
tute states “domestic shipments used to pack food products in 1955 
represent not only the glass container’s largest end use, but also 
the area in which greatest gains have been scored.” 


Can makers note: Food plants spent $1,120,940,000 on 28,903,- 
204,762 cans in 1954. (That’s #2 cans converted from short tons 
of steel.) In other words, the food industry buys roughly 82%. 


Paul L. Willis, president, Grocery Mfrs. of America, undoubtedly 
will have his early-year prediction proved right. He said then con- 
sumers would spend over $70 billion on food this year. The figure 
for 1955 is now in: $69.4 billion. Needless to say, the overwhelming 
proportion of this food was manufactured. 


Gctober’s prognostication: The food industry will spend a mini- 
mum of $292,973,000 ou refrigeration equipment within the next 
five years. Read about it in “The Food-Industry Market for Re- 
frigeration Equipment.” It’s free. Write us for it. 


Per capita consumption of frozen foods back in 1946 was 14 
pounds. Now it’s 45 pounds. Which leads us to state there’s no 
such thing as a frozen-foods “industry” separate and distinct from 
the food industry. Yesterday’s food plants have the frozen-food 
lines of today. Want the background? Write for Market Study 
F 130-6. 


Interested in news items such as the above, just write and ask 
to be put on our mailing list for “Sales Targets”. Write Promotion 
Dept., FooD ENGINEERING, 330 W. 42nd St., N.Y. 36, N.Y. 


Plotz, Blotz & Glotz 
our 3-headed 
researcher says... 


Food Engineering 
wins every single 
industry-wide 
readership poll 
among the men 
who actually buy! 


See for yourself. Ask to look 
over readership polls made by 
leading food-industry suppliers 
to their own lists. Better still, 
ask how you can make your 
own survey, to your customer 
list. 


Lele)» 
ENGINEERING 


AgD A McGraw-Hill Publication ap 
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Coming in 


JANUARY 
instead of April in 1957 


ya 
| a i 


The building 1 1857 

| material dealer’s basic 

} source of information 

\ Mh about everything he buys, 
sells and uses. 


Ne” 


a better timed, more complete 
lumber dealer building products 
buying and selling guide 





A NEW BOOK, cover to cover, the 1957 
Dealer Products File of American 
Lumberman will be the most complete 
guide for buying and selling building 
products ever made available to build- 
ing material wholesalers and retailers. 


IMPROVEMENTS ARE BASED ON RE- 
SEARCH by an outside editorial con- 
sultant and staff editors, who con- 
ducted exhaustive interviews with 
dealers on their use of last year’s issue. 


MANUFACTURERS will find the 1957 
edition of this long established direc- 
tory an even more effective “showcase”’ 
for their advertisements, for these 
reasons: 


@ Its improvements will multiply the 
almost daily use of the Dealer Products 
File by subscribers, and increase its 
already top circulation, 


e January publication will bring the 
Dealer Products File to dealers when 
they have a more than ordinary need 
for product information—at the be- 
ginning of the year when inventories 
are lower, and when dealer and con- 
tractor plans for the coming building 
season are firming into actual buying 
decisions. 

® The issue’s new earlier timing will 
enable manufacturers who are pre- 
paring printed product information 
for the NRLDA and NAHB shows, 
to also place the same catalogs in 
more than 20,000 dealer establishments 
at the nominal cost of Dealer Products 
File bulk insert rates, 


PUT THIS ISSUE ON YOUR 1957 AD 
SCHEDULE NOW. And be sure to re- 
serve enough space to adequately cata- 
log your products in this essential 
dealer directory. For specific details 
write American Lumberman. 


pant tanta 
—<. REMEMBER 
Jy? NEW PUBLICATION DATE: oa 
January 21, 1957 vi 


DEADLINE FOR ADVERTISEMENTS: ; 
December 21, 1956 , 
PAS CPertemcenamecorenernn™ 


American 
Lumberman 


& Building Products Merchandiser 


‘. ey 
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139 N. CLARK ST., CHICAGO 2, ILL. 


FORUM .. 


continued from p. 118 


ing in the field first, followed by 
home office training, has proved 
most productive for us. 


Sometimes. . 


District managers can hire, 
but factory is good source, too 


By D. G. Black 
Vice-President in 
Charge of Sales 
Syntron C 


Homer City 


= The Syntron Co. looks to three 
sources of supply for salesmen to 
maintain and expand its field sales 
organization. 

We have 32 sales districts oper- 
ating some 54 district offices. 

Each district manager is author- 
ized to employ salesmen in the 
field. The advantage is their pos- 
sible acquaintance with some sales- 
man who has been called to their 
attention as a producer and who is 
ambitious to increase his earnings, 
and who consequently can be em- 
ployed away from less lucrative 
work to a position in our organi- 
zation. 

This sets up a supply of men who 
are experienced in selling and who 
may even be experienced in selling 
equipment similar to ours, but most- 
ly men who can be adapted to our 
purpose with a minimum of effort 
and without having to be trans- 
ferred from one district with which 
they may be familiar to another 
district with which they may be 
totally unfamiliar. 

Our second source of potential 
salesmen is the young men in our 
own factory organization, and par- 
ticularly, our engineering organi- 
zation, who show signs of having 
sales ability. The advantage of this 
group if that they are thoroughly 
familiar with our various products, 
both from a manufacturing view- 
point and from an engineering and 
designing viewpoint, which leaves 
only sales training as a problem 


Our other source of supply for 
salesmen is the employment agen- 
cies in nearby large cities (plus, of 
course, the men who approach the 
company from their contact with 
ur products). 

All salesmen are trained at our 
two manufacturing plants at Homer 
City and Blairsville, and ‘at the 
general office at Homer City. 

This training course is in charge 
of the assistant general sales man- 
ager and has been worked out over 
a long period of years. It consists 
of study and shop practice. 

At first, each product of the com- 
pany is studied; the salesman actu- 
ally is required to assist in the as- 
sembly and test of that product in 
the factory, and then is called to 
answer a catechism or test of his 
knowledge about that product. 

The test is based on questions 
that have been asked the sales 
management over the years’ by 
customers, by salesmen, by engi- 
neers, etc. and covers a_ whole 
range of why there is such a prod- 
uct manufactured, what industries 
and markets it can be sold to, how 
it is manufactured and designed, 
and what the advantages of that 
equipment can be to a buyer. 

Inasmuch as we build a number 
of different products, this training 
course must, of necessity, last two 
or three months, in spite of the 
concentrated. plan of study and 
practice; however, when the sales- 
man leaves the course, he is pretty 
familiar with the why, where, and 
what for of the product. 

The salesman then either returns 
to his home district or is assigned 
to a district as a trainee salesman 

the degree of trainee being de- 
termined, of course, by his past 
experience and age and whether he 
is an older, more _ experienced 
salesman, or a young, inexperi- 
enced newcomer to the sales field. 

Each man is equipped with a 
sales manual worked up over many 
past years, with complete sections 
on each individual line of prod- 
ucts and, of course, each model of 
those products, including technical, 
sales and price information. 

He also is equipped with a 
manual of case histories on the dif- 
ferent products arranged by indus- 
tries so that if he receives an in- 
quiry from and is about to call on a 

Continued on page 122 





How to tell which half# of your 
advertising 


Supposedly it was John Wanamaker who said, when 
he was told that half his advertising was wasted, “Of 
course, but I don’t know which half.” 


He expressed a state of mind which is fairly wide- 
spread: a basic belief in the power of advertising, com- 
bined with a nagging doubt about the efficiency of 
one’s own advertising — and an uncomfortable helpless- 


ness about correcting the real or supposed deficiency. 


Sometimes this uncertainty is merely the result of 
a mistaken belief that advertising should, all by itself, 
perform sales miracles. But all too often it is founded 


on fact. 


There ¢s unnecessary waste in advertising, and there 
is unnecessary confusion about exactly where that 
waste is. Actually, however, it is not at all difficult to 
tell which half of your advertising is wasted. Or which 


25%, or which 75%. 


All you have to do is take a hard and realistic look 
at your advertising program—2in relation to the total 
marketing job. If you look at it closely enough and ob- 
jectively enough—in the light of sales objectives, or 
the lack of them — the waste will be obvious. That part 


of vour advertising is wasted which is: 


—nolaimed at clearly detined and reasonably attain- 


able objectives 
—not built on sound and current market facts 


—not planned and written as part of an over-all 


marketing plan 


—nol coordinated with every other selling tool 


you use 


As an advertising agency, we do not believe in 
advertising for its own sake, or in advertising without 
an objective. We do believe that advertising is no 
more or less than one of several very important and 


potentially powerful tools of marketing. 


Out of that philosophy has grown a method of ap- 
proaching client problems which goes a long way to 
insure that every advertising dollar not only works 
hard, but works in close teamwork with every other 


sales dollar. 


We are told that the Marsteller-Rickard Method is 
unusual. We are inclined to think that the method 
itself is not as unusual as the fact that we not only talk 
about it—we use it. Consistently, and with good re- 
sults. It has been published in booklet form and we 


will be happy to send you a copy. 


areleller. Lickard, 
Gebhardt a Keed, Inc 
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Your 5 Best Reasons for 
reserving space now in 
April AMERICAN BuILDER 


Distributed by paid subscription only 


to 108,864 (six months average) light 
construction men... with more sub- 
scribers than any other magazine in 
the market. 


Used many times daily by your best 
building customers and prospects, 
every working day of the year... when 
planning, building and buying. 


Seven big technical sections. . 

(1) Structural Materials (2) Doors, 
Windows, Millwork, Floor & Wall 
Finishes (3) Hardware & Building 
Specialties (4) Appliances, Electrical, 
Heating & Cooling, Plumbing (5) 
Tools & Construction Equipment (6) 
Management & Business Reference— 
Prefabrication (7) Classified Buying 
Guide of Products & Equipment. 


Completely flexible to the advertiser’s 
needs. You may use Classified Dis- 
play, pages, inserts or your entire 
catalog... any or all spotted precisely 
in the sections where your advertising 
will do you the most good. 


This is low-cost, long-life adver- 
tising. No increase over the regular 
AMERICAN BUILDER rates. In fact 
—reductions on furnished inserts of 
two pages or more. Closing Feb. 25th. 


April 
AMERICAN 
BUILDER 


Directory Issue 


SIMMONS-BOARDMAN 
30 Church St., New York 7, N.Y. (ABC-ABP) 
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company manufacturing glass, for 
instance, he can review the case 
histories of glass 
that use this particular Syntron 
product or products and go into 
them prepared to talk intelligently 
about our products and how they 
can be used by that particular in- 
dustry to advantage as witnessed 
by the case histories on other com- 
panies in the same industry. 


manufacturers 


If it's sales engineers you 
want, hire them at HQ 


By Peter F. Hurst 
President 
Aeroquir 
Jackson, Mich 
# In the Aeroquip organization, 
salesmen are better called sales en- 
gineers. Their training and _ back- 
ground are highly specialized and 
directed toward rendering engi- 
neering service to our customers. 
We have found it best to select 
candidates with proper aptitudes 
and potential, sometimes starting 
them out in the sales order depart- 
ment to have them become famil- 
iar with the organization and our 
products. In every case, however, 
they are assigned for a period to 
the engineering laboratory to learn 
first-hand what test facilities are 
used to determine the performance 
characteristics of our products. 
Then follows a period during 
which they are assigned to the field 
service engineering department to 
participate in actual installations. 
As openings occur, we draw from 
these service engineers to assign 
them territories as junior sales 
engineers, usually under the super- 
vision of a senior sales engineer. 
Obviously, it would not be feasi- 
ble to have regional sales manag- 
ers, or senior sales engineers, hire 
salesmen and obtain the desired 


results. 


Yes. . 


Branch better able to hire 
men familiar with local scene 


By John C. Tooker 
President 
Reo Motors, Ine. 


Lansing, Mich. 


#® Salesmen are hired by our 
branch managers after approval by 
our regional managers. The num- 
ber of salesmen or any increase or 
decrease is authorized by the home 
office. The reasons behind this pol- 
icy are: over-all control by the 
home office is for compliance with 
budgeted cost determined by indi- 
vidual branch market potential, 
and the actual hiring is done local- 
ly for best selection of competent 
personnel familiar with the local 
market. 

In the past new salesmen were 
hired only if they could qualify as 
truck sales engineers, which meant 
at least five years of successful 
truck selling experience. Now, 
however, the shortage of such ex- 
perienced personnel has forced us 
to recently initiate a sales training 
program. By necessity, immediate 
needs are being met by field train- 
ing, but our long range needs will 
be filled from men who will under- 
go a thorough and lengthy factory 
sales training course. 


Home office can specialize 
more effectively in hiring 


By J. F. Lincoln 


® Our salesmen generally are 
hired here in Cleveland. The rea- 
son for this is that we can have the 
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Don’ 
let the . 
poor builder 


SCRATCH FOR THE 


give him your answer 









right when he needs it! 


The single most important factor in selling is timing. 
The one book that hits your best builder prospects 
when they are most inquisitive to know “who makes 
what”, and most receptive to your sales story— 
AMERICAN BUILDER’s APRIL DIRECTORY-— 
is in their hands, open, when they are actually 
planning—building—buying. 


It does this every day—because there are always 
builders in the mood to buy every day... and it goes 


SIMMONS-BOARDMAN - 





right on all year round. Better still, it calls only by 
privileged invitation... 108,864 (ABC) of America’s 
busiest building men ask for it, and pay to get it. This, 
incidentally, is more light construction buyers than you 
could get in Yankee Stadium or anywhere else. 


For your convenience, all the pertinent facts are briefed 


in the column across the page. Eye them thoughtfully 


. then buy yourself enough space to make.a real dent, 
here at building’s “Point-of-Purchase” 
5 


April AMERICAN BUILDER Directory Issue 


30 Church St., New York 7, N.Y. 


(ABC-ABP) 


Gas Heating is BIG 


1,300,000 Toe 
GAS HEATING SALES 





1,200,000 |- 





1,100,000 





[} ve acer Prenic tions 


1,000,000 | GE crus sues 


900,000 ; 





700,000 








1954 1955 1956 


Only GAS HEAT 
Completely Covers this 
Bonanza Industry for YOU! 


This is the only heating magazine 100% 
devoted to gas heating and water heating. 
If you manufacture gas-fired heating or 
water heating equipment, or accessories, 
parts, and materials for this field, GAS 
HEAT can give you 4-Way advertising 
coverage of these sales levels: 


Gas Heating Dealers — 


the retailers whose principal dollar vol- 
ume comes from the sale of gas heating 
equipment. Because they specialize, they 
want a magazine devoted to just one part 
of the heating field. Your part! 


Gas Heating Distributors 
& Jobbers: These are the whole- 


salers who do most of the gas heating 
supply work in their local markets. They 
are highly prejudiced in favor of the gas- 
fired equipment they sell and which rep- 
resents their livelihood. They are natur- 
ally much interested in GAS HEAT’s 
specialized advertising and editorial ma- 
terial. 


Gas Utility Heating Men 


want GAS HEAT to be biased in favor 
of gas as a fuel. They’re only interested 
in gas heating themselves, and want their 
local dealers to feel the same way. They 
don’t want their dealers distracted by 
editorial material suggesting ways to sell 
anything other than gas heating. They 
buy thousands of subscriptions a year to 
GAS HEAT for their local dealers. 


Gas Heating Manufac- 
turers generally derive their greatest 


income from just one type of equipment 
- gas-fired, or the parts and accessories 
used in gas heating installations. GAS 
HEAT’s editorial and advertising pages 
are their basic information-source. 
Gas leads all fuels in heat- 
ing sales . . . GAS HEAT 
leads all magazines in gas- 


fired heating advertising! 


2 West 45th St., New York 36, N. Y. 
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organization which is set up for 
that purpose do the job and I think 
do it more efficiently and with a 
greater knowledge of who is avail- 
able than could a branch manager. 

The training of these salesmen 
also is done at headquarters, be- 
cause here they have the oppor- 
tunity to see all of the equipment 
and to see it in operation under 
all conditions. This would not be 
true in a branch office. 

After all, the greatest job that 
we have is to have our men possess 
sufficient knowledge and ability so 
they can lead the customer in the 
direction he ought to go. In other 
words, they must be experts in the 
line so that they can be of actual 
help to the customer. 

We do not expect our salesmen 
to be peddlers. We expect that 
they are going to be sales engineers 
who can, because of their great 
knowledge, lead the customer in 
the direction he ought to go by 
their ability to show him what he 
should do and why. We think that 
is particularly true in connection 
with welding, because there is rel- 
atively little known of the most 
efficient method of applying weld- 
ing to manufacturing operations. 
Particularly is this true at the 
present time when there are some 
15,000,000 tons of gray iron castings 
being made every year. Of these 
certainly more than _ two-thirds 
should be redesigned as weldments, 
which if properly done would re- 
duce the cost by an average of at 
least half of the casting cost. 


Yes. . 


Uses manufacturers’ agents, 
who hire own salesmen 


By R. F. Onsrud 
President 
Onsrud Machine 


Works, Inc. 


® Our sales heads are picked from 
within our own organization. The 


sales specialization of our type of 
product has made it impossible to 
recruit salesmen or sales personnel 
from outside our organization. 
The sales organization as we 
is composed of sales rep- 
resentatives or manufacturers’ 
agents who hire their own sales- 
men. It is a sales department func- 
these 


know it, 


tion to educate and train 
people to present our equipment to 
the trade. The specialized training 
required is performed in the field 
as well as the home office. To 
achieve this type of program, it is 
necessary to have qualified district 
sales engineers visit and educate 
the representatives within an as- 
signed territory throughout the 
country and foreign countries. 

The difficulty in this type of an 
organization presents itself in the 
fact that most representatives also 
promote the sale of compatible 
equipment and do not concentrate 
on our product alone. 

Training of our sales personnel 
is best done in the field where di- 
rect office contact and on the job 
problems are easily discussed. This 
promotes a_ better understanding 
between the customer and the sell- 
ing organization. In addition, we 
depend upon direct mailing of 
technical information, movies, prod- 
uct evaluation, and _ production 
figures and case histories. * 





VIagnesium 


erly By BROOKS & PEAKING. 


- 
Space ad . . Brooks & Perkins, Detroit, 
used this cover illustration on company 
publication to proclaim that it has been 
picked to build magnesium body of U. 
S. Navy’s earth satellite. 





THE TIME READER as seen by 





HOBBYIST 


MAN OF EDUCATION 


COMMUNITY LEADER 


GOOD PROVIDER 


*TIME’s readership is the biggest concentrated audience of 
best customers and influential people in the United States 
today. Nevertheless, George Price exaggerates ...not every 
TIME reader is a Phi Beta Kappa. 
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Advertising Volume 





in Business Papers 


September/volume 5.1% (in pages) over 1955 


1956 1955 page change 





8,249 + 1,886 


/ 


Total 44,823 42,651 
(in pages) over 1955 
1956 1955 


Year to Date/volume 6.6% 
page change 





- 16,46 


’ NN? 
LU, 3. U,U 


361,557 339,296 


pages to date 
1956 1955 


September pages 


Industrial group 1956 1955 


Industrial 


group 


5.1% imcrease reported 

for September, 1956 

® Advertising volume in business 
papers gained 5.1% (2,172 pages) in 
September, 1956, over the same 
month last year, according to some 
305 publications reporting to INDUS- 
TRIAL MARKETING. For the first nine 
months of 1956, a gain of 6.6% 
(22,261 pages) was shown. 

An increase of 6.7% (1,886 pages) 
for the month was shown by in- 
dustrial publications and 7.3% 
(16,460 pages) for the year to date. 
Trade papers dropped 2.4% (153 
pages) for the month, but retained 
an increase for the first nine months 
of the year — 2.8% (1,454 pages). 

Product news papers gained 5.7% 
(190 units) for the month, and 
7.8% (2,136 units) for the year to 
date. Class publications were up 
8.3% (276 pages) in September and 
7.7% (1,953 pages) the first 
nine months of 1956. The group of 
export publications showed a loss of 
2.1% (27 pages) in September, 1956, 
but held on to a 2.6% increase (258 
pages) for the first nine months of 
1956 


for 


pages to date 
1956 1955 


September pages 
1956 1955 





A Dicest 


n 


Aeronautical Review 


Engineering 
Heating & 


Air Conditioning 
Ventilating 

Air Force” 

Aviation (bi-w. 

Brewer 

Builder 

City 

Gas Journal 

Machinist (bi-w.)' 


American 
American 
American 
American 
American 
American 
American Printer 
Analytical Chemistry 
Appliance Manufacturer 
Architectural Forum 
Architectural Record® 
Automotive Industries 
Aviation Age 
Aviation Week 

Bakers Weekly 
Baking Industry (bi-w 
Bedding 

Better Roads 
Boxboard Containers 
Brewers’ Digest 
Brick & Clay Record 
Bus Transportation 
Butane-Propane News 
& Freezer (bi-w 
Industry 

& Engineering 
Engineering 
Engineering 
Shemical Processing 
Chemical Week 
Civil Engineering 
Coal Age 
Combustion 
Commercial Car 
(bi-w. 


~S 
oo FF 
IDA aNGS 


(semi-mo. 


>< 


t 


IN WoO & 


Sanner 
Ceramic 
Chemical 
Chemical 

Shemical 


News 


Pr 7-7 
rrogress 


Construction 


126 / industrial Marketing 


Bulletin 


Digest (bi-v 


(bi-w.) 


Equipment 


Methods 


1 Engineering 


~ Tq tht 
Ligf 


News 
Power 


-rogress 


vonstruction 


Engineering 


x1 
al 


sal South 


West 


sal World (w.) 


ronic 


‘; 


ronic Design (semi-mo.)”” 


Equipment 
Industries” 


Mining 


News-Reeord 


Engineer 


fanagement & Mntce 


tainers & Par 


=ngineering”™ 


Jwner 
Engineering 


Packer 


Processing 


(semi-mo. 


(9x12) 


& Power 


Manufacturing 


1994 
1892 
1755 
1016 
1447 
786 
614 
394 


2193 
2246 
203 2068 
12S l 1220 
192 1S 1613 
{ 931 
697 
640 


* *228 
**242 


208 


1342 
590 
2223 
412 
417 
826 
1271 
1086 
1528 
1483 
674 
2268 
529 
816 
3535 
1160 
474 
925 
3540 
1482 
3410 


1578 
989 
2554 
489 
486 
923 
1456 
16S € 1142 
(bi-w.) 172 ] 1510 
& Mntce. 323 1532 
845 
2315 
595 
827 
3514 
1757 
658 
971 
3826 
1588 
3628 
388 
2241 


imma] 
(w.) 


i) 
— Ww 
wo 
No 


Orr Ira 


930 
560 
481 
1297 
118] 
170 
846 


ea on page 


ou 0 
3 


INOA®w®O 
OO 


HNO OH 


J 
Nw 
310 


+e) 





use the design 


publication 





to help you sell a 
the OEM marker 


Product designers are busier than ever keeping ahead of 
their competition, which makes it more important than 
ever that they keep up with new developments in the 
Original Equipment Market. More news to keep up with 
... less time to do it in. These are conditions that make 
PD&D more important than ever, for PD&D was designed 
as a news service to save readers’ time. For instance: 


wide range of editorial coverage on new and improved 
components and materials; progress reports on practi- 
cal use of recent developments; engineering laboratory 
equipment; new literature. 


quick identification of the product, service, or literature 


During the past year an average of 5,730 men sent in 
an average of 30,000 inquiries per month. More than 
half of these referred to advertisements—tangible evi- 
dence of advertising readership. 


Send for PD&D’s Market and Media Facts which in- 
cludes data prepared in accordance with NIAA recom- 
mended form: market, circulation, readership, editorial, 
rates and specifications, current data. 


data in brief 


Circulation, BPA, 34,216 individually addressed copies. 
Cost, flat rate of $200 per 1/9th page unit. Sold only in 
1/9th and 2/9th page units to protect readers and adver- 
tisers. Advertisers can buy as many separate units as 
they need. 


that was designed 





described — illustrated whenever feasible. 

condensed items on what’s new, how it works, where to 
get it— including name of individual and telephone num- 
ber, when available. 

condensed ads Standard 1/9th and 2/9th page sizes put 
emphasis on facts. Makes it easier for the reader to find 


what he wants. 


reader-service cards help design engineers get additional 
information. 


tabloid style for fast reading. 


average number of 
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Product Design & Development 


PUBLISHED BY FRANKLIN H. JOHNSON, INC. 

216 East 49th Street, New York 17, N. Y. « MUrray Hill 8-3493 
representatives: 

New England + Cleveland + Detroit + Chicago + San Francisco + Los Angeles 
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How Esso 
Teamwork 
Establishes 
New Concept in 
Oil Marketing 





STANLEY C. HOPE, President of Esso Standard Oil Company, says: 

“Gold is where you find it, we are often told, but modern industry 
knows that one of the best places to look for it is in the field of new 
and progressive ideas. Our company recently abandoned a gasoline mar 
keting system that had become traditional in the petroleum business 
Our research and our new ideas indicated to us that the power needs of 
millions of American motorists require a choice from three high-quality 
gasolines—rather than the traditional two grades. 

“Such a development is not the accomplishment of any one individual 
any one department. It requires a full interchange of ideas—the use of 
the skills and knowledge of many—in research, product development, 
processing . . . and in marketing and at the retail level. 

“Many of these men and women count on their business magazines 
to help stimulate the highly necessary interchange of thinking that is 
the life-blood of progress in our industry.” 





81,962 key people m the Petroleum Industry 


subscribe to one or more McGraw-Hill magazines 


As Mr. Hope and other leaders have pointed out 
many times—to ensure sufficient supplies and the 
quality products needed in the future, the petroleum 
industry must constantly continue to improve its 
operations. As in every industry, this comes about 
through research and technology, the introduction of 
new and better products, and through new and more 
efficient marketing methods. 

Each such advance in industry produces significant 
news for business and technical people everywhere. 
At Esso Standard Oil Company and its afhliates, hun- 
dreds of key people read McGraw-Hill magazines to 
help keep them abreast of fast-breaking business and 


technological developments. 

To report progress in business and industry, to 
facilitate the interchange of thinking, McGraw-Hill 
employs 485 full-time editors. They travel more than 
three million miles yearly out of 15 domestic and 11 
foreign offices. This on-the-spot coverage builds and 
maintains the editorial leadership of McGraw-Hill 
publications. It is the reason why these magazines 
reach the alert, responsive and action-taking men 
who control millions in industrial purchasing power. 

And that, in turn, is why your advertising in 
McGraw-Hill magazines makes your selling activi- 
ties more productive. 





("] MORE ADVERTISING HERE MEANS 
MORE SALES TIME HERE 





YOUR ADVERTISING WORKS 
WITH YOUR SALESMEN 
TO MAKE EVERY MINUTE 
PRODUCE MORE FOR YOU 


It takes the specialized skills and face-to-face selling by your salesmen 
calling on business and industry to get the orders. Yet these orders 
are the end result of numerous sales contacts with the men who take 
part in buying decisions. Many of these steps to sales can be taken 
faster, more economically, by Business Publication Advertising. 





When you mechanize your selling through the use of Business 
Publication Advertising, you are telling all your prospects what your 
product can do for them. You are saving time for your salesmen. 
You relieve them —at pennies per call—of the many preliminary 
steps that must be taken along the way to a firm order. Every min- 
ute of their working day becomes more productive, because they 
are free to concentrate this valuable time in discussing product 


applications and in closing sales. And you help keep the favorable 


selling “climate” that leads to future sales. 


N oa * 
VieGraw-Hill 
PUBLISHING COMPANY. INC. 

330 West 42nd Street, New York 36, N. Y. 


HEADQUARTERS FOR BUSINESS INFORMATION 
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What's New in Home Economics 141 


*540 


149 
98 
54 


148 
131 


2556 
526 
499 
554 
835 
688 

2414 
357 


340 
442 
889 
550 
526 
288 
1259 
316 


3844 
1660 

792 
1523 


2780 
1149 
844 
286 


1037 
519 


2270 
450 
525 
513 
784 
720 

2192 
257 


267 
382 
836 
443 
492 
286 
1123 
208 


3231 
1679 

717 
1520 


2757 
1152 
852 
269 


1062 
533 





Total . 3,611 


3,335 27,473 25,520 


pages to date 
1956 1955 


September pages 
Export group 1956 1955 


Agricultura de las Americas 54 52 388 356 
American Automobile 85 84 603 
American Exporter (2 editions) 131 149 1344 
American Exporter Industrial 

(2 editions) 141 140 } 1228 
Automotive World (2 editions) 60 68 533 
Automovil Americano 107 105 ‘ 712 
Caminos y Construccion Pesada 31 26 y 237 
Embotellador (bi-mo.) 45 42 2 216 
Farmaceutico 45 47 281 
Hacienda (2 editions) 103 915 
El Hospital 17 1S 7 128 
Ingenieria Internacional 

Construccion 7 79 29 467 
Ingenieria Internacional Industria 63 66 530 
Management Digest — Latin 

American Edition 17 24 169 172 
Management Digest — 

Overseas Edition 27 30 22 222 
Petroleo Interamericano 69 60 75 494 
Pharmacy International 24 24 5 154 
Revista Aerea Latinoamericana 15 12 2 116 
Revista Industrial 11 9 134 
Spanish Oral Hygiene 

(4 5/16x7 3/16) 25 30 257 
Textiles Panamericanos 36 37 336 
World Construction 25 47 2 176 
World Mining 69 53 : 464 


Total 1,275 1,302 10,333 10,075 
The above figures include classified and display advertising. 
Unless otherwise noted, all publications are monthlies and have 
standard 7x10 inch advertising page. 
§Includes special issue 
"Estimated 
*Two issues 
*Three issues 
‘Four issues 
"Five issues 
|||Does not include advertising in speeial Western section 





*Air Force . . Sept., 1955, figure was anniversary issue, published 
in Aug. of this year. 

"American Machinist . . 1955 year to date total includes 586 
pages in Machine Tool Show issue which did not run in 1956. 
*Architectural Record . . 1956 year to date total dees not include 
159 pages in special mid-May issue. 

*Diesel Progress . . carries special 7x10" “junier page” units 
reported as pages and the year to date totals include pages in 
the Diesel Engine Catalog, published in June—l00 pages in 
1956 and 83 pages in 1955. 

“Electronic Design . . seven month total, 1956, was incorrectly 
reported in Aug. issue. Should have been 1,342 pages. 
"Electronic Industries . . included for the first time this month. 
“Finish . . Feb., 1955, issue carried a special 68-page automotive 
section (including 36 pages of advertising) which was not re- 
peated in 1956. 

“Fire Engineering . . 
not a special issue. 
“Iron Age .. 1955 year to date total includes a special 53rd 
issue not repeated in 1956. 

“Machinery . . Sept., 1955 and 1955 year to date total include 
Machine Tool Show issue which did not run in 1956. This was 
not a 13th issue. 

“Manufacturers Record . . Sept., 1955 issue included a special 
feature in the regular issue, and the 1956 year to date total in- 
cludes 65 pages in the Blue Book Directery, issued in May, 1956 
as a 13th issue, published for the first time in 1956. 

“Railway Age .. Sept., 1955 and 1955 year to date totel includes 
90 pages run in three Mechanical Daily Editions, and Sept., 1956 
and 1956 year to date include “special” Centennial issue carry- 
ing 280 pages of advertising. 

“Water & Sewage Works .. eight month total, 1956, 
reported in Sept. issue. Should have been 592 pages. 
“Western Machinery & Steel World . . July, 1956, and year to 
date, 1956, figures as reported in August issue, included a special 
issue. 

"Woodworking Digest . . 1956 year to date total includes 298 
pages run in Hitchcock’s Woodworking Directory. 

“Contractor . . Aug. figures were incorrectly reported in Sept. 
issue. Should have been: Aug., 1956: 26 pages; Aug., 1955: 26 
pages; 8 mos. total, 1956: 264 pages; 8 mos. total, 1955: 217 
pages. 


Sept., 1955, issue was a convention issue, 


incorrectly 
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“‘..0Ur business paper advertising comes 


Ray T. Gutz is Merchandising Manager for True 


Temper Corporation—the first concern in this 


country to manufacture steel agricultural tools. 


This company also boasts one of the nation’s old- 


est trade names still in use—the name True 
Temper was adopted in 1830. Mr. Gutz is 


responsible for the advertising and sales promo- 


tion of the several thousand items manufactured 
by True Temper. We spent several pleasant and 
enlightening hours the other afternoon chatting 


with Mr. Gutz about the role which business 


papers play in his advertising and sales promo- 


tion activities. Here are the highlights of our 


discussion: 


Q Just how would you describe the 
activities of True Temper Corporation? 


A Primarily we are fabricators of steel 
products, and for the most part we 
forge tools. However, we also manufac- 
ture many products using nonferrous 
metals, fiber glass and wood. 


Q Do you group your products under 
one or several classifications? 


A This corporation has three major 
divisions—Hardware, Sporting Goods, 
and Industrial Tools, including special 
products for railroads. We are the 
country’s leading manufacturer of ham- 
mers, hatchets and axes and one of the 
largest manufacturers of garden, lawn and 
farm tools, including shovels, shears, 
grass and weed tools. I think it’s safe to 
say there isn’t a single hardware store in 
the country that doesn’t stock some True 
Temper product. In the sporting goods 
field we were one of the first to manu- 
facture steel fishing rods, and today we 
are unquestionably the largest manufac- 
turer of steel golf shafts. 

Q When did True Temper first advertise? 
A In one form or another, we’ve been 
advertising since the early 1900's, 
although not very aggressively or con- 
sistently until recent years. 

Q When did you first use business 
papers? 

A We had a limited schedule of about 
half a dozen pages a year when I first 


came here in 1949, Today, because of 


the rapid growth in importance and 
quality of business papers, our trade 
advertising now far exceeds our con- 
sumer. We are now using the 15 to 20 
publications covering the fields served 
by our three divisions, and often run 
four or five different ads in one issue. 
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Q Have you created any advertising 
"firsts’’ or outstanding campaigns? 


A Well, yes—we believe our “Tulip 
Time” promotion, which signals to 
wholesalers and retailers that ‘‘Tulip 
Time” inspires “Tool-Up Time”—is 
unique in the garden tool field. It has 
most certainly been successful. We use 
the business publications to announce 
our complete promotion package, which 
includes material for wholesaler partici- 
pation as well as dealer material for 
follow-up use. 


Q Can you cite specific examples of 
direct benefits derived through use of 
business publications? 


Al certainly can! Every year for the 
past three years, our ““Tulip Time” pro- 
motion program has increased in dealer 
participation. Last year, over 10,000 
dealers wrote to True Temper or our 
distributors for the merchandising kit 
offered in our advertisements. 


Q Do you concentrate your business 
paper advertising on seasonal efforts? 


A No, we do not. We believe in con- 
sistent advertising—for two reasons: (1) 
we believe in keeping the True Temper 
name alive throughout the year; (2) 
because of the nature of our products, 
our dealers must be constantly stocked 
—tools and sports equipment are most 
in demand during the spring and sum- 
mer, but there’s a steady call for these 
and other products the year round. 
Many of our products are useful as gifts 
for birthdays, Christmas and other 
occasions. 


Q How would you describe the role of 
the business press? 


A in my opinion a business publication 
must reflect in its editorial pages know- 
how and authoritativeness in the field in 
which the reader earns his living. This 
is a fast-moving world, growing more 
specialized every day. A business publi- 
cation which can tell the experienced 
reader something new, such as a new 
technique or application, in issue after 
issue grows to be a vital necessity in the 
reader’s efforts to become a successful 
businessman. Publications which achieve 
this provide us with an audience as 
interested in our ads—and with as much 
confidence in them—as in the editorial 
content. 


Q You do believe, then, that business 
publications are well read. That is, the 
editorial pages and the advertisements, 
too? 


A I know from my many visits to the 
various outlets of our divisions that 
business publications are widely read— 
both the editorial sections and the 
advertising This is true as far as all three 
divisions are concerned, but particularly 
the hardware and sports. Valuable mer- 
chandising and marketing ideas sug- 
gested from time to time crop up in use, 
and it appears to make little difference 
whether they appear editorially or in 
our advertisements. 


Q You feel, then, that business publica- 
tions are meeting their responsibilities? 


Al certainly do—and I feel that the 
business papers in the hardware field 
have done a particularly big job for us. 





When I think back as a kid 20 years ago, 
and reflect on how the majority of hard- 
ware stores operated then, and see the 
stores of today, with their vastly superior 
inventory control systems, store layouts, 
time and money-saving distribution of 
merchandise, departmentalization, and 
intelligent placing of displays, I am 
constantly amazed and gratified. I think 
even the most aggressive and successful 
hardware man would admit that publi- 
cations in his field have been a tremen- 
dous help in providing him with ideas 
and inspiration. 


Q Do you use the task method fo deter- 
mine advertising appropriations, or do 
you assign a fixed budget to each prod- 
uct in advance? 


A Well, in most cases, we use the task 
method; that is, we come to an agree- 
ment as to what we feel our problem is, 
decide what appears to be the most 
effective way of meeting or solving it, 
then determine what the cost will be. 
Like any other business, we then weigh 
the potential sales response against the 
cost of doing what we believe will be an 
effective advertising campaign before 
launching a given campaign. In every case 
our business paper advertising comes 
first in planning a sales campaign. 


Q Then you have separate campaigns 
for your many principal products? 


A Not exactly. A given advertisement 
will naturally have a major product 
theme. But since we make products of 
interest to most men, women and 
children in the country, we do derive a 
collateral value in addition every time 
we advertise without detracting from the 
force of the main theme. After all, even 
in our Railroad Division ads, we are still 
talking to people who buy and use 
hammers, axes, garden tools and golf 
clubs. And in our golf shaft advertising 
we mention the fact that we are leading 
manufacturers of these items. 


Q Just what is your advertising phil- 
osophy, and how do business publi- 
cations fit into it? 


A Most of our products cannot be sold 
by advertising alone, but the majority 
of our pofential customers might buy 
another, or a poorer brand, if we didn’t 
advertise. Our consumer advertising 
reminds the consumer of the need for 
our product and the wisdom of buying 
one of established quality. Our trade 
advertising provides constant admoni- 
tion to salesmen—from the wholesaler 
to the retail level—never to forget that 
the sale of a top-quality product, fairly 


priced, means a satisfied customer, plus 
possibly repeat business. Consequently, 
our trade advertising not only inspires 
a loyalty for True Temper in the sales- 
man on the firing line, but keeps his 
supply lines alive and healthy. 


Q Do you merchandise your advertising 
to your salesmen? 


A We certainly do, and we do the job 
in several ways. First of all, our salesmen 
are given proofs of our advertisements in 
advance of publication. They are then 
discussed in detail at sales meetings, and 
the salesmen carry with them a loose- 
leaf book which contains all current 


proofs. Similar books are given to our 
dealer servicemen. Then we add to this 
effort by mailing proofs direct to all our 
distributors and offering reprints for 
their own salesmen; and in many cases 
proofs of our advertisements are also 
mailed direct to thousands of retailers 
all over America. 


Q Do you have any further comments 
to make on business publication adver- 
tising? 


A well, only to elaborate that, although 
we know advertising of itself alone can’t 
sell our products—it takes personal sales- 
manship to do that—we have found in 
the past few years, through expanded 
media, that advertising in business 
publications is indispensable in achiev- 
ing maximum results from our promo- 
tional expenditures. 





Through the use of business publications you are able to communicate with 
your customers and prospective customers in an atmosphere that is natural 
to them and most productive for you. In this respect, today’s responsible 
business publications serve a purpose unduplicated by any other selling force. 


Chilton publications cover their chosen fields with an editorial excellence and 
a strict control of circulation that assure confidence on the part of readers 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


and advertisers. 


CHILTON PUBLICATIONS: Department Store Economist *« Hardware Age 
The Iron Age + Jewelers’ Circular-Keystone « Distribution Age » Motor Age 
Automotive Industries « Optical Journal and Review of Optometry « Spectator 
Commercial] Car Journal + Boot and Shoe Recorder + Hardware World 


Gas « Electronic Industries 


Butane-Propane News + Book Division 
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By Edgar W. Bolles 
Advertising & Sales Promotion 
Micrometrical Mfg. Co. 

Ann Arbor, Mich. 


™ Research starts—and too often 
stops—in the engineering depart- 
ment. 

That's because nearly all com- 
panies agree that research on new 
or better products is great. But 
opinion is not nearly so unanimous 
when it comes to such things as 
marketing and advertising research. 

Our research has not remained in 
the engineering department as so 
often happens in the small company, 
but has expanded into other areas, 
including that of marketing, a 
heading under which we have in- 
cluded advertising, sales and sales 
promotion. 

It was in this area, a few years 
ago, that we began a concentrated 
program for improvement. Realizing 
a need for better integration for our 
advertising program, with that of 
sales, research and production, we 
decided to outline our objectives 
and organize the work into a simple 
and effective pattern. 

Because our products—surface 
roughness measuring equipment— 

Continued on page 136 
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Are my ads 
any good? 


Here’s one who says he’s found a way fo find 
the answer. . and his system leads to 
oe better integration of all marketing 


+) Every adman asks himself that question. 
—~ 
fe!) 
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1, Form shows inquiries from publication’s reader service depart- 
ment (columns marked “P”) and direct from ad ("D”). 
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PUBLICATION. 


MONTHLY INQUIRY RECORD 


MONTH 





2. This form shows inquiries received during year from insertion 
in one issue of a particular publication. 


PACKAGED 


for complete coverage of the 


INSTRUMENTATION 
CONTROL MARKET 


Three publications of the Instruments Publishing Company cover all aspects 





of instrumentation application for industry, research and the military 





seesssacecncpssse so . 


Piss Se seer tanec 


INSTRUMENTS INSTRUMENTS and AUTOMATION — For over 25 years the only publication in the 
oeraaaiiie field published monthly to the primary market for instrumentation and automatic control 
products. INSTRUMENTS and AUTOMATION serves the men throughout industry whose main 
responsibility (regardless of title) is the specification, installation, maintenance and operation 
of industrial and scientific instrumentation and control equipment and systems. 


In the first half of 1956 (and throughout 1955) INSTRUMENTS and AUTOMATION led all 
other publications in the field in number of pages of advertising, and in number of advertisers. 
Despite competition (since mid-1954) paid advertising in INSTRUMENTS and AUTOMATION 
has steadily increased ... 1956 shows a 20% increase over 1955. 





INSTRUMENTS & APPARATUS NEWS — Published bi-monthly. Serves the thousands of 
men who comprise the secondary market for instrumentation and control equipment and 
components. Over 90,000 copies of each issue are distributed to the customers of equipment 
and component distributors throughout the United States. 


INSTRUMENTS & APPARATUS NEWS is the only product tabloid devoted to industrial and 
scientific instruments and electronic and mechanical components. Over 60,000 reader inquiries 
per issue make IAN the top product promoter in the country. 





Paid advertising in IAN also has shown a steady rise... from 914 units (tabloid 1/9th) in 
1954 to 1,194 units in 1955. So far, 1956 advertising volume is up 30% over 1955. 


MILITARY AUTOMATION — A new bi-monthly . . . will make its debut in February, 1957 
with a guaranteed circulation of 20,000 hand picked readers in government and industry. 
MILITARY AUTOMATION will appeal particularly to those who design, specify and apply 
electronic and control equipment and components for communications, radar, sonar, fire 
control, missiles, etc. 


King-size format assures top visibility for advertisers with position next to editorial at no extra 
charge. 


Closing date for first issue is January 1, 1957. 


Write for rates and more specific information. 


publications of | THE INSTRUMENTS PUBLISHING CO. 


845 Ridge Avenue @ Pittsburgh 12, Pa. @ Phone FAirfax 1-0161 
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IN PRODUCT DESIGN... 


It takes electrical engineering 


There’s a brand new technology changing the living habits of the nation! Float- 
on-air vacuums breeze through cleaning chores for the housewife . . . midget radios 
broadcast the big ball games to a perambulating public . . . talented office machines 
practically think for their operators. 


In back of all these new designs for living is the electrical engineer. He’s Johnny- 
on-the-spot when it comes to new methods, new materials, new products that 
help make tomorrow’s way of life come true today. In fact, you’ll find electrical 
engineers in almost every field of the future . . . from nuclear power to processing 
petroleum . . . construction to communications . . . mining to manufacturing. 


* 
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IN THE WHOLE ELECTRICAL FIELD... 


It takes ELECTRICAL ENGINEERING 
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to put electricity to work 


How do you reach all these electrical engineers? There’s only one magazine that 
talks to the entire electrical-electronic industry—ELECTRICAL ENGINEERING! 
With more circulation than any electrical utility magazine, and more circulation 
than any electrical design magazine, ELECTRICAL ENGINEERING reaches more 
electrical engineers than any other technical publication! 


More than 55,000 subscribers rely on ELECTRICAL ENGINEERING to keep them up- Only in ELECTRICAL ENGINEERING 
to-the-minute in a field that changes as you watch it... that doubles every ten will your advertising reach the whole 
years. They look to it for articles on the future of the industry . . . digests of pub- _—vital electrical-electronic market. 
lications . . . data on materials, components and equipment they specify. Can you afford to miss it? 


ELECTRICAL ENGINEERING has the largest 
circulation in the electrical-electronic field 


... larger than any utility magazine 


ELECTRICAL ENGINEERING 


MAGAZINE C 


MAGAZINE D 
Source SROS—Apr® 22, 1956 


6,000 12,000 18,000 24,000 


ELECTRICAL 
ENGINEERING 





PUBLISHED BY 
AMERICAN INSTITUTE 
OF ELECTRICAL ENGINEERS 


to put advertising to work ‘r:"\sc".." 
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ARE MY ADS GOOD?.. 
continued from p. 132 


are manufactured primarily for the 
metalworking industry, we decided 
we would get more for our adver- 
tising dollar if we confined our mar- 
keting activities to three definite 
media—industrial trade shows, space 
advertising and direct mail. We had 
been spending sizable amounts of 
money on the advertising and pro- 
motion of our products, but with 
very little information as to the 
actual effectiveness of our various 
programs. 

For a number of years we had 
been exhibiting our products at 
trade shows, at home and abroad, 
with fair results based on interest 
in our exhibit and orders received 
during the show. We were convinced 
of the value of promoting our prod- 
ucts in this manner, but had very 
few statistics upon which to base 
these convictions. 


No proof . . The same was true 
of our space advertising program. 
We felt that we were influencing a 
lot of people, but were unable to 
prove it. We felt that if we were 
able to prove such influence by 
tracing the initial inquiry to the 
actual sale, it would be the acid test 
upon which to make a decision in 
buying advertising space. 


s 
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Surface 
Surface 


PUBLICATIONS 
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BASIC WORK SHEET 


MONTH 














3. This form lists titles of persons making inquiries, shows how 


many men of each title inquired. 


In order to accomplish this, we 
designed a series of forms for re- 
cording inquiries. These forms were 
used for space advertising only. 

The form in Fig. 1 is designed to 
give a breakdown between those 
inquiries coming through the reader 
service department of the publica- 
tion and those coming direct from 
the readers of our advertisements. 
Some publishers distribute their 
books early. For example; the Janu- 
ary issue of a magazine may come 
out in December and inquiries re- 
sult before the first of the month. 
This is the reason for the column 
headed “Pre-date.” 

We discovered that inquiries from 
ads often drift in over a period of a 
year. To take care of this we de- 
signed the form illustrated in Fig. 


Surface 
More Pieces 


Truly 


2 (see page 132). A new form 
is used for each month and the 
number of inquiries recorded. 


Quality control . . Fig. 3 illustrates 
the form used in recording the 
quality of inquiries by publication. 
The titles of all individuals request- 
ing information are recorded here. 
This gives us an indication of the 
type of people, (top management, 
purchasing, engineering, inspection, 
etc.) reading the magazine. It also 
indicates to us the type of ad at- 
tracting these various people, and 
enables us to design our ads ac- 
cordingly. 

This information was condensed 
into chart form (Fig. 4) for com- 
parison purposes. The chart covers 
eight months, from January through 

Continued on page 140 


AUQUST TOTAL 


Wore Pieces 
You Can't 

Always Be- 
lieve Your 
on Surface 
Free Bullet 
on Surface 
How to Win 


Pree 


4. This chart provides month-by-month, publication-by-publication and ad-by-ad check, which can be a big help in evaluating all three 
of these factors. Among other things, it indicates that the summer months don’t bring a letdown in advertising impact. 


136 / Industrial Marketing 





A helpful analysis of the market coverage of aviation 
business magazines. 





Your own experience in selling the aviation market tells 
you that some job functions are more important in speci- 
fying and purchasing than others. To help you evaluate 
aviation business magazine coverage of important job 
functions in the manufacturing, air transport and military 
aviation markets, we have prepared this eight-page 


booklet. 


Easy-to-interpret graphs, based on audited circulation 
statements, define at a glance each publication’s circula- 
tion among the important management, engineering and 
design, production, maintenance, operations and purchas- 
ing functions. 


If you advertise or plan to advertise to the aviation 
market, you should be familiar with these facts. 








Other Aviation Marketing Aids Available! 


[ Technically Speaking. A 16-page folder analyzing the difference between busi- 
ness and technical management and the different information needs of each 
group. Indispensable for campaign planning. Free. . 


Aviation Advertising ““Workbook” . . . Starch-Rated Aviation Advertisements. 
A 72-page research report on more than 800 advertisements from AvIATION 
Ace. Some 400 high-scoring ads are reproduced . . . grouped into 17 product or 
service classifications for comparison. Starch ratings and inquiry ratings appear with 
each ad. Supplied at cost , . . $2.00 per copy. 
cd “Market Intelligence’ Newsletter. To help you keep abreast of aviation mar- 
keting developments, this newsletter is issued twice monthly. Available free 
to aviation sales and marketing executives. < oe 











| Check here for ‘‘The Aviation Market’’ Aviation Age 


> TEAR OUT COUPON + CHECK ITEMS DESIRED 
>< CLIP TO LETTERHEAD 
>< MAIL TODAY! 


Please enclose check for $2.00 when ordering the Aviation Advertising “Workbook.” 








NAME TITLE 





COMPANY. 





STREET. 





A CONOVER-MAST PUBLICATION 
CITY. ZONE STATE 205 East 42nd St., New York 17, N. Y. 
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FOR EXAMPLE... 








Zipper 
ever! ff iE 


B THE NEW MAGIC-TAB 
TALON ZIPPER => 








2,692-ton bridge “see-SOWs ” 











DONAHUE SALES CORP. 


(PACKAGED TALON ZIPPERS) 
uses businesspapers to get immediate 
distribution for a new product line 


OBJECTIVES: To achieve immediate 
national! distribution of the new packaged 
Magic-Tab Talon zipper among depart- 
ment and variety stores. 


SCHEDULE: Three-color spreads in five 
merchandising papers. 


RESULTS: “Not only was almost com- 
plete distribution achieved within sixty 
days, but hundreds of retailers sold out 
their initial shipments and were placing 
re-orders in a few weeks time.” 


AGENCY: McCann-Erickson, Inc. 


U.S. STEEL 


uses businesspapers to expand 
the market for a new product 


OBJECTIVES: To promote a new alloy 
steel with broad applications and to pave 
the sales path for a four-fold increase 
in steel-making capacity. 

SCHEDULE: B&W spreads in 3 business 
publications. 


RESULTS: “Sales have increased from 
100/150 to 900/1000 tons per month! 
“T-1”" Steel is being used in a large 
variety of applications, many of which 
even the developers did not envision.” 


AGENCY: Batten, Barton, Durstine & 
Osborn, Inc. 


CLARK EQUIPMENT CO. 


uses businesspapers to help their 
distributors beat a sales quota 


OBJECTIVES: To help the Construction 
Machinery Division achieve a sales goal 
of $20 million, compared with $12 million 
the year before...and to pull a sub- 
stantial number of qualified sales leads. 


SCHEDULE: B&W spreads in twenty-one 
business publications. 


RESULTS: “Exceeded sales goal by $12- 
million; 1,734 inquiries from advertising; 
$1,789,650 sales traced to persons who 
answered ads.” 


AGENCY: Marsteller, Rickard, Gebhardt 
& Reed, Inc. 





JUST OFF THE PRESS: Sixth edition of “Intensive Advertising”. This is a booklet 
that gets back to fundamentals...sets down the a-b-c’s of sound advertising...points the way to 
greater returns from your ad-investment. Originally written in 1910 by ex Canadian Mountie 
John E. Kennedy, it’s just as solid today as it was then. If you haven’t read it, you should. 
If you have, you'll find it good re-reading. In either case, it wili jog some of the basics back into 
perspective. Ask ABP—or an ABP member-paper in your field—for copies. 





Why are ABP papers the leaders in practically every field? 
product. They've got to be good for close to 3 million 








The big news in portable radios comes from Motorola! 
You'll find them on members of the Associated Business Publications... 
leading businesspapers working together to give their readers—and their 


advertisers—more for their money. ] | | F 











ea | ASSOCIATED 


support and up their market share 


OBJECTIVES: To increase Motorola’s 
share of the portable radio market...to 
establish product superiority in the minds 
of dealers, get them to sell its competitive 
advantages, and concentrate on Motorola 


in displays. 


SCHEDULE: B&W pages in merchandising 
papers. 

RESULTS: “During 1955, Motorola port- 
able sales increased 100% above the 
previous year. Share of industry sales 


increased 45%. 


AGENCY: Leo Burnett Co., Inc. 
Founded 1906 


205 East 42nd St, New York 17,N. ¥. © 201 North Wells St., Chicago 6, Ill. © 925 15th St., N. W., Washington 5, D. C. 





_ The answer's simple: you can’t keep selling a poor 
subscribers to pay $10 million-a-year to read them! 
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August. The survey was conducted 
in early September, as we were 
assembling data preparatory to the 
reviewing of our advertising pro- 
gram and the establishing of our 
budget for the new year. 

The top section of Fig. 4 (Group 
1) is designed to show the number 
of inquiries per publication, per 
ad, per month, as well as the total 
in each case. Each publication is 
designated by a different letter of 
the alphabet and the figures in the 
squares are the totals for each 
month. 

In Group 2 of Fig. 4 we have 
listed the total number of inquiries 
from each ad per month, while in 
Group 3, the figures appearing in 
the squares are the number of times 
the ad appeared in various publi- 
cations during the month. 


No summer doldrums . . It is 
interesting to note that certain ads, 
as indicated by the totals, attracted 
more inquiries than others during 
the same month and that contrary 
to popular opinion, the month of 
August proved to be a very good 
month, based on reader interest. 


For a ready evaluation of the 


Free Bulletin or | 4 
urfece Roughness A 


$41.18 





How te Win 
Arguments 








90% to 100% More 


Versatility 





You Can't Always | E 
Believe Your Senses | 








Truly Dependable 





Shop Tool 
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§S. This chart gets down to dollars-and-cents cases, by comparing cost per 


the various ads. 


pulling power of one ad over an- 
other, we arranged the various ads 
in sequence, listing the ad pulling 
the greatest number of inquiries 
first (as shown in Fig. 5). Each of 
seven ads has been given a letter 
designation from A through G. This 
chart also shows the number of 
times the ad was run, its rank in 
times run, the publications in which 
it appeared, the number of times 
the ad was run in each publication, 
the total cost of the insertions and 
the average cost per inquiry. 

As an evaluation of inquiry qual- 
ity, we compiled the information 
shown in Fig. 6. This information 
was taken from our tabulation of 
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6. Chart above compares publications’ readership of various media. It's a compilation of 


A 


data from Fig. 3 charts, showing what type of men make inquiries. 
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inquiry for 


titles, using the forms illustrated in 
Fig. 3. From this particular survey 
we discovered that inquiry quantity 
was not the only, and sometimes not 
the best way to evaluate the effec- 
tiveness of a given publication. 

We discovered that we were 
reaching the individuals interested 
in our products through publica- 
tions we had considered of little 
value up to this time. Others which 
we had held in high esteem were 
dropped from our advertising sched- 
ule because of factors readily dis- 
cernible from this survey. 

At this time we were handling all 
sales and service contacts through- 
out the the United States and Can- 
ada with our own staff of field rep- 
resentatives working out of Ann 
Arbor. From our salesmen’s call 
reports we learned the titles of the 
individuals influential in the pur- 
chase of our products. This was 
helpful in analyzing our chart shown 
in Fig. 6. Finding what publications 
were being read by the people we 
were interested in contacting, and 
the type of ad which would invite 
inquiries, was the first step in evalu- 
ating the effectiveness of our ad- 
vertising program. 


How to follow up . . Recording 
information on forms 1, 2, and 3 was 
the first step in processing inquiries. 
These forms then were checked 
against our customer files and sepa- 
rated into two categories — cus- 
tomers and non-customers. A per- 
sonal letter, (different in the case of 
a customer), a descriptive bulletin, 
and business reply card were mailed 
to each one within 24 hours. After 
30 days, if we had received no com- 











munication from them, we auto- 
matically followed up our original 
mailing with another letter, a new 
bulletin, and another business reply 
card. 

We continued this procedure, using 
a different letter and bulletin, at 
intervals of 90 days, six months and 
one year. If during this period we 
received a letter or the return of our 
business reply card, we immediately 
cleared our files and acted upon the 
request, whether it was for a visit 
from our salesman, for additional 
information or to remove the name 
from our mailing list. 

When a business reply card (Fig. 
7) was returned, indicating there 
was no further interest, we immedi- 
ately cleared our files. This method 
saved valuable time and materials 
involved in processing additional 
follow-up letters on prospects where 
no active interest existed. 
























Best foot forward .. We were 
extremely careful in wording our 
first letter and in choosing the bul- 












letin to accompany it. We felt, as 
our survey eventually proved, that 
the initial communication with a 
prospect is a very important one, 
and if properly handled, would save 
hours of work, later on. We kept an 
accurate tabulation of the number 
of letters mailed each month and 
the business reply cards returned. 
A 10 or 11% return was not un- 
common over a one-month period, 
reaching a high of 20% and a low 
of 3% in one month, the average 
falling between 5 and 6%. 

We attributed these excellent re- 
sults to a well integrated program 
of advertising and sales promotion. 
First, we had good qualified leads 
because of the publications in which 
we had purchased space. 

Secondly, we worked these leads 
through an organized follow-up pro- 
gram to sift out literature hunters 
from those with specific problems. 

When we had carried our pro- 
gram this far we wanted to go one 
step further in an attempt to de- 
termine what originated the order, 


noting any contributing factors in 
the sale. Therefore, when our rep- 
resentative made a call on a new 
prospect, he filled out a call report 
(Fig. 8). This form is in triplicate, 
with carbons for the second and 
third copies—the original going to 
the sales promotion department for 
follow-up, with copies for the order 
department and the representative. 

If a quotation was requested, the 
order department processed this im- 
mediately, sending along descriptive 
material covering the items quoted. 
At this point we were ready to set 
up a permanent file for copies of all 
correspondence, call reports, wires, 
memos of telephone conversations 
and any other pertinent information 
relative to the prospect’s interest in 
our products. 


Final follow-up . . After six 
months, if no order had material- 
ized, we would automatically send 
out a personal letter referring to 
our quotation and offering our serv- 
Whenever an order was re- 
Continued on page 144 
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7. Reply card goes out with letters following up inquiries. 
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9. Chart 





shows how orders are traced to media. 





8. Salesmen’s reports contain data essential for sales promotion. 
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You reach More architects and 


engineers MOFre economically 


in Architectural Record... 


' ee — 














me 


Terminal Building, Lambert—St. Louis 
Municipal Airport, St. Louis, Mo., 

first presented to architects and engineers 

in Architectural Record 

Architects: Hellmuth, Yamaski & Leinweber 
Photographer; Hedrich-Blessing. 


In the architectural field, one magazine, Architectural Record, offers building product advertisers 


... the largest architect circulation: 16,799 


... the largest engineer circulation: 9687 


... the largest combined architect 
and engineer circulation: 








Architectural Record’s largest—and most concentrated 
—circulation among the nation’s active architects and 
engineers results from: 

1. Exclusive editorial concentration on the working needs and 
interests of architects and engineers (a basic reason why 
architects and engineers have voted Architectural Record 
their preferred architectural magazine in 87 out of 94 reader- 
ship studies SPONSORED BY BUILDING PRODUCT MANU- 
FACTURERS AND ADVERTISING AGENCIES). 


2. Accurate circulation development among architects and 
engineers known to be active through daily Dodge Reports 
of building activity. 

Translating circulation into market coverage, statewide 
checks of Dodge Reports show that Architectural Record’s 
architect and engineer subscribers are responsible for 
planning over 85% of the total dollar value of all 


Se I 


At 

the lowest 
cost per 
page 

per 1,000 


26,400. .......... 422.89 


architect-planned building, non-residential and residen- 
tial, large and small. 

Circulation leadership, top verifiable market coverage and 
steady reader preference explain why in 1956—for the 
tenth consecutive year—more building product adver- 
tisers are placing more advertising pages in Architectural 
Record than in any other architectural magazine.* 

*In the Ist eight months of 1956, Architectural Record carried 40% 


more advertising pages than the second magazine in the field, 64% 
more than the third magazine. 


Architectural 


workbook 
of the active 
architect and 
engineer’’ 


119 West 40th Street, New York 18, N. Y. 


F.W. DODGE 


CORPORATION 




































14% of Production 
Equipment Subscribers 
Responding to Ads 
Became Customers 





Ist Year Findings 
of 6 Months Ad-testing. 


This is the actual average percent 
converted as revealed in PRO- 
DUCTION EQUIPMENT's latest 
factual analysis of inquiries. In- 
quiries have always proved read- 
ership. Now PRODUCTION 
EQUIPMENT through its first year 
ad-testing study of "Subscriber response 
to 35 total advertisements appearing in 6 
consecutive issues proves that inquirers be- 
come customers and potential customers. 







Over 60% of those contacted in this survey | 
contributed the data from which these | 


percentages were drawn. 


The advertisers represented in this stud 
had an actual average conversion of 14% 


into customers, plus a maximum average | 


potential customer conversion of 43%, 
(those who stated they planned a future 
purchase of the type product advertised). 
This high rate of customer and potential 
customer conversion is even more remark- 
able when considering that 76% of the in- 


quirers reported, "No call" by advertiser's | 


sales personnel. 


For the first time advertisers can anticipate | 


customer cost. PRODUCTION EQUIPMENT | 


has eliminated guess work in media selec- 
tion and in its place presents the method 


of choosing the metal working publication | 
that stands on its ability to prove customer | 


conversion — not just inquiry return. You 
can apply this proven method to your own 
advertising and sales program. 


PRODUCTION EQUIPMENT's 
proves how effectively you can sell the im- 
portant men with proven buying authority 
in the mass production metal working in- 
dustry. Only PRODUCTION EQUIPMENT 
continually measures inquiry ¢onversion to 
customers and potential customers. Further- 
more, these studies offer continuous proof 
that PRODUCTION EQUIPMENT circula- 
tion is QUALITY circulation. 


For Rates and Data, Write: 


PRODUCTION EQUIPMENT 


a Wilson-Carr Publication om 


407 5S. Dearborn St., Chicago 5, Ill. 
WEbster 9-5848-49 
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ad-testing | 


ARE MY ADS GOOD?.. 


continued from page 141 


ceived, the quotation file was re- 
moved and a new jacket made up to 
hold all of the information including 
the order. This was the final step in 
our program of following through 
from the original inquiry to the 
actual sale. 

The chart in Fig. 9 shows the new 
orders we were able to trace by our 
methods as already described. The 
number is comparably low, because 
a large percentage of our total or- 
ders were from satisfied customers 
who wanted additional equipment 
for replacement, for use in another 
department, or to increase the ver- 
satility of their present unit. 

During the past 18 months, we 
have been appointing sales agents 
throughout the United States and 
Canada to handle our products. This 
means an improvement in our sales 
program, aimed at giving more effi- 
cient service to our customers. 

The form (Fig. 10) is the one we 
are currently using in notifying our 
agents of inquiries. It consists of an 
original copy, a shipping label, a 
second request which is mailed to 
our agent after 30 days, if he did 
not acknowledge the original copy, 
a file copy for sales promotion pur- 
poses, and a copy for the sales de- 
partment, making a total of 4 copies 
and a shipping label. 

The use of this form has been 
readily accepted by our agents, as it 
requires very little of their time to 
fill in and yet gives us the needed 





- Joan Crawford is crowned 
queen of National Business Show by 
Rudolph Lang, show’s national director. 
Some 300 companies will display office 
equipment and supplies at show, which 
will be in New York, Oct. 15-19. 


Coronation . 





information for keeping files current. 

Our integrated program of adver- 
tising and sales promotion serves a 
dual purpose. First, it is aimed at 
helping us spend our advertising 
budget wisely, and second it enables 
us to measure our progress and to 
adjust our course of action as a 
means of continuous improvement. ® 





Source 


Date N2 3285 





Inquiry for Micrometrical products. 
Please follow and return promptly. 


FILL IN REPORT 
FOLLOWED BY: 





[_] Quotation mailed 


(Date) 
[] Personal visit 


[_] Phone 
[] Mail 





C] Yes [] No 


Prospect 








[] Demo. or call request 
(] Data mailed 


[_] Good [[] Fair [[] Poor 








MICROMETRICAL MFG. CO. 345 SO, MAIN ST., ANN ARBOR, MICH. 


SALESMAN 














10. This form goes to agents, informs of inquiries, urges fast follow-up. 


















advertising in this magazine 


is getting increased readership 


by design engineers 








what stops a design engineer... 


and what kind of advertising gets highest readership? 





With MACHINE DESIGN you've two continuing opportunities to find out. 
One is STARCH scores—with a backlog of over 4,000 pieces of advertising scored. 


The other is AD-GAGE—a new “readership measurement by mail” service developed 
by MACHINE DESIGN. AD-GAGE scores for issues studied are available to you with- 
out charge. 


Of special significance: Both these readership measuring methods are showing in- 
creased advertising readership in MACHINE DESIGN in 1956. 


Average STARCH “noted” scores are running up to 30 percent higher than last year’s 
average. “Read most” average per issue is reaching figures 50 percent higher than a 
year ago. 

AD-GAGE measurements show a full page advertisement in MACHINE DESIGN now 
averages 55% higher AD-GAGE readership than the average score for a full page last 
year. Response to AD-GAGE mailings has stepped up to 60 percent. 


This double measurement of MACHINE DESIGN’s readership not only shows you 
what appeals to design engineers . . . there’s strong evidence here that the first step 
to increasing the readership of your advertising by design engineers is placing it in 
MACHINE DESIGN. 


You can always look to il CH | I FS | ul or outstanding readership 


f 
a |PENTON | publication 


Penton Building, Cleveland 13, Ohio 





BACK TO COMMITTEE 





ABC members vote 
against audits 
of free circulation 


™ NEW yorK—Audit Bureau of 
Circulations members have voted 
two-to-one against the bureau’s 
showing occupational breakdowns of 
unpaid circulation in audits of busi- 
ness publications. 

The long-discussed matter is not 
settled, however. It has been re- 
ferred back to the ABC policy com- 
mittee. 

The poll showed that buyer mem- 
bers of ABC (advertisers and agen- 
cies) voted 220 to 57 in favor of the 
free circulation breakdowns, while 
_publication members (including 
newspapers, business publications, 
general magazines and farm publi- 
cations) voted 854 to 239 against the 
breakdowns. Total: 911 against, 459 
for. 


Observers feel the policy commit- 
tee will choose one of these two 
policies for the ABC in the future: 


1. That the bureau is interested 
solely in paid circulation, and pos- 
sibly ought to make even stronger 
efforts to reinforce paid circulation 
concepts. 


2. That business papers are differ- 
ent from other ABC publications, 
that this difference should be recog- 
nized, and that future negotiations 
would be between business paper 
publishers and buyers. 


The bureau mailed out its 3,704 
questionnaires last July 10, and had 
received returns from 1,444 by early 
September. (Seventy-four respon- 
dents said they had no opinion for 
or against the breakdowns.) 

The questionnaire included two 
new statements, one containing a 
paragraph referring to unpaid cir- 
culation, the other omitting it. Mem- 
bers were asked to say which ver- 
sion they preferred. 

Some members have complained 
that the decision to take the poll 
was an “unfortunate compromise. . 
likely to compound the confusion 
that already exists among advertis- 
ers.” And some ABC board mem- 
bers also have spoken out against 
the poll. 





a big reasons why 


ALL of the people who count in 
the appliance and fabricated metal 
products manufacturing industry 


COTA UY THROUGH 


finish wacazne. 


@ QUALIFIED, 100%-VERIFIED DISTRIBUTION 


The selective, 100%-verified circulation of finish is 
unique im the metalworking field. finish readers are 
buying influences in appliance manufacturing, and in 
those phases of fabricated metal products manufacturing 
with similar procedures, techniques, interests and prob- 
lems. finish has verified and qualified every one of its 
over 10,000 industry readers, according to the stringent, 
selective rules of BPA. 


© More AND BETTER EDITORIAL CONTENT 


finish gives its readers by far the most comprehensive 
and competent coverage of appliance and metal products 
manufacturing. In 1955, finish carried 242 more pages 
of editorial (59% more) than the second publication 
serving the field. Its experienced staff, consultants and 
contributors provide idea-stimulating, quality editorial 
material that earns loyal readership. In editorial quan- 
tity and quality, finish overshadows any other publica- 
tions reaching the appliance and metal products manu- 
facturing field. 


Selective, 100%-verified distribution . . . editorial appeal 
unmatched in quantity or quality . . . these are TWO BIG 
REASONS why finish has constantly registered gains in circu- 
lation and in acceptance by advertisers. Big 
reasons, too, why finish belongs, as a basic 
member, on your advertising and sales team. 


5 ae CRase pueiedl et 
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Electrical World 


“The electrical industry's weekly magazine’ 


presents its new 


MARKET FORECAST FILM, 


What are the growth trends of the electric power industry over the next 
several years? How will it stand by 1960 —1965—1970? What will be the 
dollar volume of this market for your product? 





With Electrical World’s new 35mm, color-sound strip film, “‘Electric Utility 
and Industry Market Forecast, 1956-1970,” you can get the answers to 
your questions —charted, pictured, spelled out —right in your own office! 
Assemble your own private audience of executives, engineers, advertising 
and sales people, foreman’s clubs — and in one interesting sitting, let them 
all see and understand the great potential ahead. A 32-page booklet accom- 
panies the film and duplicates its content for reference purposes. Running 
time is 25 minutes. 

Prepared by Electrical World’s Market Research Department and the 
McGraw-Hill Department of Economics, it will show you where your mar- 
ket’s going, spark new selling ideas, allow you to check your own long-range 
planning. No charge, no “commercials,” no strings attached. A World 
representative will be glad to put on a showing, or you can borrow the film 
and show it yourself. But please write promptly; requests will be filled in 
the order received. Simply address Director of Market Research ... 


Electrical World 


“The electrical industry’s weekly magazine” 


A McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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We'll talk about the industry's relation to our 
economy, immediate and around-the-corner prob- 
lems, and the market for your product.” 
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Residential consumption of electricity will be up 
four-fold by 1970 to about 500 billion kilowatt 
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Or can anything? 


Can statistics measure 
ad effectiveness? 


By Harry B. Watton II 


= How many corporate executives 
have asked the inevitable . . “How 
do we know our ads are doing us 
any good? 

An answer of a sort was given us 
no more than five or ten years ago 
when the readership research serv- 
ices, wearing horn rimmed glasses 
and a_ scholarly mien, stepped 
gingerly into the industrial adver- 
tising field, going slow and offering 
statistics based on sampling prin- 
ciples and showing readers per dol- 
lar, percentage of “interested” read- 
ers, and so on. 

It looked like the answer to a 
pesty executive question, but we 
continued to hear, in a whisper, “Do 
good readership scores mean our 
ads are really doing their job?” Or 


148 / Iadustrial Marketing 


Perhaps ‘effectiveness’ is a couple of gears you 


can start turning in the recesses of the buyer’s brain. 


That turning—is it worth it? Can you detect it? 


in a downright shout, “Don’t tell me 
how many read the ads—tell me if 
they sell any of our stuff!” 

Now, that is an honest request. 
In order to meet it, we must reach 
an understanding of purpose and a 
definition of terms. Ideally, adver- 
tisers would like to know, in dol- 
lars and cents, the value of sales 
motivated by a particular ad or an 
advertising campaign. 

To begin, let us_ investigate 
whether an ad, or a campaign, can 
actually motivate a sale. Let us see 
whether it is even desirable for an 
ad to do this, or even within its 
province. On the way, we should 
determine how a potential customer 
may react toward an ad so that the 
result is beneficial to the advertiser. 

It must be admitted that the pur- 
pose of advertising is to help sell 


goods and services. Any advertising 
that does not do this, either directly 
or indirectly, fails in its purpose. 
However, we must not forget the 
word “help.” Advertising is part of 
a sales team including all promo- 
tional material, point of sale dis- 
plays, dealer aids, reputation of the 
manufacturer, the sales force, and 
many other factors. No one of them 
alone can be expected to carry the 
complete selling burden, and in- 
deed, no one of them does. 


Too many ifs . . Therefore, even 
if we could determine that some 
prospects responded to an ad by 
picking up the telephone and order- 
ing, should the credit go to that 
one ad? Can we safely discount the 
total effect of all salesmen’s calls, 
of the indeterminate number of 

Continued on page 150 





9 out of 10 Civil Engineers 
specify or buy construction 
materials; 8 out of 10 specify 
or buy installed equipment. See copy 
of C. E. Survey Report #2 
for details! 


AMERICAN 
SOCIETY OF 
CIVIL 
ENGINEERS 








From inception thru construction and 
operation, Civil Engineers are on the job— 
always the pivotal men in planning, super- 
visory and purchase control capacities. 


; 
‘ 


; the world’s largest audience 
of Civil Engineers concerned with heavy 
construction read CIVIL ENGINEERING. 


it’s your best buy for selling the 
engineered construction markets! 


Engineers are educated to specify and buy. 


CIVIL ENGINEERING 


The Magazine of Engineered Construction 
THE AMERICAN SOCIETY OF CIVIL ENGINEERS 


33 West 39th Street, New York 18, N.Y. 
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Reach the trade 
that serves the 


Through this 
industry's 
EXCLUSIVE and ONLY 

TRADE PAPER 





THE BOATING © 


INDUSTRY 


Reaches ALL the trade... 
and ONLY the trade! 


Over 15,000 selected circulation to 
Marine Dealers, Distributors, Jobbers, 
Builders, Yard and Marine Operators, 
Naval Architects, Manufacturers and_ | 
their salesmen. 


(All the boating industry) 


Published 8 Times a Year 
Jan. 15*March 15-April 15-May 15 | 
June 15 + Aug. 15 + Oct. 15° Nov. 15 


New York-Chicago Boat Show Issue 
JAN. 15, 1957 





ONE ADULT OUT OF EVERY THIRTY 
in the U.S. today is a boatman! 
Write us NOW for data on 
The Billion Dollar Boating Market 


THE BOATING INDUSTRY 


SSS 4 Trade Paper SS 
3 505 Pleasant Street, 
LIMAS St. Joseph, Michigan 
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| Reputation of manufacturer 


STATISTICS . . 


continued from p. 148 


other of the manufacturer’s ads he 
may have seen, and his conception 
of the reputation of the manufac- 
turer gained from countless sources 
throughout the course of his busi- 
ness career, in addition to the fact 
that just at the moment he hap- 
pened to see the ad, he had a press- 
ing need for such a product? 

If we could determine exactly 
how many prospects or customers 
bought the manufacturer’s prod- 
ucts as a result of seeing his ad, 
and for no other reason than the 
ad itself bought the product, here 
is what we would have: 

1. A list of individuals who had a 
need for the product. 
2. Individuals who had heard noth- 


| ing, good or bad, about our manu- 


facturer. 


| 3. Individuals who had heard noth- 
| ing good about any competitor. 
| 4. Individuals who purchase on im- 


pulse without taking the trouble to 
find out the quality of the product 
they are about to buy. 

I think it is clear that one in- 


| dustrial ad from any known com- 
| pany does not operate by itself, but 
| that the ad contributes to the over- 


all sales effort and sales message, 
the sum of which goes under the 


| name of sales campaign. 


| Buying factors . . Let us suppose 
that by some electronic brain proc- 


ess we could break down the factors 
which motivate a given sale. For 


| instance, suppose we construct the 


following picture of the sale of a 


| piece of industrial equipment. 


| What motivated the purchase: 


40% 
25% 
15% 


Salesmen 


Need for product itself 
Ads in business publications 15% 
Distributor aids 5% 

Now, while this is a hypothetical 


| case, it should nevertheless be clear 


that the ad did not sell the product. 
But then, the ad isn’t supposed to 
sell the product. It would be in- 
finitely more difficult to determine 
just what part the ad plays in a 
complete sale than it would be to 
calculate the percentage each mem- 
ber of a football team contributes to 
a touchdown. In the football game, 


everything takes place before our 
eyes; there are no hidden motives; 
everything is physical. The left 
guard effectively blocked his man, 
but should he be given all of the 
credit? 

Again referring to our little table, 
let us suppose we find the ad to 
be quite effective because it con- 
tributed 15% to the motivation of 
the sale. Now, Mr. Purchasing Agent 
has lunch with an old friend who 
just happens to have close connec- 
tions with a different outfit manu- 
facturing the same type of product. 
As a result of this, the purchasing 
agent returns to his office and can- 
cels our manufacturer’s order. Does 
the ad suddenly decline in value? 


What ads should do .. Let us 
get back to the true function of an 
ad. An ad helps to motivate sales, 
but how? 

Generally speaking, good adver- 
tising should perform the following 
functions: 
> It should keep the company name, 
company products, and company 
standards of quality before the buy- 
ing public. 
> It should announce new uses for 
old products, and new product de- 
velopments designed to fill some ex- 
isting or future need. 

» It should act as a representative 
of the company. 

> It should balance its message be- 
tween the two poles of what the 
company desires to say and what 
the buying public is prepared and 
willing to hear. 

In line with this last point, we 
come to the manner in which an ad 
brings about desired results. For 
instance, if the manufacturer’s ad- 
vertising took the form of essays, 
explaining in detail the applications 
and advantages of his product, very 
few would read them. They would 
not attract much attention. There- 
fore, the method of illustration plus 
headlines plus short copy is actually 
a compromise with the public, in 
that it attempts to tell the whole 
story in abbreviated and dramatic 
form so that it will be noticed. 

Here we have the sine qua non of 
advertising. It is obvious that no 
matter how well an ad tells the 
product story, no matter how tech- 
nically perfect it is, it would be 
worthless if no one noticed it. This 





is the point made by the various 
existing ad readership studies. They 
simply measure how many noticed 
the ad and how well they noticed 
it. 

Also in line with this point is the 
media problem. We must get the ad 
before the people whose notice will 
do the company some good. 


What we don’t know . . We have 
traveled in a circle to return to our 
main theme, but because of our 
path, we should not be led astray. 
We are still searching for a possible 
method of ad measurement; we are 
still attempting to determine in 
what manner advertising may be 
of value, and how we will know 
when it is. 

Unfortunately, the ad measure- 
ment surveys stop at the point of 
“notice.” All we have is a rather 
meaningless percentage of readers 
who claim to have seen the ad. What 
we do not always know is — 
¢ How many of those people were 
of the audience we desired to reach? 
¢ Were the people we desired to 
reach in the notice or non-notice 
group, and how many were in each? 
® Did the ad arouse interest? 
® Did the ad motivate desire? 
© Did the ad contribute to the sum 
of the company’s effort toward the 
selling of its products? And if so, 
how much? 

One answer is that the ad was 
more or less successful, depending 
upon the degree to which it per- 
formed the functions outlined earli- 
er, in the minds of the prospects. To 
develop this point a bit, an ad 
might be completely successful, and 
never sell a nickel’s worth of prod- 
ucts. 

Let us say there are two salesmen 
interested in a given prospect. Sales- 
man A makes several calls over a 
period of many months, expends 
time, money, and effort in the at- 
tempt to sell his product, and then 
is suddenly transferred from the 
territory. Salesman B takes over, 
makes one call, and sells a large 
order. Who now is able to say what 
effect, if any, salesman A had in 
making the final sale? 

Because of the difficulty in com- 
puting these intangible factors, ad 
measurement has restricted itself to 
readership. But there are pitfalls in 
this method. An ad may be com- 

Continued on page 152 
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The Wall Street Journal 
44 Broad Street 


New York 4, New York 
Gentlemen: 
It is indeed a pleasure to be able to tell you that over 


a period of months The Wall Street Journal has produced more 


active prospects and sales than all other media combined that 


we have used. The calibre of replies has been excellent and 


d—from small towns of populations as low as 500 to 


widesprea ny 
running into the 


large metropolitan cities with populations 
millions. The percentage of deals closed with The Wall Street 


Journal as the origination of the prospect has been 


extremely good—no doubt because of the self-qualifying factor 


of The Journal itself and its readers. 


Because of our excellent results in our advertising 


i r 
plans with The Journal we are planning an even greate 


percentage of our advertising budget to be directed in 


ill 
Wall Street Journal ads and we are sure that the results wil 


be as usual—excellent. 
Sfacerely yours, 


pesca 


More Prospects . .. Faster Action 


Test The Wall Street Journal's advertising pull in any business 
direction, and its responsiveness will make you, too, enthusi- 
astic? Want to get into business? Try The Journal. Want to get 
others into your business? Try The Journal. Want to sell to 
people who already are in business? Try The Journal. ‘This is 
what you'll learn: Journal readers are more than half-way interested 
in any product or service businessmen can use. 


Circulation: 413,576 


THE WALL STREET JOURNAL | 
‘eo : 


published at: 
NEW YORK, 44 Broad St. and WASHINGTON, 1015 14th St, LW © CHICAGO, 711 W Monrde St. 
DALLAS, 911 Young St. © SAN FRANCISCO, 415 Bush St. 
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12 years ago 


AUTOMATION 


was big news in 


com MINING 


In 1944, Coal Mining 
began to talk about Auto- 
mation and its promise of 
great benefits to the coal 
industry. Then, as today, 
Coal Mining was looking 
ahead, pioneering news of 
new developments .. . fore- 
casting future trends... giv- 
ing its readers authoritative, 
factual data on methods, 
equipment and personnel. 

When you advertise in 
Coal Mining, you reach the 
real industry leaders. These 
are men who plan, specify 
and, above all, buy your 
products. Write today for 
circulation facts and rates. 





COAL MINING-— 


4575 Country Club Drive « Pittsburgh 36, Pa. 











Serving the coal industry since 1899 
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posed with the object of obtaining 
notice, but it may fail completely 
to perform its functions. “Cheese- 
cake” ads, for example, can induce 
everyone to look at the girl, but 
no one is interested in reading 
about the product. 


Ads must be read .. There is 
one point to keep in mind, however, 
in this connection. There is corre- 
lation between ad notice and ad 
effectiveness. But this is the case 
because the ad must be noticed in 
order to be effective, and not be- 
cause it is noticed alone. 

What then must we do in order to 


| write effective advertising, and how 
| do we know when we have it? 


The answer to the first part of 


| the question may be answered thus: 
| A company should switch the em- 


phasis from what it desires to say 
and what it desires to promote to 
what its customers and prospects 
desire to hear and have offered to 


them. 


This is an old story to most com- 
panies, but how difficult it is to 
divorce personal opinion and preju- 


| dice from such problems in order 
| to obtain objective evaluation! 


Any company is in business only 
because it is able to satisfy the de- 
sires of its customers. These desires 
may be answered and even antici- 
pated by advertising. The advertis- 
ing should be prepared in such a 
way that it informs customers and 
prospects of what they wish to 


| know in the form in which they 


wish to see it. 

How do we know when we have 
done this effectively? The answer 
is that there will be an increase in 
sales — not attributable to one ad, 
or even measurably attributable to 


| advertising, but, to use a former 
| analogy, the wave will be larger 
| for every additional bucket of water 


that adds to its total volume. 

If we demand an empirical for- 
mula to give us a guide to our ad- 
vertising efforts, we are in error, 
and, as has been shown, likely to 
do ourselves a disservice. There are 
some pursuits which do not lend 
themselves to scientific evaluation. 
Such an attempt is reminiscent of 


the scholar who spends his life try- 
ing to decide who wrote Shake- 
speare’s plays, when the only im- 
portant subject is the plays them- 
selves. 


Not just one ad . . We might as- 
sist ourselves by asking customers 
and prospective customers of a 
manufacturer’s products how, or in 
what manner, they benefit or could 
benefit from its advertising. We 
could attempt to determine just 
what it is that they believe this ad- 
vertising can do for them and how 
it might go further toward solving 
their problems. We might, in some 
such way be able to determine a 
trend of opinion that could help us. 
(The trend is far more significant 
than any absolute value calculated 
from one set of returns.) 

But, again, it should be stated 
that no absolute value could be 
obtained for any ad, and if we at- 
tempted to devise one, it would in 
no way measure the actual value of 
that ad because of the multitude of 
intangible factors and forces which 
continually operate and react on the 
countless individuals the advertising 
is attempting to reach. " 





Tractor shovel, ditcher and crane team up to install new pipe line. 


How Boston Buys Municipal Equipment 


You can sell products to 

the City of Boston, Massa- 

= chusetts, without bidding 

George G. Hyland 


Commissioner of 


competitively against other 
Public Works 


manufacturers, if the Mayor 
approves. Let’s follow the procedure in the De- 
partment of Public Works, which now owns 
over 400 pieces of equipment. 


Public Works Commissioner Hyland’s office 
writes specifications and initiates the request, 
which is passed along to the Purchasing Agent. 
If the Commissioner has not indicated a pref- 
erence for a particular brand, the Purchasing 


Agent then advertises publicly for bids. How- 
ever, a specific manufacturer’s equipment can 
be requested. Statute Law allows the purchase 
to be negotiated without bidding, when the 
Mayor gives written permission. Boston is thus 


able to consider quality as well as price. 


It is difficult for your salesmen to call per- 
sonally on all the members of this purchasing 
group. But the Commissioner, Purchasing 
Agent and Mayor all subscribe to THE AMERI- 
cAN City. Advertising in THE AMERICAN City 
helps convince them of the superiority of your 


product. That’s a sound investment. 


The 
American City 


470 Fourth Avenue, New York 16, N.Y. 
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IS MODERN PACKAGING. ..70 other § 


Force has had such vital influence on new packaging techi 








PACKAGING 


... no other single force jf =, 
has had such vital influence a=? 


on new marketing techniques 





KOOLMOTOR 


.»» Where your advertising belongs if you make 


containers, packaging machines, materials and supplies 





A BRESKIN PUBLICATION... ABC/ABP 
as is MODERN PLASTICS, the magazine of plastics 


575 Madison Avenue, New York 22, N. Y. 














what do corrosion 


engineers buy, 
specify and > 
recommend * 


Paints and Coatings 


High performance industrial paints 
and al! kinds of coating materials in- 
cluding asbestos, plastic and ceramics. 


Piping and Ducts 


Corrosion resistant piping and ducts, 
including alloys, clad and plastics. 


Pumps and Valves 


Corrosion resistant pumps and valves, 
including packing, special bolts and 
high performance gaskets. 


Cathodic Protection 


Galvanic and impressed current 

sources, meters, wiring, connectors, 
trllesi. s . +f d 

of all kinds. 


quip 





Heat Exchangers 


Heat exchangers of all kinds, includ- 
ing water cooling towers, condensers 
and all pertinent equipment. 


Plastic Materials 


Paints, sheets (extruded and rein- 
forced), tapes, pipes, valves and all 
plastics for industrial service. 


Inhibiting Chemicals 


Chemicals to help reduce corrosion 
and the pumps, valves and meters 
needed to apply them. 


Alloy Materials 


Alloys and clad materials as alter- 
nates to other materials that are 
destroyed by corrosion. 


Design Details 


Questions of design often are decided 
by corrosion engineers. 


write today 

for media data 

and sample copy and 
decide for yourself 


On its merits alone CORROSION’s 
circulation has grown every year 
since its first issue in 1945. All 
circulation cash in advance, net 
to the publisher. 


1061 M & M Building, No. 1 Main St. 
HOUSTON 2, TEXAS 
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Chalk talk . . Blackboard is used to show product details at Raymond School. Movies, 
Vue-Graph are other training aids used. Classes are informal, limited to six persons. 


Five-day school 


How to make go-getters 
out of so-so salesmen 


The manufacturer who sells through agents has a tough job 


convincing the agents’ salesmen to push his line. Here’s 


how the Raymond Corp. solves this ever-present problem. 


By William L. Peck 

Manager 

Advertising & Sales Promotion 
Raymond Corp. 

Greene, N. Y. 


® Selling through manufacturers’ 
agents is an ideal method of getting 
wide distribution without the heavy 
overhead expense of organizing and 
maintaining a national sales force. 
But working through manufactur- 
ers’ agents presents problems. 

Agents usually carry several lines, 
so manufacturers find themselves 
competing with one another for the 
representative’s interest and sales 
efforts. 

Many small companies find it 
necessary to appoint sales agents 
by correspondence, send them sales 
manuals, forward inquiries and hope 

Continued on page 160 


Coffee break . . ‘’Students’’ get together 
for light snacks in Manor’s kitchen. 








“We use U.P. Pictoria 


ri: i 





“«...dependable way to get 
good stories and pictures 
from remote locations” 


Richard S. Lowell, Director, Advertising and Sales Promotion 
United States Plywood Corporation 


‘We've solved a tough problem in getting case- 
histories by using U. P. Pictorial Research. Now 
we know how to get desperately needed infor- 
mation and on-the-spot photographs of install- 
ations—without losing time and at very reason- 
able cost. We can ‘follow the scent’ wherever 
products and installations are no matter how 
remote the locations. U. P.’s dependable per- 
formance allows us the luxury of that freedom.” 


* * * 


YOU, TOO... can enjoy the benefits of U. P. Pic- 
torial Research as a dependable way to get case his- 
tories to use in advertising and promotion. The handy 
coupon will bring complete information about this or 
any of the other economical services of the Commercial 
Photography Division, United Press Associations, 461 
Eighth Avenue, New York 1, New York. 


* * * 
U. P. PICTORIAL RESEARCH 


is a documented word-and-picture re- 
port of your product or service as it is 
used by your customers. You get a 
package—in duplicate—consisting of 
a summary of findings, list of questions 
and answers, signed statements, photo- 
graph releases, and photographs. 


| 
; 


| Research because...” 


“ ..provides more com- 


plete, comprehensive, live 
information” 


William H. Green, Vice-President 
Kenyon & Eckhardt, Inc. 


“By providing not only good photographs, but 
also information that is comprehensive, alive, 
and in the customer’s own words through the 
personal-interview technique, U. P. Pictorial 
Research adds a valuable new dimension to case 
histories. We always brief U. P. thoroughly and 
they come back with excellent reports promptly, 
at moderate cost, and without bothering the cli- 
ent’s sales people unnecessarily.” 


Hartow M. Cuurcu, DirReEcTOR 
COMMERCIAL PHOTOGRAPHY DIVISION 
UnitTep Press, ASSOCIATIONS 
461 EicHTH Avenue, New York 1, N.Y. 

Please send me complete information, including costs, about 
the services checked: 

() Pictorial Research Reports 

CL) Photographic assignments 

(] Advertising and studio photography 

(1 Location and publicity photography 

(] Stock photographs 


Name_ 





Title 





Company 





Address 


| 
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This man represents 
to your 


This man, J. F. Stewart, Manager, Equipment Engineer- 
ing, R.C.A. Victor Division in Marion, is a new kind of 
customer making his presence felt throughout all indus- 
trial marketing. He’s the man in charge of making things 
more economically through application of automatic 
operations. 

Sometimes this high-powered buyer (and 78,000 like 
him) has an engineering title. Often, he’s a production 
executive, president or vice president. Because he plans 
and works in all industries; and because his title and 
job function run through the alphabet; he’s been a dif- 
ficult fellow to reach .. . until recently. 

Now there is a way—tested, proved and used by 
more than 280 advertisers ... since the first issue of 
AUTOMATION Magazine. 

Because AUTOMATION is the only magazine that 
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concentrates 100% on the common interests of the men 
in charge of making things automatically—no matter 
where or who they are in industry—advertising in 
AUTOMATION is the only way to reach the real cus- 
tomers in the 5 billion dollar automation market. 

What makes AUTOMATION work so well for ad- 
vertisers ? It’s a combination of two vital factors: 1. The 
research by The Penton Publishing Company which 
found the exact men who are automation’s real cus- 
tomers. 2. The lively informative editorial content of 
AUTOMATION that brings these customers back, 
issue after issue. 

If What You Sell Helps Industry Produce More— 
More Automatically, Use AUTOMATION to Get 
Results Like This: 

FEEDALL Incorporated, Designers and Builders of 





a new challenge 
selling know-how 


Automatic Feeding Devices in Ohio, tells us, ‘‘As you For complete data on AUTOMATION, its coverage 
know, we were one of your charter advertisers and have and its readership, write or wire AUTOMATION, 
placed an advertisement in every issue. We have not Penton Building, Cleveland 13, Ohio. 

only received a great many leads, but many have re- 


sulted in orders. In fact, we attribute a good part of our 
growth in the past year to the fine orders resulting NOWOIL iT 0 OC) 
directly from our advertising in AUTOMATION.” 


a |PENTON | Publication 
ay 
This man * and 78,000 like him — read = / the magazine of automatic operations 
@ ks gS / aes shen 
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Your Profit Guide 
to the new Transition 
in Comfort Heating! 


A pprOXIMATELY 450,000 homes 
and dwelling units in the Nation are 
heated with electricity today. In 1955, 
about 40,000 new and old homes went 
“electric heating” throughout. And hun- 
dreds of thousands of electric heating 
units were sold to provide supplemental 
heat. It is estimated that the retail dollar 
volume of electric heating has reached 
$50,000,000. 


FUTURE GROWTH 
A NECESSITY 


The lush markets for electric heating are 
the areas where the electric power rates 
are fairly low. But the greatest sales po- 
tential is in other areas, where the de- 
mand for summer air-conditioning has 
created a badly unbalanced “peak load” 
problem for the utilities. Historically, the 
peak demand for power was in mid- 
winter, when longer nights required more 
lights, and furnace fans and burner motors 
added to the load. Now, the enormous 
growth of air-conditioning has created 
huge summer “peak demands” — re- 
quiring as much as 100% more electric- 
ity. To balance the cooling load, many 
utilities are pushing electric heating. 58% 
of all electric utilities in the U. S. now 
favor electric heat, and will help local 
contractors promote and sell it. 


ONE MAGAZINE SERVES 


ELECTRIC HEAT & Airconditioning is 
the industry’s recognized champion, stim- 
ulator, guide and counselor. We have 
various “plus” services for advertisers, 
including a bound-in postcard directed 
individually to the advertiser, for a mod- 
est cost. ELECTRIC HEAT’S circulation 
seeks out all segments of this market: 
electric heating contractor-dealers, elec- 
trical distributors, electric utility heating 
men, manufacturers’ representatives, man- 
ufacturers, architects, and builders. 

Send for your copy, and basic market 
data! egal 


ARLE 


and Airconditioning 
2 W. 45th St., New York 36, N. Y. 
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GO GETTERS .. 


continued from p. 156 
that sales will be made. Periodic 
visits by a sales supervisor are 
made, but usually the time spent 
with each agent is not enough to 
do a real training job. 

The sales success of a line is the 
determining factor in the interest 
the representative has in that line. 
Sales can be influenced by the 
number of inquiries originating 
from a given territory, the accept- 
ance of certain products in a terri- 
tory, the enthusiasm of the agent or 
several other factors. If a salesman 
or representative finds it profitable 
to put forth the effort to promote 
one manufacturer’s product exten- 
sively he will do so, at the same 
time neglecting his other lines. 


100 to 1 chance .. Industrial 
selling today requires that each 
salesman be thoroughly familiar 
with every product he offers. He 
must know how it is made, what 
it will do, when it should be recom- 
mended and how it will save the 
customer enough money to justify 
his investment in it. Then, too, the 
salesman must know all about his 
competitors’ products so that he 
can make a sales presentation that 
will show how his product is better 
and why he should get the order. 
All of this information can be 
written out and put into sales man- 





uals but the chances are 100 to 1 
that it never will be learned. Sales- 
men aren’t students, and a busy 
salesman has little time to study 
manuals. Manufacturer’s agents are 
independent operators and cannot 
be forced to do things just because 
the manufacturer would like to 
have them done. It must be remem- 
bered that the agent is nearly al- 
ways a commission salesman and is 
paid only for the orders he turns 
in. 

For many years the Raymond 
Corp., Greene, N. Y., manufactured 
only manually operated hand 
trucks, elevating tables and other 
lines of material handling equip- 
ment which were relatively simple 
in design and easy to explain in a 
sales presentation. Literature show- 
ing successful applications, a line 
drawing showing the measurements, 
and a simple description of the 
specifications usually gave the sales- 
man the information he needed to 
make an intelligent presentation to 
his prospect. 

When the company expanded its 
line a few years ago to include in- 
dustrial electric trucks it entered 
a well established and highly com- 
petitive part of the material handl- 
ing business and soon found that 
an intensive educational program 
was necessary to give its sales rep- 
resentatives the information they 
needed to sell competitively. 

The company stages annual re- 

Continued on page 161 
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| After hours . , With day’s classes over, ‘’students’’ relax at card game in Manor. 








Engineering Showcase to Oil and Gas Men Who Specify 


During 1957, oil men will probe the Earth’s crust 
60,000 times in a colossal $7 million-a-day search for 
new oil and exploitation of proven reserves. Take the 
shortest, cleanest line between copy and sales — The 
Petroleum Engineer’s Drilling and Producing Twin 
Power Package*. For a complex and multi-techniqued 
industry, PE’s four-edition plan is modern, progres- 


only PE gives you both specialized and integrated coverage 


* THE PETROLEUM ENGINEER FOR MANAGEMENT ®@ 


*THE PETROLEUM ENGINEER, 
DRILLING-PRODUCING ¢ THE REFINING ENGINEER ¢ THE PIPELINE ENGINEER 


sive trade publishing. The reader selects the edition 
covering his phase of operating-buying activities, 
whether specialized or all-industry. You buy culled 
circulation. Ads meet a better refined audience... 
Other advertisers think so, too. The Petroleum Engi- 
neer leads all oil and gas publications in advertising 
pages gained throughout 1956. 


‘ the Petroleum 
Engineer 





ways to better industrial advertising 


1. Profit By Experience of Others - 4. NIAA Industrial Advertising 


One man can’t know everything, but the 
successful man learns by observation. The 
National Industrial Advertisers Association’s 
membership of 4,000 makes it one of the 
largest advertising organizations in the world. 
As a member, you can obtain, through chapter 
meetings and NIAA mailings, information on 
almost any industrial marketing problem your 
company faces. To find out details of 
membership at no obligation, check and mail 
coupon below. 


Advertising and Market Research 


Highly informative industrial marketing data 
are in constant use by NIAA members. 
Subjects covered include a wide area in 
advertising and marketing. You owe it to 
yourself and to your company to be well 
informed. The material available to members is 
worth your attention. Check coupon for details. 


Meetings That Say Something 


The 28 NIAA chapters in the U. S. and 
Canada meet monthly in their respective cities. 


Members hear from speakers who are experts 
on specific marketing subjects. They represent 
many types of allied fields: graphic arts, 
publishing, direct mail, motion picture 

and TV production, exhibit design, 

agencies, and advertisers. 


: Research Institute 


Founded to develop basic information 

about industrial advertising, this 

organization taps the marketing talents of 
some of the nation’s largest corporations. To 
date major studies have been completed on 
inquiry handling, budgets, evaluation of 
advertising research, organization and control 
of programs. For a list, check coupon. 


Media Research 


Literature on media practices and industrial 
advertising readership is at the disposal of 
members. These tools can make your job 
easier, more productive—and can improve 
the quality of your company’s advertising 
and promotional material. Fill out and 

mail this coupon for the full story. 


National Industrial Advertisers Association 
271 Madison Avenue, New York 16, New York 
Please send me: 

O Research Data List 

0 NIAA Information Booklet 
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gional sales meetings to take the 
information to its dealers and this 
program is most successful in keep- 
ing the experienced salesmen in- 
formed about Raymond _ trucks. 
Most of them, being specialists in 
material handling equipment, have 
had some previous experience in 
selling self-propelled equipment of 
one kind or another. 


Special school . . To supplement 
the regional sales meetings and es- 
pecially to train new salesmen, the 
company established in 1953 the 
Raymond Product School. This is a 
five-day course given at the home 
office. Men attending the school 
arrive in Greene on Sunday and 
are housed at Raymond Manor, the 
company’s hospitality home near 
the plant. 

The Manor is an old Victorian 
mansion which has been completely 
renovated so that it has sleeping 
accommodations for ten men as well 
as a classroom, recreation rooms 
and a completely equipped kitchen. 
No attempt is made to serve meals, 
but the kitchen is stocked to pro- 
vide coffee and light refreshments 
to the men if they wish to have 
them. 

Promptly at 8:30 on Monday 
morning the school opens under the 
direction of a training supervisor. 
Each standard Raymond product 
receives its proper share of time 
for discussion during the week. 
Models are displayed and operated, 
complete specifications are studied 
and theoretical problems are worked 
out to show how they should be 
applied and how the presentation 
should be written out. 


Visual education .. The school 
is equipped with a slide projector 
to show actual installation photos 
of various companies using Ray- 
mond products as well as a 16 mm 
movie projector to show Raymond 
films. A Vue-Graph projector is 
used to show charts and a black- 
board is also used to emphasize 
sales points. 

The Raymond Product School is 
not a sales training school. Men in- 
vited to the school must have a 

Continued on page 164 


The CONCRETE 
ENGINEER 


Following his own, or someone else’s original design, the 
concrete engineer must produce accurate, efficient plans for 
a sound and economical structure. This exacting work de- 
mands full technical knowledge of what good concrete is and 
how it is best used. About 60 percent of ACI JOURNAL’s 
readers are concrete engineers who find it a steady source 
of the factual information they need most. 


One of 8000 Concrete Specialists 
You Sell through the ACI JOURNAL 


The ACI man, whether he works in construction, engineer- 
ing, manufacturing, design or research, is expected to main- 
tain a current, accurate knowledge of concrete’s technology. 
He is responsible for the technical “why” and “how” of good 
concrete. By specification, recommendation, or through in- 
formed opinion, the ACI man exerts strong influence on 
choices of methods, materials, and machines for concrete 
work. By following ACI JOURNAL closely, he shares the 
experience and research of acknowledged experts in his field. 
ACI JOURNAL assures the ACI man a supply of the special- 
ist’s stock-in-trade; timely, authoritative information. 


Write for full Media-data or, 
ask a specific question about: 


JOURNAL of the 
AMERICAN 
CONCRETE 

_ INSTITUTE 


ae 
18263 W. McNichols Road Detroit 19, Michigan 
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What's the horsepower of your sales. 
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Your eye is on engine manufacturers. 
Consider then the high octane “boost” 
AMERICAN AVIATION can give your selling... 
with 89% of its entire “engine” circulation 
concentrated among the “top 13” who 

make 95% of all engine sales... 


All right, but suppose your other eye is on people who make cer- 
tain sub-assemblies. How does AMERICAN AVIATION stack up 
here? Good question. Too often an over-abundance of circulation 
strength in one branch of this business means a soft spot some- 
where else. Not here! Against 4,000 major sub-assembly, com- 
ponents and parts people who did a whopping $2,650,000,000 last 
year, AMERICAN AVIATION puts 7,034 identifiable coverage. 

Pick this industry to pieces—from air frame builders to terminal 
operators—and whether you set your goals by size of plant, 
employes, dollars of sales or production ... AMERICAN AVIATION 
is the one, only and truly “industry” magazine. It goes where it 
counts for you most, delivers 91% concentrated coverage of the 
entire field’s fabulous buying potential. 

Do you sense that you may be dissipating your sales power 
with spread-thin schedules in too many aviation publications? Do 
you suspect that just one—this one—may offer you all the quality 
coverage any “seller” would ever need? Good! Then be sure to 
insist on a private showing of, “How to Increase Your Share of 


Aviation’s $10-Billion.” 


World’s largest aviation publishers . . . 


American Aviation 


17 E. 48th ST., NEW YORK, N.Y. 1001 VERMONT AVE., N. W., WASHINGTON 5, D.C. 
139 NORTH CLARK ST., CHICAGO 2, ILL. 509 STEPHENSON BLDG., DETROIT 2, MICH. 
8943 WILSHIRE BLVD., BEVERLY HILLS, CALIF. 
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JOE BURNOIL 


—————————— 
GIL FIRED HEATING, 
AIR CONDITIONING 

EAR ROUND) d 
FUELOIL DEALER 


... the Happy, Partisan* 
Dealer Who DOMI- 
NATES a $3.3 Billion 


Industry! 
Through FUELOIL & OIL HEAT 




















you can reach 87% of all the Joe | 


Burnoils — the oilheating-fueloil 
dealers, and oilheating service or- 
ganizations; plus virtually all of the 


jobbers specializing in oilheating, | 
and 99.8% of the manufacturers in | 


this important industry. 

*FUELOIL & OIL HEAT is “par- 
tisan” too. It is the only national 
magazine that dares “take sides” in 


favor of oilheating. WHY DOES | 


IT? The dealers who sell oilheating 


equipment, and fueloil, with the | 


conviction that it is best, WANT IT 
THAT WAY. The major oil com- 
panies want it that way. At stake is 
$3.3 Billions annually in fueloil, 
oilheating, and year-round aircondi- 
tioning equipment! 

WITH 8,208,400 INSTAL- 
LATIONS OPERATING IN 
1955: 

¢ Dealers whose principal $ value 


was in fueloil, sold 51% of the 
Nation’s oilheating. 


Dealers whose principal $ volume | 
was in oilheating sales, or service | 


work, sold 38%. 

Jobbers specializing in oilheating 

sold 78% of all the parts and 

materials for oilheating. 

- and only FUELOIL & OIL HEAT cen- 
ters directly upon these men who sell 
89% of the Industry's volume and do 
91% of all oilheating service work! 
The only dealer magazine in this 
field belonging to both ABC and 
BPA, FUELOIL & OIL HEAT has 
the highest ABC Subscription Re- 
newal Percentage in the entire heat- 
ing industry! 


Write 
for 
\\ Market 
\\\ Studies 
Cy) 


2 West 45th St., New York 36, N. Y. 
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minimum of three months’ sales 
training before they are eligible to 
attend. This rule was made because 
it was found that inexperienced 
salesmen could not absorb the tech- 
nical information that was poured 
out during the week’s session and 
were more confused than enlight- 
ened at the end of the course. Ex- 
perienced salesmen bring their prob- 
lems to the school where they can 
be analyzed and discussed. The in- 
formation they get from the course 
supplements that which they al- 
ready have gained from on-the-job 
contacts with their customers. 

Training sessions are informal. 
The classes are kept small purposely, 
and are usually limited to six men. 
Sessions are held about once each 
month and are planned several 
months in advance so that repre- 
sentatives and their salesmen can 
plan to attend at a convenient time. 
Raymond pays each man’s expenses 
while he is at Greene. 

As far as possible, the classes are 
entertained at luncheon each day 
and at dinner each evening by a 
different executive of the company 
so that at the end of the week the 
salesmen have met most of the key 
men of the home office personally. 
On Friday noon a “graduation” 
luncheon is held with all members 
of the sales organization as well as 
the top company officers attending. 
Following a short program the 
“sraduates” are presented with 
framed certificates attesting to the 
fact that they have completed the 
course. 


Follow-up .. The men leave for 
their homes after the Friday lunch 
and are ready to put their new ed- 
ucation to use on the following 
Monday. Raymond, however, does 
not drop the training course at the 
close of the week’s 
Greene, but follows up by having 
a field sales engineer visit each man 
within 60 days after he has attended 
the Product School to work with 
him for several days making calls. 
In this way the problems which 
confront its sales representatives 
can be learned at first hand and 
included for consideration in future 


session in 


sessions of the school. 

Raymond has been conducting its: 
Products School for more than 
three years now and the results can 
be pretty well evaluated. It has been 
found that men trained at the school 
have a greater interest in the Ray- 
mond line — that is, they consist- 
ently work it and turn in more or- 
ders. Being better informed seems 
to give them needed confidence 

Another result has been the 
elimination of a great deal of un- 
necessary correspondence and er- 
rors. Product School graduates 
know how to interpret their sales 
manuals, how to figure quotations 
and how to write orders up with 
complete specifications so that they 
can be entered without delay. They 
also concentrate on selling stand- 
ard products rather than getting in- 
volved in specials. 

Perhaps the most important bene- 
fit of the Product School is an in- 
tangible one. Men spending a week 
at Greene develop a feeling of 
friendly cooperation with Raymond 
people. They better understand the 
company’s plans and policies, and 
seem to cooperate more fully in all 
phases of the business of selling 
Raymond products. A.closer re- 
lationship and greater spirit of loy- 
alty seem to be instilled in men 
who have been schooled at the 
home office. * 





New medium . . Industrial wiping cloths 
make unusual vehicles for employe, pub- 
lic relations Slogans push 
charity (as in picture), plant safety and 
better work programs. Cloths are made 
by Industrial Wiping Cloth Co., Long 
Island City, N. Y., and are distributed 
by Texel Service Industrial Launderers. 
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of production men in pulp and paper mills 


The circulation of PAPER TRADE JOURNAL is in direct pro- 
portion to the number of pulp and paper mills in different 
sections of the country, as shown by the figures on this 
map. 


| is “most useful’ to readers 





jim [oe Ta] 











When production men in pulp and paper mills are asked 
to indicate the publication they find “most useful” in 
their work they put Paper TRADE JOURNAL in top place. 
The chart shows accumulative results of five recent sur- 
veys. Details on these and additional surveys will be 
sent on request. 


is renewed by 8 out of 10 





When better than 80% of readers renew their subscrip- 
tions, and pay the highest subscription rate in the field, 
these repeat sales confirm with dollars the value to them 
of Paper TRADE JOURNAL. 


points in brief 


More advertisers place more pages of advertising and 
spend more dollars in PAPER TRADE JOURNAL than in any 
other publication in the field because the Journal: 


@ covers all the pulp and paper mills 

@ leads in mill readership 

@ carries over 1,500 editorial pages a year 

@ offers original articles by outstanding authorities 
@ presents ABC audited circulation statements 

@ has the highest subscription price 

@ enjoys the highest percentage of renewals 


@ carries the most classified advertisements 
(ads run by production men themselves and 
addressed to production men) 


@ is considered “most useful” by readers 


@ provides specific market studies 


PAPER rm See 


JOURMI 


y 
Tj 7 
j j 


PAPER TRADE JOURNAL | @ 


“the most useful paper’ 


15 West 47th Street, New York 36, N. Y. | agp 
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36.5% More 
DISPLAY SPACE" 


up| UP 


32.4% More 




















UP 











Buying Power Coverage 


and 


Wood 








*(10 mos. '56 over 10 mos. '55) 
For Top Sales Results 
in ’57 to the Major Plants 


that account for the bulk of the produc- 
tion “across the board” in this multi- 
billion industry, use the one dynamic 
national magazine that’s moving up fastest 
because its “how to do it” editorial ma- 
terial is accepted and read by more and 
more practical management and operating 
men — the men who make the buying 
decisions. 
More Top Buying Power 

for Your Advertising Dollar 
(] See for yourself! Ask for latest report 
showing these circulation gains among 
the right people in the right places: 
Total paid UP 21.9% 
Effective Buying Power Coverage UP 32.4% 
Lumber, Plywood, Veneer, Wooden 

Container Mfrs, UP 57.8%, 
Millwork, Sash and Door Mfrs. 

Planing Mills 
Furniture, Fixture and 

Cebinet Mfrs. UP 22.5% 
Misc. Wood Products Mfrs., Large 

Industrial Plants with 

Woodworking Shops UP 26.1%, 
Renewal Percentage UP 10.2% 

t (Nov. '52 to May '56) 


wooD and 
WOOD PRODUCTS 


A VANCE PUBLICATION 
139 N. Clark St., Chicago 2, Ill. 
Phone: Financial 6-5380 


UP 13.2% 





“not how many — but WHO"”’ 
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Meet Joe Roughneck 


How to build up a 
‘character’ that sells 


Lone Star Steel had to buck the big steel companies 


with a standardized product in a well-established 


market. A tough job, but not impossible, when 


you’ve got a man like Joe Roughneck . . 


# Oil men are a peculiar breed. 
They don’t mind being called rough- 
necks. In fact, they feel flattered. 

And that’s one reason Lone Star 
Steel Co.’s big expansion and the 
promotion that followed it have been 
so successful. 

Until last year, Lone Star, a Dal- 
las company, had been a merchant 


blast furnace operation producing 
pig iron and cast iron pressure pipe. 
But in 1954, the company completed 
a $90,000,000 expansion program 
which made it a completely inte- 
grated steel mill. And by 1955 its 
principal products were oil country 

line pipe, casing and tubing. 
That brought Lone Star smack 
Continued on page 168 





acts to help you 
choose media in 
the electronics field 


Concentrated circulation method used by ELECTRONIC INDUSTRIES 
insures coverage of the most influential engineers in the industry 


Facts about 

circulation 

You can measure the true effectiveness 
of a publication’s circulation not just 
by counting the number of readers, but 
by evaluating their buying influence. 
And only ELECTRONIC INDUSTRIES has 
a circulation that concentrates on giv- 
ing you complete coverage of engineer- 
ing executives: vice presidents in 
charge of engineering, chief engineers, 
engineering supervisors, and consulting 
engineers. Beginning in January, this 
circulation increases to 40,500—a gain 
of 13,000 engineering readers — and 
covers those engineers with predeter- 
mined buying influence over 90% of 
the industry’s dollar volume. The high 
level readership of ELECTRONIC INDUs- 
TRIES is your assurance that your ad- 
vertising is going to the top engineers 
who have the authority to specify and 
purchase in the plants and operating 
companies you are most interested in 
selling. Here is circulation built from 
the top down — not from the bottom 
up, or random built. Here is the one 
publication that carries your advertis- 
ing to the most influential engineers in 
the electronics industry. 


Facts about 

markets 

What do you sell? Electronic compo- 
nents? Assembled equipment? It’s a 
fact that the major markets for both of 
these categories of products make up 
the heaviest percentage of the circula- 
tion of ELECTRONIC INDUSTRIES. If 
you sell components and want to reach 
electronic manufacturers, you can 
reach them in ELECTRONIC INDUs- 
TRIES. If you sell assembled equipment 
and want to reach the communications 
market, again your medium is ELEc- 
TRONIC INDUSTRIES. And in each case 
you are sure of reaching the top rank- 
ing engineers with the greatest influ- 
ence over purchases. 


Two ways 

to buy 

When you advertise in ELECTRONIC 
INDUSTRIES, you can buy the whole cir- 
culation if you want to reach the whole 
industry. Or if you want to reach the 
communications market exclusively, 


you can buy that part of the circula- 
tion that reaches the 8500 engineers 
having to do with the operation of 
broadcast transmitters, mobile com- 
munications equipment, audio and re- 
cording equipment, microwave equip- 
ment, and related test equipment. And 
for this important audience, ELEc- 
TRONIC INDUSTRIES also includes a 
special editorial and advertising sup- 
plement that is bound right into the 
publication. Special articles cover 
problems of primary interest to this 
market. And advertising is placed side 
by side with the editorial for maximum 
visibility. 

Facts about 

editorial content 

The best way to insure readership of a 
publication is with editorial matter 
that strikes close to the self-interest of 
the reader. And: that’s exactly what 
ELECTRONIC INDUSTRIES does. Articles 
covering design, production and op- 
eration’ of electronic equipment used 
in manufacturing and communications 
are especially written and edited to 
provide significant information of use 
to engineers in their day-to-day prob- 
lems. In addition, they relate primarily 
to those phases of the industry which 
represent the most important dollar 
volume. Technical charts and annual 
statistical and market studies are na- 
tionally known and referred to by 
other publications (World Almanac, 
Broadcasting - Telecasting, etc.). This 
accurately pointed editorial content 
both assures greater readership and 
enhances: the value of the publication 
to advertisers. 


=] ong le). lle 
Tlelet-ea- 1) 


a TELE-TECH 


| 


Facts about 

recognition 

More than 500 advertisers from coast 
to coast advertise in ELECTRONIC IN- 
DUSTRIES. These include the most 
prominent companies as well as the 
smaller ones. Proof of the magazine’s 
effectiveness can be seen in the fact 
that 84% of today’s advertisers have 
been using the publication for more 
than a year. 

For more complete circulation break- 
down and current space rates, see 
Standard Rate & Data, or write for 
written report. 


a e * 
New—Starch Readership Studies! 
Four complete issues will be studied in 1957. 
ELECTRONIC INDUSTRIES is the only publication 
in its field offering this extra service to 


advertisers. 








db 


ELECTRONIC INDUSTRIES 


and TELE-TECH 


A Chilton Publication 
Chestnut and 56th Sts., Philadelphia 39, Pa. 
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into competition with the big steel 
companies. Which is mighty large 
competition indeed. 

Oil line pipe and related products 
are pretty well standardized items. 
And while Lone Star admits it 
makes a first rate product, it can’t 
claim that it’s way ahead of com- 
petition product-wise. 


What's the best angle? . . So the 
problem became how to break into 
a well-established market with a 
standardized product against tough, 
well-entrenched competition. 
“Emphasis on service and avail- 
ability seemed to be our best 
theme,” said L. D. (Red) Webster, 
Lone Star’s vice-president in charge 


slows Southwestern petro: 

ough and rugged 

up through the 

of his oo my. he's a sort of 

mposite spirit of the men who drill for and produce oil 


and gos 


Joe Roughneck is the No. ! boy in the great Mid-Continem 
region where 73 ent of the nation’s erade oil is pre 
duced. To help jo & better jab, Lone Star's 

ttegrated stee] mill was built right in the middie of Joe's 
workshop, and today, Lone Star is turning out API casing, 
tubing and line pipe for his sperial convenience in getting 
the job done! 


Neighbor, wherever you ore . . specify 
Lone Star ond we both get a good deol! 


Se -< 


co marpeanr 


“= EXECUTIVE. SALES OFMCES: 
‘Wi, Meciiegbee tose @ Bape « FO. Bee SOFT « Satin, Tener 
DISTRICT SALES OFFICES 
Meveton, Midland, Texes San Astanio, Tenas 
Nise, | tenes | Shreveport, Le, 





exes 
‘Wichita Falls, 


Introduction . . Ad above launched 
Roughneck advertising program, told whe 
Joe is and why he likes Lone Star Steel. 
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of employe and public relations. 

That’s where the ‘“Roughneck” 
program and Joe Roughneck came 
in. Everyone in the oil country 
knows what roughnecks are — the 
husky, hard-working men who work 
around the drilling rigs and storage 
tanks. 

Many of the men who have 
reached the top in the oil industry 
have risen from the ranks of the 
roughnecks. So any promotion in 
the industry that made use of the 
roughneck tradition was a natural. 
At least that’s the way it worked 
for Lone Star. 


Roughneck at work . . The entire 
program revolves around Joe 
Roughneck, a mythical character 
dreamed up by Mr. Webster. Joe 
is the tough, but kindly character 


Neighbor, wherever you are. _ specify 
Lone Stor and we both get a good deal! 


| SROCUTIVE SALES OFmcES 

|W. Mochinghird Lene or Roper « 
i OSTRiCT SALES OFFices 
| Houston, Tenas | Midtend, Texes BS 
| Twhse, Oklahons | Wichita Falls, Texas ! 
} 


come from both the company and 
agency, Don Baxter Agency, Dallas. 


whose face — as drawn from Mr. 
Webster’s description by Don Bax- 
ter Agency artists — is becoming 
familiar to everyone in the oil in- 
dustry. 

Actually, Joe has two jobs with 
Lone Star Steel — one is to build 
customer relations, the other is to 
put across the ad program. Key to 
the customer relations program is 
the selection of top oil men who 
have come up through the ranks as 
honorary life members in the 
“Roughnecks’ Club.” Usually a num- 
ber of men are picked at the same 
time from a particular area, and they 
become charter members of that 
area’s club. The last club formed 
was the Casper, Wyo., club, with 25 
new Roughnecks. 

Club members are picked by 
anonymous committees made up of 

Continued on page 169 


WE'RE NO POLITICIANS, 


ZC ANS war WE ARE FOR : 


Mailer . . Mail piece follows Roughneck 
theme to promote company salesmen. Pic 
tures of all salesmen are inside folder. 





Foundries are shooting for a new goal of 21 million tons 
annual output by 1960. They must equip now. 


FOUNDRY readers spend over $120 million a year to fight 
obsolescence, improve efficiency and over $1 million 
an hour for materials to meet today’s demand for higher 


quality castings. pyunn RY 


Huge replacement market is accelerated by the fast rate 
of wear-out in foundry equipment. You do more business with foundries 


Market selling help is available to you through SS 


FOUNDRY ’s complete Sales Development Service. Write 


: ; - ‘ h dvertise i FOUNDRY ! 
for more information on this result-getting program. ee ee ee 
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still more coverage’ where it’s needed... 


Give or take a handful, N.E.D.’s circulation in worth- 
while plants in all industries is up another thousand 
copies this month. And we're not through with the 
job yet! 


Another group of plants employing 500 or more is 
now being studied individually to make sure the grow- 
ing list of key buying influences is contacted each 


month by N.E.D. 


The end result of this continuing program is more 
effective coverage and greater readership for your adver- 
tising message in N.E.D....the kind of low-cost 
coverage and readership that pays off in immediate 
business. 


Write for a copy of “How to Reach More Links in 
Today’s Industrial Buying Chain,” for more com- 
plete information. 


*NOW! Over 78,000 COPIES (Total Distribution) 234,000 READERS 


in 43,000 PLANTS 


A PENTON| PUBLICATION 


nag 
1213 W. Third Street 
Cleveland 13, Ohio 


- avant crock 
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the older, more prominent oil men 
in the area where the club is to be 
formed. Each new Roughneck re- 
ceives a plaque, lapel emblem and 
membership card, all of which bear 
Joe’s likeness. Latest development 
in the club program is that each 
club receives a 4 x 5’ oil painting 
of Joe. 

Highlight of the year is the selec- 
tion of a Chief Roughneck. This 
year’s Chief Roughneck is Jake L. 
Hamon, Chairman of the American 
Petroleum Institute and head of his 
own independent oil company in 
Dallas. 

Another feature of the program is 
that every other year, Lone Star 
gathers about 400 top oil men in 
Dallas in conjunction with the pres- 
entation of the Chief Roughneck 
award and then runs a special train 
carrying the oil men from Dallas to 
the company’s plant in east Texas. 

So far about 100 men have been 
designated Roughnecks, and more 
are being named all the time as new 
clubs are set up throughout the 
country and the western hemi- 
sphere. 


Soft sell promotion .. This is 
not a hard sell program for Lone 
Star. 

“We feel,” says Mr. Webster, 
“that this program has a definite 
usefulness in appropriately honor- 
ing prominent oil men, and that 
Lone Star Steel Co. would prefer 
to remain in the background. 

“If the promotion of the Rough- 


neck Club becomes too much of a | 
commercial publicity vehicle for | 
Lone Star, we think the Roughneck | 
Club movement will be cheapened, | 


and that the prestige attached to 


membership will lose much of its | 


value.” 


Lone Star already has picked up | 


much valuable prestige by being 
known as the originator of the 
Roughneck Club movement. 


over complete administration of the 


organization, with Lone Star con- | 
tinuing as sponsor, that is, paying | 
for plaques, emblems and printed | 


materials, as it does now. 

The plaques cost the company 
$2.66 each, the lapel emblems $1.20 
apiece and the membership cards 


four cents each. Lone Star buys the | 
emblems and plaques from J. F. | 


Parker & Son, Dallas. Padgett 
Printing Co., Dallas, has produced 
all the printed materials used in the 
program. 


Joe as an adman. . Joe Rough- 
neck’s function in Lone Star’s ad- 


‘vertising is considerably different 


from his part in the club activities. 


For the Roughneck Clubs, he is | 


merely a symbol of the oil fields’ 
roughnecking tradition. In the com- 


pany ads he acts as spokesman for | | 


all oil men. He plays jokes on the 
greenhorns and makes sage com- 
ments on the goings-on around an 
oil well. He’s a lovable guy, who, 
says the copy in one ad, “knows 
everything about everything con- 
cerned with drilling for and pro- 
ducing oil . . . including pipe.” 
Continued on page 172 








Honorary Life Member 


ROUGHNECKS’ 
CLUB 


in recognition of 
rough and rugged 
service in the field 
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For the elite . . Membership card (above), embossed plaque 
lapel pin go to Roughneck Club members. 


The | 
company’s aim eventually is to have | 
the Roughnecks themselves take | 


To effectively SELL to 


the huge GROWTH 
Appliance Industry — 


USE the ONLY 
publication 
exclusively 
edited for, 
and distriby- 
ted to ALL 
manufacturers 
of ALL 
appliances! 


A 7-BILLION dollar market 


SW 


in '55—due to double in 
the next decade! 


| if YOU make or furnish any of © 
these basic materials, compo- 
nent parts, plant equipment or | 


services.... 


Insulation 

Plastics 

Custom Stampings 

Die Castings 

Name Plates 

Heat Control Equipment 

Appliance Accessories 

Electric Motors 

Electrical Heating 
Elements 

Hardware and Trim 

Castings and forgings 

Electrical Components 

Shipping Containers 


f 


Finishings Equipment 
and Supplies 

Sheet Metal and Other 
Raw Materials 

Plant Equipment 

Sheet Metal Fabricating 
Equipment 

Materials Handling 
Equipment 

Fasteners 

Ceramic Insulation 

Wire Goods 

Glass Components 

Moulded Rubber Goods 


. . » for-any of the 1446 


manufacturers of these 
types wf products... 


Air Conditioners 
Broilers 

Clocks, Electric 
Clothes Dryers 
Coffee Makers 
Dehumidifiers 
Dishwashers 
Electric Bed Coverings 
Fans 

Food Disposal Units 
Fryers, Deep Fat 
Home Freezers 
Hotplates 

lroning Machines 
lrons 

Kitchen Cabinets 


Knife Sharpeners 
Lawn Mowers 
Mixers and Blenders 
Radios 

Ranges 
Refrigerators 
Roasters 

Shavers 

Sewing Machines 
Television Sets 
Toasters 

Vacuum Cleaners 
Waffle lrons 
Sandwich Grills 
Washers, Clothes 
Water Heaters 


.-sYOU’RE SURE to reach ALL 
buying influences in ALL 
these plants making ALL 


these products 


APPLIANCE MANUFACTURER! 


Now available to help you size up 
this huge ($7 billion) market: APPLI- 
ANCE MANUFACTURER'S Audience 
study; an SIC analysis of the market 
and our latest circulation statement. 


WRITE: 


APPLIANCE 


MANUFACTURER 


201 N. WELLS STREET, CHICAGO 6, ILL. 


PHONE: 


STate 


2-4121 
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To sell Electrical products... 


CONSULTING ELECTRICAL ENGINEER Ralph 
Loeb of Sheriock, Smith & Adams, Montgomery, Ala. re- 
ports: “I find Electrical Construction & Maintenance espe- 
cially helpful in anticipating the uses of new electrical 
equipment and materials both from its excellent articles, 
and from the advertisements, I feel that this magazine is a 
must for anyone connected with the electrical industry.” 
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PLANT ELECTRICAL ENGINEER H. E. Puckett of 
Louisville, Ky. writes: “In my responsibilities with one of 
America’s largest chemical manufacturers, I find your mag- 
azine helps me keep up-to-date on new electrical equipment 
and tools, which in turn result in lower maintenance costs. 
I find Questions on the Code especially interesting and 
instructive.” 





you've got to sell Electrical Men 


THE ELECTRICAL CONTRACTOR 
THE CONSULTING ELECTRICAL ENGINEER 
THE PLANT ELECTRICAL ENGINEER 


The one sure way to reduce your advertising costs 
is to increase the size of your space and schedule 
in Electrical Construction & Maintenance. 


Yes, increase it to maximum selling power . . . and 
insure its performance by concentrating it in the 
solitary magazine that has identified the electrical 
men who specify, buy and install . . . and isolated 
them into a single, highly accessible audience. 


But you buy more than this. . . for El. C& M is 
not merely a mechanical vehicle to carry your sales 
messages to the right people at low cost. Study 
after study, made over the lists of manufacturers 
you know and respect, show your 3 electrical buyer- 
targets actually prefer this one business paper to 
any other partially serving their self-interests. 


You don’t need statistics to explain this, only your 
good sense. For no other magazine so intimately 
knows what these men need . .. no other magazine 
so intensively delivers such an “on-the-job” edito- 
rial service. 


The 3 electrical men on this spread are not unique 
either in what they want from their business paper, 


ELECTRICAL CONTRACTOR J. J, McLaughlin, Vice- or their opinion of it. Our files have many more, 
President of Kelso-Burnett Electric Co., Chicago says: and youre welcome to look anytime. The nub of 


“Electrical Construction & Maintenance is especially help- it is, they have a “personal” feeling about Electri- 
ful to me in its presentation of marketing information as it cal Construction & Maintenance. . . and that can 


applies to the electrical industry. Articles on the uses of new Ps ; 
electrical equipment and procedures provide ideas for fu- be so profitable to you when they’re reading your 


ture sales effort.” advertising. 


ELECTRICAL CONSTRUCTION AND MAINTENANCE 


A McGRAW-HILL PUBLICATION CBC 330 WEST 42nd ST., NEW YORK 36, N.Y, 
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ROUGHNECK . . 


continued from p. 169 


“Whether Joe is rendering rugged 
service on a rig,” the copy goes on, 
“or whether he’s the brain of a big 
company .. he knows the kind of 
quality pipe it takes. More, he 
knows Lone Star makes it .. and 
will deliver it on the double! De- 
pend on Lone Star API casing, tub- 
ing, and line pipe.” 

Copy in nearly all the ads ends 
up with this folksy line: “Neighbor 
wherever you are .. specify Lone 
Star and we both get a good deal!” 

All the Joe Roughneck ads follow 
that theme, stressing fast service, 
availability and the “neighbor” ap- 
peal. 

Lone Star also runs strictly prod- 
uct sell ads occasionally in which 
Joe does not appear. But the big 
emphasis in the campaign is on Joe 
Roughneck. 

Joe has been a success. The com- 
pany’s distributors have asked for 
reprints of the various ads to use as 


SPUN ALUMINUM WHEELS help this ‘marsh 
buggy” negotiate swamp, water, sand, deep mire at 
speeds to 40 m.p.h. Even if all four tires fail the air- 
tight wheel drums keep the vehicle afloat. Advertisers 
of spinnings and other parts and shapes place more 
advertising in Materials & Methods than in any other 
engineering or design magazine.( Photo: Spincraft, Inc.) 
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HAPPY CHRISTMAS WISHES FROM YOUR OWN STEEL COMPANY 


We send warmest Christmas 

Wishes to Joe Roughneck 
symbolic spirit of the oil 

industry. When the hat 

is passed for gash . . . and 

work . . . to help the less 

fortunate enjoy a wonderful 

old fashioned Christmas 

Joe is right there with 

his check and his heart! 








Oil men’s Santa . . Joe plays Santa on Christmas card, which 


goesnt carry company name. 


stuffers in their correspondence. By 
now, Lone Star and Joe Roughneck 
are practically synonymous. The 
company is so confident of this 
identification that last year its 
Christmas cards carried no mention 
of the Lone Star name. They just 


. Joe’s picture is enough. 


wishes from your own steel com- 
pany.” 


Sales have tripled .. But the 
Roughneck program has done more 
than give a lot of oil men a warm 
glow — more than give the com- 


had a picture of Joe Roughneck, 
with the words: “Happy Christmas 


pany the undoubtedly valuable but 
somewhat nebulous asset of strong 


WHAT'S HAPPENING 


Pick up any issue of Materials & Methods and 
you'll find many good clues to future markets 
for engineering materials, parts and finishes. 


M&M’s complete information on how and 
where to use engineering materials influences 
more than 30,000 paid subscribers—men who 
select and specify materials for new and rede- 
signed products. 


The importance of the M&M market is indi- 
cated by the fact that more companies advertise 
engineering materials, parts and finishes in 
Materials & Methods than in any other engi- 
neering or design magazine. 








identification with Joe Roughneck. 
Here’s the big accomplishment that 
has accompanied the Roughneck 
promotion: Lone Star’s sales have 
grown from $27,000,000 in 1953 to 
$74,500,000 in 1955. 
Of course the company had to have 
a big sales increase in view of its 
$90,000,000 expansion. But there can 
be no doubt that the Roughneck 
program played a big part in mak- 
ing the increase as large as it was. 
One evidence of the company’s 
confidence in the program is the fact 
that it has doubled its advertising 
budget for 1956, which means that 
Joe Roughneck will be _ seen 
throughout the year in the pages of 
these business publications: Ameri- 
can Gas Journal, Composite Cata- 
logue, Drilling, Gas, Independent 
Petroleum Monthly, Municipal In- 
dex, Oil & Gas Journal, Petroleum 
Engineer, Petroleum Week, Pipeline 
Industry, Pipe Liner, Rinehart Year 
Book, Southwest Water Works 
Journal, Texas Oil, Tipro Reporter, 
The Wall Street Journal and World 
° 


Precision does it 


How to control your 
advertising, promotion 


With the sellers’ market ended, Precision Mfg. Co. had to 
come up with an effective promotional program . . and do 


it on a small budget. A new approach, plus exact 


control of all ads, direct mail, publicity does the job. 


By George R. Squires, Jr., 
President 

Precision Mfg. Co. 
Dover, N. J. 


ws Like the key man in the mambo 
band, the steel service firm can beat 
the drum with all ten fingers. The 


technique may not be as flashy as 
Gene Krupa’s stick work, but it 
does the job. 

A service operation devoted pri- 
marily or entirely to handling steel 
for others — in fabricating or dis- 
tribution — requires special sales 
approaches and promotional tech- 
niques. 


Continued on page 174 





IN MARKETS FOR ENGINEERING MATERIALS 


... AS REPORTED IN MATERIALS & METHODS 





Production, Thousands of Tons 











Materials 
& Methods 


ABC— ABP 





. ry oo = = ee 


p60, Taon te 
A REINHOLD PUBLICATION 


430 Park Avenue, New York 22. N. Y 














Year 


U. S. PRODUCTION OF SELECTED 
MATERIALS appeared in ‘Materials Engineering 
News” section of Materials & Methods. Use it to see 
how your sales trend compares with the average. MEM 
regular editorial departments—Materials Briefs, Mate- 
rials Outlook, Materials Engineering News, etc.—sup- 
plement technical data with the. economics-of materials 
selection. 











Materials Selection 
& Use in Product Design 
& Manufacture 


NEW PHOTOSENSITIVE GLASS, magni- 
fied 50 times, shows precision with which holes 
can be formed. Line is a human hair; filled-in 
holes have captured dust specks invisible to eye. 
Uses for glass: relay pusher bars, stylus guides, 
thermocouple wire guidés, assembly jigs and 
storage tube screens. MGM averages 25 editorial 
pages per issue on nonmetallic materials. (Photo: 
Corning Glass Works.) 
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Construction Machinery 


Exports Jump 20” 


Here’s how to get your share 
in 1956-57 


In 1955, U.S. exports of construction, exca- 
vating and mining machinery amounted to 
approximately $535,000,000. This represented 
an increase of 20% over the 1954 figure 
of $447,500,000. As shown by the following 
_— 1955's exports also represent a new 
igh: 


Value of C.E.&M. 
Machinery Exports 
(millions) 


Assuming that about $1 billion of domestic 
shipments were made, this means that one- 
third of all U.S. production of such machin- 
ery was sold abroad. 


Are you effectively reaching 
your Export Markets? 


Expressly designed to reach the export mar- 
kets and successfully accomplishing this 
purpose are Gillette's World Construction, 
now published monthly, and Gillette's Cami- 
nos y Construccion Pesada. 


Gillette's World Con- 
struction is distrib- 
uted to 10,000 Eng- 
lish reading govern- 
ment officials, con- 
tractors, 


Africa, Australia, New 
Zealand and Island 
possessions, 


Gillette's Caminos y 
Construccion Pesada 
is distributed to 15,000 
Spanish or Portuguese 
reading government 
officials, contractors, 
engineers, importers 
and agents in 20 Cen- 
tral and South Amer- 
ican countries, Spain 
and Portugal. 


For further information on the export markets 
and their coverage, write us 


PUBLISHING COMPANY 


22 W. MAPLE ST. * CHICAGO 10, ILL. 
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engineers, | 
importers and agents | 
in the Eastern Hemi- | 
sphere—Europe, Asia, | 


AD PROMOTION .. 
continued from p. 173 


With a planned, balanced pro- 
gram of publicity, supplier coopera- 
tive ads, and careful control of our 
promotional projects, Precision Mfg. 
Co., has been able to lick problems 
rather widespread in the steel in- 
dustry. 

These include: 

1. Emphasizing the scope of facili- 
ties, the efficiency of service and 
the extent of quality control, with- 
out running wild budget-wise. 

2. Pinpointing all advertising ex- 
penditures (space and direct mail) 
to areas in which it is feasible to 
compete with other metal fabricat- 
ing companies. 

3. Making effective use of publicity 
—advertising possibilities in care- 
fully planned cooperative efforts 
with equipment and materials sup- 
pliers. 

4. Overcoming the handicap of be- 
ing limited to talking about facili- 
ties, methods and services. 

In the manufacture of steel chas- 
sis and other components the com- 
pany which does not have its own 
brand or product name faces handi- 


PO ile 


Key to control . . 


caps in the planning and executing 
of sales promotion and advertising 
programs. 


Needs planning and control . . 
We know because we have been on 
both sides of the fence. Since World 
War II, Precision Mfg. Co., has 
operated as two divisions. We have 
our extensive stamping, piercing, 
brake forming, drawing and other 
facilities with which to serve those 
who wanted anything from a steel 
eyelet to a refrigerator door. And 
we have our own line of small elec- 
trical appliances — toasters, grills, 
hot plates and irons. 

For quite a while (in the sellers’ 
market era) our advertising and 
sales promotion was a cinch — a 
little color, good picture, fair copy 
and a lot of merchandise for an ap- 
pliance hungry market enabled us 
to make a quite a splash. 

Now, however, there is need for 
careful planning and detailed con- 
trol in all of our promotional ap- 
proaches. As always, this holds 
especially true for the _ service 
fabricating phase of the business. 
Surmounting the problems of pro- 
moting purely service facilities with- 


Kardex cards keep track of all types of promotion. Face of card 
| shows dates on which various steps in producing, distributing piece were completed. 


Back of card gives details on production, costs and distribution. 





NO NEED TO DISCOVER 


out simply throwing money around NEW MEDIA... 
calls for careful study and a well- 
rounded program of sales promo- 


tion. 


Make best use of all tools . . 
Without the advantage of product 
and brand names to which we could 
peg promotional activity we were 
at a loss for a while. Then we de- 
cided that since some form or forms 
of advertising was necessary, we 
should have the benefit of industrial 
marketing or public relations coun- 
sel. 

Our program now is one of gen- 
eral public relations or, better, of 
adapting some of the recognized 
“tools” of industrial marketing to 
our problems and our limitations 
(of advertising and otherwise pub- tog & 
licizing our service phase of oper- |} seg — 
ation). | NTRACTOR 

Now we have found that the dis- 
advantage of having to promote the 
comparatively intangible — process- 
ing equipment, engineering and de- 
sign service and an inventory of 
steel stocks — is offset by the fact 
that we can direct carefully con- 
trolled promotional material to the 
many types of manufacturing and 
marketing concerns to which we 
seek to offer our facilities and serv- 
ices, and do it inexpensively. 

That control is achieved through 
careful planning of ways to use all 
available avenues of publicity, tie- 
in ads, mailing pieces and other 
comparatively low-budget techni- 
ques. This care is not prompted by 
the economic necessity of keeping 
expenditures for advertising, etc., 
at a low figure, but rather to afford 
us full opportunity to develop a 
balanced program likely to be most 
effective in the face of our limita- 
tions as to areas in which it is feasi- 





TEXAS CONSTRUICTION MARKET BEST! 
‘available through the verified, proven readership of the TEXAS CONTRACTOR 


1957 Texas Construction Forecast 
$358,616,172 
1,021,142,300 
298,039,370 

86,762,000 
$1,764,559,842 

“TEXAS CONTRACTOR has more to offer ad- 


vertisers because it offers its readers more.” 


Federal Spending 
City Spending 
State Spending 
County Spending 


The Construction News Weekly of Texas 


RISACION “won 


DALLAS, TEXAS 


to sell those 
who make 
top 
management 
decisions 

in the 

school market 


TOP MANAGEMENT READERSHIP TOP CIRCULATION 


ble to seek new business and of 
telling our story of facilities, engi- 
neering skills, and other service in- 
tangibles. 

To control and be in a position 
to better evaluate the variety of 
publicity and promotional activities, 
we now have the benefit of a system 
of project control records and pro- 
cedures developed by the Institute 
for Advertising Control in coopera- 
tion with Remington Rand manage- 
ment control specialists. 

The control record for each pub- 
licity item, supplier tie-in ad or 


Major buying decisions in both the $3 
billion school construction market and the 
$8 billion operation budget are made by: 


Superintendents of Schools 
School Board Members 
School Business Officials 
Schoolhouse Architects 


And only THE AMERICAN SCHOOL BOARD 
JOURNAL covers all four of these groups 
with ABC paid circulation. Approval of 
each is important, but at bidding and con- 
tract letting time you need whole team 
backing by all four for successful selling. 


The JOURNAL is the most widely read 
periodical in school administration with 
25,534 net paid (ABC June, 1956). You 
get more Top circulation among buying 
decision makers — plus proof of constant 
readership in the 89.71% subscription re- 
newal rate. 


EDITORIAL COVERAGE 
The JOURNAL is unique in school adminis- 
tration, publishing the only professional 
magazine for the lay school board member 
as well as the trained school administrator, 
his staff, and the architect. For more than 
65 years this editorial approach has served 
the public school and advertisers — best. 


Write for further information and our ‘‘Selling to School’’ series. 


the american 
school board journal 


milwaukee 


new york = chicago a 


Continued on page 176 
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AD PROMOTION .. 


continued from p. 175 


story, mailing piece, sales bulletin, 
etc., is an 8x5” visibly indexed Kar- 
dex card. On the margin of the 
card’s face is space for noting by 
code the project or service and a 
work program chart over which 
signal tabs are placed to record 
current action and scheduled steps. 
The body of the card is ruled off 
for posting of dates and notes of 


action taken. 

On its reverse side, the card is a 
work sheet for the permanent rec- 
ords of production specifications, 
suppliers and costs, and distribution 
of the sales promotion or advertis- 
ing material. 


What the records provide .. We 
have found that a simplified control 
record is advisable because of the 
necessity of checking and approving 
all material before it is released, to 


keep track of requirements for art- 
work or photographs and, frequent- 
ly, because of the necessity of hav- 
ing the material checked by tech- 
nical experts, or (as in a case study) 
by the subject company. The Insti- 
tute-Remington Rand type of visible 
control charting provides assurance 
of careful follow-up and eliminates 
chances of error or oversight likely 
to occur if the only “control” is 
scattered 


memory and _ notations 


here and there. « 





Story book advertising . . 


How to gain customers 
through pictures 


Here’s an evaluation guide for the time-pressed 


executive who must participate in his company’s 


By Frank Soltesz 
Industrial Illustrator & Consultant 


Frank Soltesz Studio 


= Many industrial companies are 
using new techniques in illustration 
to popularize their products and 
company sales presentations and 
consequently are broadening the 
base of their respective markets. 

In short, the more astute indus- 
trial marketers regard memorable 
pictorial interpretation of a prod- 
uct’s performance or a_ service’s 
scope as a major consideration of 
the pre-selling operation. 

Why is industry striving so hard 
to achieve that sharp, almost story- 
book quality in all its advertising 
— in all the material designed for 
market promotion — for stock- 
holder, employe and public con- 
sumption? 

Here’s some of the thinking that 
is developing the new concept of 
illustration for industrial advertis- 
ing and promotion. 
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advertising art huddles 


Author . . Frank Soltesz, head of Frank 
Soltesz Studio, is a nationally recognized 


authority on industrial illustration. 


>» Management executives of “pros- 
pect” companies are not necessarily 
technical men. Final decision, never- 
theless, as to the acceptance or re- 
jection of an industrial product or 
service frequently is greatly in- 
fluenced by them. Therefore, it is 
imperative that the sales theme be 
presented in such a manner that 


they, too, get the full significance 
of the story — that they also can 
instantly recognize the advantages 
provided by the product or service. 


» We Americans are the world’s 
greatest rooters for technological 
progress. The more people who 
know about the product or service 
the more it is “noised” about and 
the more its prestige snowballs. 
Results: News of its advantages and 
possible applications may be even- 
tually “grapevined” to men of top 
management who know that con- 
sistent progress is the surest path 
of survival. It is well to remember 
that the direct message can fre- 
quently be by-passed by time- 
pressed executives. It is well to re- 
member that indirect, though pro- 
ductive, sales leads commonly pop 
up from the “fringe audiences.” 
And new illustration techniques and 
treatments can transform the indus- 
trial theme — lend it pace, color 
and drama with which to attract 
and hold greater reader interest. 


> A strong human “company per- 
sonality” is a sales asset and that is 
determined by how well — how 
distinctly — the company “talks” to 
customers, potential customers and 
the public. For that reason virility 
and sincerity should be reflected in 
the industrial illustration. 


This type of thinking explains 
why more and more industrial sales 
executives are sitting in on the so- 
called “art” conferences. 

Because of this increasing partic- 
ipation in the “art huddles” the 
following brief list of “Do’s and 

Continued on page 177 





More than 80% of subscribers have requested 
that the Tool Engineer be sent to their homes. 


"Joe, we've got 2 
great new idea..." 


(he means the information from 
your advertisement) 


Tool engineers put in a lot of time look- 
ing for better manufacturing methods. 
Take the gentleman at the phone, for 
example. A week ago he had a tooling 
problem that might have slackened his 
plant’s production schedule for nearly 
three weeks. 


Tonight, studying his copy of THE 
TOOL ENGINEER, he has run across 
an advertisement on the use of plastics 
for tooling. From it he learns how to 
cut down tool-supplying time by 
nearly 70°)! That’s something to get 
excited about! Each month this man 
and some 33,000 others like him—all 
tool engineers—study their profes- 
sional magazine, THE TOOL EN- 
GINEER, for information to help 
their plants—and themselves. They 
look through a number of other books 
too, of course. But this one publication 
is “must” monthly reading material. 


Why? Well, it’s the one professional 
magazine in the field. It’s the one 
publication whose editorial copy is 
written by top men in the tool engineer- 
ing field, to an audience of fellow 


professionals. 


In its own way, THE TOOL EN- 
GINEER is to its field what a legal 
journal is to the lawyer. Professionals 
can’t skip such magazines and stay 
competitive! 


Here’s what came of this telephone 
call next day—in the Vice-Presi- 
dent’s office 











These new plastic dies 
will jump our production 
by 30 per cent 









“We might well put in our order 


today .. .”” Does he know what he’s 






talking about? Of course. He has to. 






The $30,000 appropriation he is 






recommending can easily mean the 






difference between a company loss 





for this quarter, or a_ dividend 






payment. 











Incidents like this show why every 
facet of your sales story gets careful 
readership in THE TOOL EN- 
GINEER. To the professional who 


is studying it, there’s no margin for 








error. He takes the information 





you're giving him for his own better- 





ment, and that of his company. 





What better place to tell about your 






product than to these professionals i 





—some 33,000 of them—who are in 






such a strong position to specify 





its purchase? 












His title varies: Chief Engineer perhaps, Factory Right now, groups of tool engineers are specify- 
Manager, or Tool Designer. You can spot him ing or recommending the kind of product you are 
and his importance to you by what he does. manufacturing. Make sure they are familiar with 
your selling messages. THE TOOL ENGINEER 
For example, tool engineers have large influence —publication of its profession—is the top-rank- 
in the field of perishable tools. In a survey of ing medium for your product’s story. ‘ 






major plants in 64 cities, the relation of pro- 
fessional tool engineers (ASTE members) to 
the purchase of cutting tools was: 


65% cpecited , Sh Pirie | 
59% approved ae 
Engineer 











28% actually purchased 
and... only 1.8% had no responsibility in 
cutting tool selection. 










It was found that 41.5°% of the tool engineers 


were supervising production processes using PUBLICATION OF THE AMERICAN SOCIETY OF TOOL ENGINEERS 
cutting tools. ASTE BUILDING, 10700 PURITAN AVENUE, DETROIT 38, MICH. 









AD ART. . 


continued from p. 176 


“Don’t’s” may be welcome to indus- 
trial sales executives who are antic- 
ipating such “art” discussions with 
relation to their over-all sales ob- 
jectives. The considerations set forth 
here have helped many in top man- 
agement to reduce the margin for 
error in their decisions. 


Do’s and don’‘ts . . 
Do: 


1. Fight for color. Color, rightly 
used, can double the impact of the 
industrial illustration — in adver- 
tisement or sales brochure. Fur- 
thermore, it makes it possible to 
break down the sales story into 
more understandable terms. 


2. Insist that the pictorial portion 
of the story fulfill its sales mission. 
To do that it must lend itself to in- 
stant interpretation by the layman 
as well as by the engineer or tech- 
nician. Your illustration should be 
pleasing and stimulating — but pic- 
torial treatment of the theme should 
have a definite interpretive char- 
acter. 


3. If the theme is that of a prod- 
uct’s development or application, 
make sure the product is the “star” 
of your pictorial presentation. Ordi- 
narily it should be the dominant 
motif in the illustration. If that is 
not feasible, give it special and 
prominent treatment to identify it 
unmistakably with the pictorial ex- 
position of its use or application. 


4. Recognize the importance of 
humanizing the industrial illustra- 
tion. This may be most strikingly 
achieved by what we call “peopling” 
the illustration. The industrial 
theme achieves broader, more poign- 
ant significance when it is trans- 
lated in terms of people — (1) 
people creating the product; (2) 
people operating manufacturing 
equipment; (3) people utilizing or 
benefitting by an industrial product 
or service. 


5. If your principal illustrative fea- 
ture is an aeriel view of the plant 
— for heaven’s sake bulwark it 
with a diagramatic drawing to ex- 
plain the plant layout or to drama- 

Continued on page 180 


cleaning laundry 
plants have 


smokestacks, too!) 


If you count prospects by 
smokestacks, be sure you include 
America’s 30,000 cleaning-laundry 
plants. The cleaning-laundry plant is a 
factory in every sense of the word. 

It is a $2,000,000,000 business of 
manufacturing clean clothes. Take a 
look inside and you'll see there is a 
lot more than just suds and solvents. 


BOILERS & STEAM SPECIALTIES— 
hot water and steam are prime 
requisites. Hot water heaters, re- 
turn systems are in demand. Unit 
trapping is common. 

VENTILATING AND AIR CONDI- 
TIONING—heat and humidity de- 
mand major attention to ventila- 
tion. Exhaust fans, unit cooling and 
air conditioning are in demand. 


MATERIALS HANDLING EQUIP- 
MENT—trucks, carts, racks, and bas- 
kets are in daily use; also overhead 
and belt conveyors. 

PACKAGING EQUIPMENT & MATE- 
RIALS—a large plant will package 
in excess of 25,000 pieces per week. 
Paper and polyethylene products— 
automatic packaging equipment are 
in great demand. 


The above are but a few of the major industrial items used in 


cleaning-laundry plant operati 


ion. There are more: valves of all 


types; t t; air compressors; delivery trucks; 





— ee 


marking equipment; pumps and many more. 


The cleaning-laundry plantowner reads the publications of 
his industry and among these, first choice is Cleanin 
Laundry WORLD. The WORLD has the largest sedis’ 
circulation in the industry, carries more advertising volume, 
has the lowest cost per thousand, and in the first eight 
months of 1956 surged ahead with an 84-page gain over 
the same period in 1955. This gain is the largest in the field 
in total lineage, percentage of gain, and dollars gained. 
Editorially, the WORLD this year won the “Award of Merit” 
for Editorial Excellence in the IM 1956 Editorial Com- 
— One project earlier this year brought in demand 
or over 55,000 reprints from readers and companies in 
the industry. 

Let us tell you the complete story at your convenience. 
Our men will assist you with complete market information, 
merchandising methods, and information on distribution. 


CLEANING LAUNDRY 
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Like to make your own anal- 
ysis ?. Write us for copies of 

this ‘‘Market and Media % 
Analysis Chart.’’ 


' 








to match media to markets 


How often, in buying business paper space, 
have you wished for some method of matching 
circulation to your market? 


... Or a simplified, fast way of finding out 
what proportion of the worthwhile establish- 
ments and buying power you were reaching 
with a publication? 

One advertiser calls it, ““Taking the hocus- 
pocus out of circulation’. 


You can do it with S.I.C.—combined with 
the Penton Census. Reporting on the Standard 
Industrial Classification basis is distinctly a 
PENTON development—and a vital part of 
the Census Operation. 


Take STEEL Magazine, for instance. When 
you look at the circulation analysis, you'll see 
how we’ve already matched circulation to the 
market for you. To help you quickly find out 
how we stack up, you can run your eye down 
the plant counts, and compare the coverage 
figures for every product category. You can 
readily see what proportion of the worthwhile 
establishments you’re reaching. 


You'll find similar information available on 
each Penton publication, to aid you in Media 
Selection. 


This method of matching media to the market 
is made possible through the use of S.I.C. and 
the Penton Census. It’s just one of the advan- 
tages of doing business with Penton. 


ahr EM TFT OH 


Publishing Company 


PENTON BUILDING e CLEVELAND 13, OHIO 
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Operation: Paper Mill 
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Dramatic . . Merritt-Chapman & Scott 
teresting, dramatic manner. 


AD ART. . 
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tize the industry’s size or scope. An 
aerial view of a group of buildings 
has very little significance unless 
some device is employed to conduct 
the reader on a tour of the premises 
or to impress him with the char- 
acter and magnitude of the plant’s 
operation. 


Don't: 


1. If a “how it is done” angle is a 
feature of the sales story, don’t hesi- 
tate to use a flow chart. It inspires 
the reader with a wonderful sense 
of participation — of being “in” on 
a project. And there are key men 
in industry to whom a flow chart 
or a production pictorial is irresist- 
ible. 


2. Don’t limit your pictorial illus- 
tration to a diagrammatic drawing or 
flow chart. Used alone it will prove 
too stark. Unimaginative pictorial 
presentation will prove costly in 
terms of limited audiences. In most 
every instance the diagrammatic 
drawing or flow chart should be 
used to supplement and expand an 
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p. uses new illustration 


exciting pictorial presentation of the 
theme. 


3. Don’t clutter the pictorial pres- 
entation of your sales story with 
a lot of extraneous “art.” The more 
sharp, the more imaginative it is, 
the more provocative it will prove. 


Is there a quick method by which 
the sales executive can learn to 
evaluate industrial illustrations — 
the heart and spark of the modern 
sales messages? The practice sug- 
gested here is helping several exec- 
utives of the author’s acquaintance. 
One can apply oneself to it as one 
would to a crossword puzzle — 
sandwiching it in between appoint- 
ments or while traveling by plane 
or train. 

Simply take a dozen sales bro- 
chures or a group of advertisements 
for industrial periodicals. As you 
study each one check it against the 
following list of common faults of 
industrial illustrations. For each 
“sin” place a demerit mark of some 
sort on the margin or at the top of 
the illustration. 


1. Unimaginative picturization of 


technique to present flow chart of a technical operation in in- 


the sales theme. 


2. Limited appeal of illustration — 
art-wise, color-wise. 


3. Incompatible with the copy style. 


4. Over-technical — failure to in- 
terpret the theme so that it can be 
quickly grasped by the non-techni- 
cal executive as well as by the spe- 
cialist. 


5. Insufficient retention value. 


6. No plus-value — does not lend 
itself to: (a) blow-ups for group 
or convention presentations; (b) 
Kodachrome enlargements for trade 
shows; (3) reprints for public edu- 
cation projects or company’s train- 
ing projects for technical and sales 
personnel. 

Pursuance of this practice will 
develop an appreciation of the es- 
sentials of advanced and sound il- 
lustration techniques. Furthermore, 
it will keep the executive abreast of 
the new techniques and illustrative 
devices which are making advertis- 
ing and promotion history for the 
more progressive industrial com- 
panies. 2 








® More than 100 manufacturers 
are selling nuts and bolts in the 
United States, and their product is 
so common and standardized that 
even the term “nuts and bolts” has 
come to mean a cookie-cutter op- 
eration. 

When a company enters the nuts 
and bolt business, therefore, and in 
a few years builds up a multi- 
million-dollar annual sales figure, 
there’s reason to ask why. 

One of the answers from the 
Shakeproof Div. of Illinois Tool 
Works, Elgin, Ill., is that it doesn’t 
sell just ordinary nuts and bolts. 
Even the term “nuts and bolts” is 
obsolete. Today, industry calls 
them “fasteners.” Every one of 
Shakeproof’s fasteners has a spe- 
cial feature that makes it unique in 
its particular application. The re- 
quirement behind their design is 
that they must do at least one of 
three things: 

@ Speed assembly. 
e Improve quality. 
e Cut costs. 

But even with modern fasteners, 
you must have a marketing pro- 
gram. One of the most unusual as- 
pects of Shakeproof’s marketing 
program is an engineering sales ap- 
proach called the “Fastening Anal- 
ysis Service.” 


A nut-and-bolt account. . 


Engineering and ideas 
sell goods to the OEM 


In the lingo of veteran admen the ‘nut and bol? account’ 


is the one with a product so standard (if not dull) that 


it stumps the copywriter. But look at what's happening 


to nuts and bolts—and marketing, too 


A concept worth studying .. 
The Fastening Analysis Service 
consults with clients on their fas- 
tening problems; it aggressively 
seeks new ways by which prospec- 
tive clients can simplify their fas- 
tening problems, save money—and, 
not so incidentally, buy their fas- 
tenings from Shakeproof. 

In analyzing fasteners, the fol- 
lowing five questions are asked— 
and answered—in order to deter- 
mine specific needs: 

1. Is the fastening necessary? 

2. Is the minimum number of 
fastenings specified? 

3. Does the fastener specified per- 
form the job best? 

4. Is the fastener simple to apply? 
5. Does the fastener have the prop- 
er specifications for material and 
finish? 

What is there about nuts and 
bolts that would justify an engi- 
neering analysis of the products on 
which they are used? 

Surprisingly, there is a great deal. 
A refrigerator contains hundreds 
of fastenings. An automobile con- 
tains thousands. And a major por- 
tion of the man-hours required to 
assemble either a refrigerator or an 
automobile is entirely devoted to 
the handling of fastenings. “In the 
final analysis, assembly work is 
fastening application,” says Fred 


Knohl, chief field engineer of 
Shakeproof. 

Fasteners long ago outgrew the 
nut-and-bolt stage. They include 
clips, self-locking nuts, thread-cut- 
ting screws, special washers, plastic 
parts, staked-on washers, pre-as- 
sembled clamp-and-screw units, 
and all manner of special devices. 

Putting a fastener on any piece 
of equipment is generally about 
85% labor and only 15% fastener. 
If you can design fasteners to re- 
duce the cost of the labor by sim- 
plifying assembly, you have a much 
better chance to sell them. 


Customer savings . . Shakeproof 
designs a lock washer, for example. 
So do a lot of other fastener manu- 
facturers. But Shakeproof’s washer 
is pre-assembled with the screw in 
a manufacturing operation. Or in 
another Shakeproof product it is 
pre-assembled onto the nut. On a 
fast assembly line, work is speeded 
simply because the worker does not 
have to add the washer to the screw 

or nut. It’s already added. 
Experience has shown that the 
average operator assembles be- 
tween 800 and 1,000 pieces per hour. 
If the fasteners are pre-assembled, 
he can handle 800 to 1,000 of the 
two parts together. Figure his 
wages at $1.50 per hour and over- 
Continued on page 184 
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How to win a 3-week 


Hawaii 


at Our expense! 


It’s not difficult. If you work for an industrial advertiser or agency, most likely 
there’s a copy of Industrial Marketing’s “Market Data Book” within reach which you’re 
using regularly. Just write us a winning letter,“How I Use The Market Data Book.” 


Thousands of advertiser and agency men are using IM’s 622-page reference on industrial markets, 
market potentials and media every day. We know that many new uses have been developed for this 


unique volume, but frankly, we don’t believe these many uses have become well enough known. 


First prize in the contest is a $1500 all-expense trip to Hawaii for two, includ- 
ing a choice of crossing the Pacific by sea or air. IM will provide the winner’s 
transportation to the west coast, where Happiness Tours takes over, arranging for 
all travel details, providing entertainment and sightseeing programs. The trip 
includes travel on the luxury liner S.S. Lurline, a stay at such hotels as the faby- 
lous Royal Hawaiian Hotel on Waikiki Beach, visits to other islands and an entertainment program 


designed to erase business matters from the mind for three glorious weeks. 
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# $1500 trip to 


The contest, which opens August 1 and closes December 1, is open to any 
industrial advertiser or agency man who uses the Market Data Book. 
Entries will be judged mainly on the ingenuity and variety of uses to 
which the many types of information are being used to study markets, 
select media, and plan research and promotion. In addition to the Hawaii 
trip, 20 additional prizes consisting of motion picture cameras—Eastman 


Kodak’s 8 mm Brownies—will also be awarded. 


Send your entry 
to the EDITOR, 


INDUSTRIAL MARKETING 


200 EAST ILLINOIS STREET © CHICAGO 11, . ELEN OES 
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HIS STAMP IS 
A SIGN OF 


BIGGER 
SALES 





Whether his approval is 
stamped, or only spoken 
across the desk, the 
petroleum engineer is a ke) 
man in the sale of technical 
oil field equipment and 
services. A recent study 
revealed that, in a specific 
twelve-month period, one 
hundred PETROLEUM 
TECHNOLOGY 
subscribers . . . petroleum 
engineers . .. specified or 
approved oil field 
equipment and services 
amounting to over one 
hundred million dollars. 
If your product requires 
technical approval, 
advertise it to the technical 
man...the petroleum 
engineer who reads 
JOURNAL OF 
PETROLEUM 
TECHNOLOGY. 


Petroleum Engineers are 
educated to specify and buy 


ENGINEERING . . 
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head at 200 to 300% and it is ob- 
vious that pre-assembled fasteners 
can cut costs even when their price 
is $1 to $2 per thousand more. Or, 
using an automatic screw-driver, a 
worker can hopper-feed the units 
and handle 3,000 per hour. Illinois 
Tool, of which Shakeproof is a di- 
vision, manufactures the automatic 
screwdriver. 

The 12-man engineering staff of 
the Fastening Analysis Service 
makes several hundred fastening 
analyses per year. These may range 
from comparatively simple jobs to 
a complete analysis of all the fas- 
tenings in an automobile. 

If salesmen can’t sell a manufac- 
turer on Shakeproof products, it 
isn’t unusual for the Fastening 
Analysis Service to buy one of the 
products, analyze it completely, and 
prepare a detailed, illustrated re- 
port showing every fastener appli- 
cation in the product, together with 
the Service’s recommendations for 
improving it. 

Fastenings have become so spe- 
cialized that there is probably no 
such thing as a typical case. 


Losing business pays . . One re- 
frigerator 
Shakeproof to develop a clip to fas- 
ten the breaker strip—a wide plas- 
tic strip between the inside and 
outside of the box. They furnished 
a design and Shakeproof had the 
low quotation of $5.50 per thousand 
and was given the order. But Fas- 
tening Analysis intervened and 
said: “You don’t need a clip that 
expensive. Let us design one for 
you.” The result was a clip that 
served the purpose equally well 
for only $3.50 per thousand. Since 
the company would use more than 
6,000,000 clips per year, it was a 
clear saving of $12,000. 

“Of course it was a loss of $12,000 
in business for us,” says Fred 
Knohl, “but it will help the cus- 


manufacturer asked 


plates, which served as cover plates 
only, were held with separate 
screws, which in turn had fittings 
to receive them. The Fastening 
Analysis Service solved that one 
by slightly altering one cover plate 
so that a screw from the other held 
both in place— thus saving three 
cents per iron in manufacturing 
cost. For one million irons per year 
that is a total saving of $30,000. 
Multiply that by other fastening 
savings elsewhere in the iron, and 
the value of the Fastening Analysis 
Service takes on tremendous pro- 
portions. 

“We find that nothing sells as 
effectively as giving manufacturers 
the parts and saying, ‘Here’s where 
they fit, and this is what you can 
save,” declares Mr. Knohl. 

Most refrigerators are tested with 
compressed air or vacuum from the 
outside to see whether they leak. 
One refrigerator manufacturer 
punched a small hole in the box, 
tested pressure through the hole, 
then closed the hole with an assem- 
bly consisting of a screw, a washer, 
a rubber piece, a washer, a lock 
washer and a nut. 

Shakeproof engineers analyzed 
the problem, came up with a little 
piece of Vinyl plastic that looks 
much like the rubber nipple of a 
baby’s bottle. All that is necessary 
to install it is to take a special tool, 
poke it in, and lift out the tool. It 
locks itself in place. This little 
gadget saves one-half cent in the 
cost of parts and one cent in assem- 
bly cost and gives a positive seal. 
That’s one and one-half cents sav- 
ings on each of more than half a 
million refrigerators or $7,500. 

In each telephone transmitter is 
a valuable little precision-made 
microphone. It performs so well 
that electronics hobbyists took to 
stealing them out of telephone 
booths, It was only a matter of un- 
screwing the telephone mouthpiece 
and taking out the mike insert. 
Shakeproof was asked to find a way 
to lock the mouthpiece onto the 


JOURNAL OF 


PETROLEUM 
TECHNOLOGY 


Published Monthly by Petroleum Branch, 
American Institute of Mining, Metallurgical 
and Petroleum Engineers, Inc. 

800 Fidelity Union Bidg. © Dallas 1, Fexas 


telephone. Fastening analysis de- 
signed a lock washer which pre- 
vents the mouthpiece from being 
taken off by hand. It was installed 
in existing telephones and can only 
be removed by a special tool in the 
hands of telephone engineers. 


tomer look to us as his No. 1 sup- 
plier.” 

Shakeproof engineers like to 
tinker with similar problems until 
they solve them. Recently, Mr. 
Knohl had a well-known make of 
electric iron on his desk. Two back 
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So we gave them 
SOMETHING THEY COULD HAMMER! 





SHAKEPROOF 
PERSONALITIES 





External . . Spread in Shakeproof's “Fastening Forum,” quarterly external, 


case history of a problem solved by Fastening Analysis Service at left and is ¢ 


ized with pictures of company salesmen, engineers at right. 


Adds new line . . An automobile 
manufacturer received complaints 
that the clips that held gas and 
brake lines to his cars’ chassis were 
working loose. The clips were de- 
signed to be screwed onto the frame 
but investigation revealed their 
threads were invariably stripped. 
Observation by the auto body en- 
gineer quickly disclosed why. The 
clips were in awkward locations, the 
workers were rushed, and they 
drove the screw in with a hammer 
instead of a screwdriver. 

Shakeproof engineers designed a 
clip that could be driven with a 
hammer. It fits into a drilled or 
punched hole in the framework and 
has developed a broad application 
by permitting greater standardiza- 
tion of assembly procedure. The 
driven clip forms a tight, vibration- 
resistant fastening that can be used 
with glass, plastic, or rubber tubing 
as well as metal, and now Shake- 
proof has a new line. 

) 

Profitable accident .. Shake- 
proof launched its fastening analy- 
sis service somewhat by accident. 
It bought the small cars of three 
major automobile manufacturers 
and dismantled them completely. 
The purpose of this was to acquire 
an inventory of what could be sold 
to these companies and give Shake- 
proof engineers an opportunity to 


work with the automotive engineers 
on specific problems. 

But the study enabled Shake- 
proof engineers to give the automo- 
tive engineers an insight into prob- 
lems they didn’t even know they 
had. The project was so successful 
it was applied to other fields. Since 
this analysis, the company has sold 
the automotive manufacturers many 
more fasteners and has helped them 
design new ones. 

One of the major accomplish- 
ments of the Fastening Analysis 
Service, says Mr. Knohl, is that it 
has helped develop a sense of value 
for fastenings. Customers came to 
appreciate the problem and under- 


stand better what the fastening en- | 


gineers are trying to accomplish. 
One refrigerator manufacturer 
keeps his current production model 
in Shakeproof’s shop at all times. 
If trouble develops with a fastener 


on the production line, a telephone | 


call to Shakeproof can direct en- 
gineers to the sore spot immediate- 
ly—they have the model there to 
study and report back on. 

The Service starts a project in 
several ways. If Shakeproof is deal- 
ing with a new customer, analysis 
would be initiated by one of the 
following methods: 


1. By going into the customer’s 
plant and taking one of his prod- 
ucts apart in the customer’s own 

Continued on page 186 





.. . for 73 years the regions 
leading business publication 

. has a new look and a new 
role in— 


GROWTH INDUSTRY MEDIA 
... This should be your prime 
medium for selling the boom- 
ing industrial South! 


FREE OFFER: 

(on your letterhead to Guy H. 
Tucker, Dept. A) 144 page mar- 
ket survey with detailed economic 
facts and directory of all large 
plants in the area served. 


MANUFACTURERS RECORD 
A Conway Publication 
North Atlanta, 19, Georgia. 
Publishers Of: 
Industrial Development 
Site Selection Handbook 
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You'll be happy, too 
with 


results from your 


advertising in 


RURAL ROADS 


There are over 3,000,000 miles of rural roads in the 
U.S., out of a total of 3,400,000. 


Over 


half of the 


rural mileage (1,740,000) are 


County Roads. 


The remaining rural mileage is State and Federal 
(700,000 miles), and Township (600,000 miles). 


Municipal 


mileage 


(370,000 miles) makes up the 


balance of the U. S, total. 


Thus, 89% of all U.S. mileage consists of rural roads. 


For Whom is RURAL ROADS Edited? 


* RURAL ROADS is written for road engineers 
and officials because 

* In the State and Federal highway 
n rket, engineers and highway superinter 


t 


m ainter lance 
dents 


ip road construction 
fFicials 


I e ond T ywnshi 
anc ntenance market, engineers and 
are the spec ifying and buying factors. 


RURAL ROADS’ Coverage 


1. For the State and Federal 
market: Complete coverage, 
or ounties: Complete coverage of all 
ounty Engineers or other technical men, 

ard Members, and key appointed officials for 
ounty Road construction, maintenance, admin- 
stration and operation. 
9 Towns, Townships and Special Road Dis- 
ricts: Coverage of b 1ying = specifying road 
veers, superintendents and 


officials. 
4 my a Plus: Complete coverage of the engineers 
and offic ial Is of 


hi ghway maintenance 
deep penetration. 


the Canadian national, provin- 
y and township road field for con- 
d maintenance. 

lus: Coverage of all mai ntenance 
1d maintenance superintendents of 
ike maintenance macket. 


RURAL TIS 


RURAL ROADS’ Editorial Policies 


* In broad outline, RURAL ROADS’ policies are 
linked with its circulation coverage. 

* Promoting low-cost road work. 
Opposing diversion of highway revenue te 
other than highway work. 
Promoting qualified engineering 
road expenditures. 
Promoting application of Sufficiency Ratings to 
proposed road improvements, on which to 
base priority and types of construction. 
Promoting construction by contract. 
Promoting economically justifiable 
surface types. 
Factual reporting. Provocative editorial writ- 


centrol of 


highway 


ing. 

Publishing articles on the technical aspects of 
read construction and maintenance written in 

oo teieteah 6 

Mentioning manufacturers’ names, or equip- 
ment trade mark, in picture captions and in 
text, when it helps the reader gain a better 
understanding of the procedure discussed. 





All types, kinds and sizes of road construction and 
maintenance equipment are used in the RURAL 
ROADS market. Over 18,000 road jurisdictions 
construct and maintain rural roads. The Bureau 
of Public Roads estimates that these jurisdictions 
own equipment valued at $1,200,000,000 and re 
place one-eighth, or $150,000,000 worth, annually. 
Reach the buyers and specifiers of your equipment 
or materials in the United States and Canada, 
through— 


A Gillette Publication 
22 WEST MAPLE ST., 
CHICAGO 10, ILL. 





MARKET DATA and 
DIRECTORY NUMBER 





locate industrial markets 





by providing information on 


69 major industrial and trade 


markets plus 87 sub-markets. 
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laboratory with his own engineers 
present. 


2. By bringing the product to the 
Elgin plant of Shakeproof for an- 
alysis. 


3. Or (and this is usually done 
anyway) by taking a trip along the 
assembly line with the methods 
engineer. It is important for pur- 
poses of analysis, for example, to 
know whether the worker is on his 
feet or sitting down, and under 
what other conditions the fastener 
is used. 


Then the analysis is written up 
and detailed drawings are prepared 
for each application of a fastener 
under study. Such an analysis may 
contain hundreds of pages and 
drawings. 


- Once this 
is usually 
preliminary 
study, the purchasing 
agents, cost men, methods men and 
called in for 


Give-and-take talks . 
has been done, and it 
only a 
customer’s 


regarded as 


design engineers are 
fastening analysis. They may come 
to the Elgin plant or Shakeproof 
engineers may go to them. Give- 
and-take discussions go on. 

Fastening Analysis may suggest 
that a given part has three screws 
and needs only two. The customer’s 
engineer may say “I need three for 
such-and-such a reason.” Shake- 
proof’s men may reply, “Then you 
can make three screws perform 
more functions.” 

And so it goes. Revisions are 
made in the analysis, cost compari- 
sons and quotations are drawn up 
and specific parts recommended. 
From this will come specific proj- 
ects and specific orders for Shake- 
proof. 

Usually two engineers participate 
in the analysis and do the bulk of 
the spadework for each report, but 
all Shakeproof engineers make sug- 
gestions before it is finalized. 


Long range selling . . The Fas- 
tening Analysis Service can point 
to hundreds of sales accomplish- 
ments but it would be the first to 
admit that it is only one aspect 
of Shakeproof’s selling program. 








2. 
PASTENING AN/LYSIS 


FLUE PIPE EXTENSION 
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Mochine 12-24 x 1/2" | Split Ring | 
L |__serens eoteecl Kastrnbttaratend 
- Sorews with split washers under heeds pass through clear- 
ance holos in "L" brackets (,062") and clearance holes 
in flue extension asbestos pipe (.100"). Brass 
washers and hex nuts complete the assembly. 


Plat type speed nut D 2133 1s recoumended, 


45. Serews pass through elongated clearance holes (1/8 x 7/8") 
and engage in punched holes in tab of evaporator stand 
(.062"). 


Type 1 thread cutting ecrows 10-2 x 1/2 pan heads are 

recomended, 

+ Serow passes through elongated clearance hole (1/, x 3/j 
in "L" flue pipe brackot (,095") and cloarance hole in 
evaporator stand (,062"), Split ring washer and square 
nut mbly. 


1/2 pan head are 
jor head passes 
) in "L" flue 
pip at oncages 
in speed nut pos v of pipe 
clamp. 
8. Serews pass throu h ator pipe 
outlet bracket (, and evap tand (.0 "ye 
to the assembly, 


Type 1 thread cutting ec 10-2 x 1/2 
recommended, 


pan heads are 











Detailed . . Spread above is one of 35 such detailed drawings and analyses in 
Fastening Analysis Service's study of the fastenings that go into a Servel refrigerator 
With such studies, Shakeproof shows customers how to save money on fastenings, 


In fact, it isn’t much good for the 
short run at all. “If I had to sell 
some fasteners today and not next 
year, I would never recommend 
the Fastening Analysis Service,” 
says Mr. Knohl. “It is a long range 
program, and it is on the long haul 
that it has been most effective.” 

Other selling means are also 
necessary because of the complexity 
of the market. Shakeproof’s market 
is the OEM—the original equip- 
ment market. The company sells 
heavily to automotive, appliance, 
and radio and TV manufacturers. 
Selling the original equipment mar- 
ket involves selling a good many 
different buying influences. Shake- 
proof feels it must reach the fol- 
lowing: 


> The design engineer is perhaps 
most important. He’s best reached 
when he’s designing the product 
and can put the fastening on his 
drawing. Shakeproof sells the idea, 
“Look at your fasteners first before 
you design. That will save you 
money.” For example, the three- 
cent saving accomplished by allow- 
ing one screw to do the work of two 
in the electric iron could not be 
effected until the next design of the 
iron went into production. 


> Second most important man, from 


Shakeproof’s viewpoint, is the 
methods engineer or industrial en- 
gineer. He is the man who sets up 
the means to manufacture the prod- 
uct designed by the design engi- 
neer. His aim is to attain the best 
quality at the lowest possible cost. 
And he’s got to be convinced by 
visiting his assembly line and be- 
ing shown. He can’t be sold in the 
office. To paraphrase Shakeproof’s 
sales pitch, he’s got to be told, 
“Buddy, you’re doing it the old 
way. Here’s a better and cheaper 
way of doing it.” 


> The purchasing agent is also im- 
portant. He can’t be by-passed and 
has to be convinced that use of 
Shakeproof fasteners will 
money. His permission often has to 
be obtained to get to see the design 
and industrial engineers. 


save 


> Top management is being con- 
tacted aggressively in Shakeproof’s 
marketing program. 


> Secondary influences being 
reached are foremen, plant engi- 
neers, and inspectors and inspection 
engineers. “We want the inspector 
to know he’s going to have fewer 
rejects if his product includes 
Shakeproof fasteners.” 


In reaching these men, Shake- 
Continued on page 188 





THE TEXTILE 


INDUSTRY 


All industries are growing in Latin- 
America but none so fast as the long 
established textile industry. A rapidly 
expanding native population plus the 
pressures of an enormous adult immi- 
gration have created a demand for cloth- 
ing, household linen and other textile 
products that is forcing fantastic growth 
on textile mills. Their purchases in 
the United States for textile machinery 
alone have exceeded 30 million dollars 
annually for many years. Besides that 
they buy motors, compressors, water 
and air conditioning equipment, dye- 
stuffs and chemicals in impressive quan- 
tities. 

There are several ways to approach this 
market but none offers quicker recogni- 
tion of your trade mark nor readier ac- 
ceptance of your products than the mag- 
azine which, itself, has had the accept- 
ance of the market’s most important 
buyers for many years. 

As a guide to buying in the United 
States, most mills consult 


‘TRMLeES 


a technical magazine for manufacturers 
that helps you tell your story in the buy- 
ers’ language. 


570 7th Ave. NEW YORK 18 


LAckawanna 4-5563 


PANAMERICAN PUBLISHING CO., INC. 
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on how to get the best buy in 


In 1957 MacRae’s will have the largest single edition circula- 
Write for “fact folder” 


tion—20,500 industrial, plus 1,500 non-industrial. Due to its 
wide usage MacRae’s provides the inquiry that results in the 


sale. 


FOR THE INDUSTRIAL ADVERTISER 


BLUE BOOK 


MacRAE’S 


188 / Industrial Marketing 


Directory advertising. 


THE DIRECTORY OF 
AMERICAN INDUSTRY 


MacRAE'S BLUE BOOK 


CHICAGO 11, ILLINOIS 


18 EAST HURON STREET 
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proof is spending many thousands of 
dollars annually in advertising and 
promotion. But that, of course, is 
only a portion of its entire market- 
ing program. In addition to its 
Fastening Analysis Service, here are 
other ways Shakeproof sells its ideas 
and products: 

1. Industrial advertising is placed 
in automotive, electrical manufac- 
turing, radio and TV, metalworking 
and design engineering publica- 
schedule is also placed 


Business Week as part of 


advertising is aggressively 


extensive direct mail pro- 


4. Envelope stuffers are provided 
for the 100 or distributors 
who do 10% of Shakeproof’s regu- 
lar volume. 


more 


5. Direct selling is done by sales 
engineers. 


6. Field engineers work with sales 
and coordinate with the Fastening 
Analysis Service. 

7. Catalogs offer buying informa- 
tion. 

8. Brochures discuss the economics 
and how 
Shakeproof fastenings cut costs. 


of fastenings explain 
9. Publicity supplements advertis- 
ing. 

10. Sample Shakeproof be- 
lieves, have to build 
business than any other single thing 


kits, 


done more 


| it does. About 26,000 kits of assorted 
lock washers and fasteners are sent 


to prospects yearly. In addition, 
Shakeproof is so sold on the ad- 
vantages of products that it 
manufactures tailor-made 
for specific jobs in an effort to sell 
the whole job. Free standard sam- 
ple kits are offered by direct mail 
and in Shakeproof ads. 


its 
samples 


11. Exhibits and trade shows do a 
job. 


12. Private showings and demon- 
strations, sometimes at dinner 


Samples Shakeproof distributes 


thousands of sample kits like this, finds 


they pay off in orders. 


meetings or receptions, are spon- 
sored by Shakeproof for customer 
engineering groups. 


13. Speakers use slides and sample 
kits to conduct formal educational 
sessions at the invitation of cus- 
tomers. 


14. Fundamental research in the 
field of fastenings is continually 
conducted. 


15. Premiums are used. The com- 
pany is sold on inexpensive give- 
away items. “If they cost as much 
as $5 or $10 people get suspicious,” 
says Ray Wall, account executive 
at Waldie & Briggs, Chicago, Shake- 
proof’s agency. 


Shakeproof has been associated 
with Waldie & Briggs for more 
than 25 years. Consequently, the 
relationship between Shakeproof 
and its agency is much more inti- 
mate than is ordinarily the case. 
The agency’s viewpoint is that the 
advertising program is not a sepa- 
rate function but goes back to sales 
planning. Waldie & Briggs even 
goes into the problem of fastening 
analysis because of the agency’s 
concept that every aspect of the 
product, from design through sales, 
is a proper function of marketing. 

And it is from this viewpoint 
that fastening analysis is an impor- 
tant part of Shakeproof’s marketing 
program. It does a terrific job and 
has become tremendously impor- 
tant in the sales picture. But it 
doesn’t stand alone. * 
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WE’LL BUILD IT! 
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This space reserved . . Customer or prospect must find it hard 
to resist American ad with all that white space just for him 


DO-IT-YOURSELF 





Prospects write ad 
in come-back drive 
for American 


= American Transformer Co., New- 
ark, N. J., made copywriters out of 
customers in an advertising drive 
aimed at reviving interest in the 
company and its products—trans- 
formers, reactors, rectifiers and high 
voltage test sets. 

When Standard Electronics Corp. 
took over American as a division, it 
found the company had been losing 
ground because it had not adver- 
tised for several years. 

First step in regaining the new 
division’s lost stature was to send 
a mail questionnaire to design en- 
gineers and purchasing agents. The 
questionnaire was divided down the 


middle by a heavy line. Half the 
questionnaire, headed “This Is My 
Side,” told the advantages customers 
would get using American’s prod- 
ucts. The other side, headed “This 
Is Your Side,” listed the types of 
products made by American and 
had space for recipients to tell how 
many of each product they bought 
monthly and from whom. 

High returns from this mailing 
convinced the company and _ its 
agency, the Wexton Co., that this 
do-it-yourself approach would 
work for an ad, too. Resulting ad, 
in Electrical Design News and Tele- 
Tech, told prospects: “Write your 
own transformer specifications, we'll 
build it That’s our story. The 
rest of this space is yours.” The rest 
of the ad was one big coupon for 
the prospect-copywriter to fill in 
and send to the company. * 








what are 


‘BEHIND - THE - SCENES 


BUYING DECISIONS” 
doing to 
YOUR FUTURE? 
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The trend is to ““Behind-the-Scenes 
Buying Decisions” by teams of 
management men, many of whom 
are not normally accessible to your 
salesmen. This is vividly disclosed 
by a recent study of industrial buy- 
ing practices made by the National 
Industrial Advertisers Association 
which shows that ‘‘Purchasing”’ 
decided on the seller in only 27% 
of orders placed . . . that manage- 
ment men at various levels selected 
the seller 69% of the times. 

This trend presents a new chal- 
lenge to advertising. It is a chal- 
lenge being met by Grimm & Craigle 
clients through a careful teaming 
up of the powerful business-getting 
forces of sales programs, promo- 
tions and advertising. For example, 
one client has shown a 2000% 
increase in the past 5 years; 
another has shown a 170% increase. 

May we bring you up to date on 
the swift and changing currents of 
industrial selling? A 10-minute 
Grimm & Craigle presentation on 
Industrial Selling is now complete 
and available for showing. We will 
be glad to call at your convenience. 


Grimm & Craigle, Inc. 


Advertising 
Sales and 
Merchandising 
Counsel 


1201 N. Wells Street + Chicago 6. IIlinot 


FRanklin 2-8056 
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%& connections that 
Caunket x fiu-potut 
dairy industry markets 


No waste circulation. Individually each 
Olsen Publication is undisputed leader in 


the market it serves .. . offering more ABC 
circulation . more exclusive advertisers 
and advertising pages . . . than any other 
available publication. 


THE MILK PRODUCTS JOURNAL — 
4,135 paid subscribers and the only monthly 
ABC paper serving the industry that proc- 
esses over half of the nation's milk supply. 


ICE CREAM REVIEW — 

8,450 paid circulation in areas where people 
BUY . in the greatest population, pro- 
duction and sales areas 


MILK DEALER — 

Appeal direct in the only publication de- 
voted exclusively to the profitable market 
milk industry, Paid circulation 9,660 


DAIRY INDUSTRIES UNIT — 
Representing the above three Olsen Pub- 
lications — blankets the entire industry with 
22,245 paid circulation. 


DAIRY INDUSTRIES CATALOG — 

The industries most valued buying guide for 
the last 28 years. Over 17,000 copies to 
qualified personnel. 


WRITE, WIRE OR PHQNE FOR 
MARKET DATA FOLDERS 


BRoadway 1-1135 


The Olsen Publishing Co. 


1445 North Fifth Street 
Milwaukee 12, Wisconsin 


‘Reporters’ . 


nb 


. Team that puts out Rockwell Report ad (I. to r.): company president 


Rockwell, ad manager W. F. Weimer and Norman Weber, v.p., Marsteller, Rickard. 


Rockwell answers 


What is institutional 
advertising good for? 


Institutional advertising is hard to develop, even harder 


to evaluate. But Rockwell Mfg. Co., which has been running 


a one-format institutional campaign more than five years, 


now comes up with answers to several baffling questions. 


By W. F. Rockwell, Jr. 
President 
Rockwell Mfg. Co. 
Pittsburgh 

® Institutional advertising is at- 
tracting increasing interest among 
companies which are expanding in- 
to new markets. 

Expansion involves major prob- 
lems, and high on the list is the 
need for broadening selling efforts 
to reach new areas. A whole new 
group of persons must be influenced. 
Even when a company is well 
known and highly regarded in its 
established market, it can be un- 
known in the new field. 


Institutional advertising — an ex- 
pression of the integrated person- 
ality of a corporation — offers a 
way to project the strongest possi- 
ble picture of a company across the 
widest area. But no form of adver- 
tising is more difficult to measure 
in terms of effectiveness. 

This form of communication is 
usually not intended to produce 
mail response or directly produce a 
sale. Its job more often is to “sell” 
an impression that the advertiser is 
reliable, skilled and _ otherwise 
qualified to be considered when the 
customer is ready to buy a product 
or service. 

So the traditional means of meas- 








dom can be applied to an institu- 
tional campaign. But we at Rock- 


well Mfg. Co. believe we have ee 199 
learned enough facts about one such HOME-WA 1) 


campaign — the “Rockwell Report” 


series — in five years to draw some hy 
solid conclusions of what institu- RLM BROKE 
tional advertising can and cannot L 

do. 


| 1 
Why do it? .. The best way to V4 \ 


evaluate results is to start with an 
understanding of the basic reasons 14) \) 
for starting the project. Thirty RE ORS 
years ago Rockwell Mfg. Co. was , 
one plant in Pittsburgh, producing 

one product, gas meters, sold to one 

market, gas utilities. Today it has 

grown into a diversified enterprise 

with 20 plants making 125 products Mr. X,* who makes tractors for a living, produced his own 

sold to 28 markets. Business Film that broke sales records. He used a new, 

Further growth is planned, in- 
cluding more diversification. So it 
is not unexpected that we and our 
agency—Marsteller, Rickard, Geb- The list of company-made pictures is growing rapidly. 
hardt & Reed — felt that we needed Firms big and small are finding they can use the dynamic 
a campaign that would help each 
division make the most of the 
strength of the whole company. 

The broad need crystallized into 
six basic objectives: 


uring advertising effectiveness sel- | 


low-cost method that can give YOU, too, the smashing 


sales impact of motion pictures at modest cost. 


medium of screen selling at only a fraction of former expense. 


Let our booklet show you how to get 

a sales film the “DO IT YOURSELF” way. 

1. Create a corporate personality Send your request to our Customer Relations 
that expresses our conviction that Service. There will be no high-pressure follow up 
the company is well-managed, suc- © A cheat ef TeleMa’'s 

cessful, healthy and growing sound- technical services 

ly through carefully planned diver- 

sification. 

2. Capitalize on the prestige of a TEl EF i LM x 

Rockwell product in any specific BOLL Sd i oh OE 

field by carrying this leadership 6039 HOLLYWOOD BLVD., HOLLYWOOD 28, CALIF. 

into other products in other fields. 
For example, a steamfitter who has 
used Rockwell-Nordstrom valves is 
apt to have a high regard for Rock- 
well-Delta power tools. Similarly, 
a purchasing agent who owns Delta 
tools is more inclined to agree with 
his engineers’ specification of Nord- 
strom valves than if he never heard 
of Delta. eee” 


3. Show customers, shareholders | imowsraias ~-im} 
and investment counselors the ad- 
vantages inherent in Rockwell’s 
particular kind of plant, product IQG57 &. 

and market diversification. MARKET DATA and 


4. Make the company well known DIRECTORY NUMBER by listing publications serving 
to professional financial men who 


have great influence upon proposed ee 
diversification programs. — = can use to build 


TELEPHONE HOLLYWOOD 9-7205 


A Leading 16mm Motion Picture Technical Service Since 1938 
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select industrial media 








each market, publications you 


5. Humanize management of the advertising coverage. 
Continued on page 192 











YOUR TARGET... 


THE SC | TH is your 


BIGGEST MARKET™ 
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covers it like a blanket! 


Textile Bulletin is the only exclusively 
Spin-Weave journal of the textile 
industry. 


It is edited solely for the men who own 
and operate Southern mills . . . deals 
only with problems and _ conditions 
which exist in Southern Spin-Weave 
mills and processing plants. The South- 
ern Slant is a precious plus .. . found 
only in Textile Bulletin. 


Textile Bulletin gives complete—100% 
—coverage of the South’s Spin-Weave 
mills and their dyeing and finishing 
plants. 


SPECIAL NOTE! 


If you sell the whole textile field 
COMBINATION RATES 


for Textile Bulletin and the Knitter 
will save you even more. Write us 
for details. 





PUBLISHING 
COMPANY 
CHARLOTTE 

NORTH CAROLINA 


*The Southern Spin- 
Weave market alone 


tal Spin- Weave in- 
dustry in the United 
States. 





INSTITUTIONAL ADS.. 


continued from p. 191 


company by presenting manage- 
ment problems and solutions in 
terms of every-day experiences 
with which readers can _ identify 
themselves —- and don’t brag. 


6. Do all of this at the lowest pos- 
sible cost so that most of the ad- 
vertising budget can be applied to 
the bread-and-butter job of specific 
product advertising. We were — and 
are — convinced that whatever an 
institutional campaign can accom- 
plish, it cannot substitute for 
straight informative ads intended 
to sell one product to one market. 


Devising a format .. Although 
the Rockwell Report which has be- 
come so familiar in the past five 
years was the only one of several 
proposed formats that appeared in 
print, the “report” theme did not 
pop fully grown from a crystal ball. 
Once we had spelled out our ob- 
jectives, the question of what kind 
of institutional campaign would be 
most likely to produce the desired 
results received detailed study. 

We needed to know a number 
of answers: What copy approach 
and tone? What layout treatment? 
Shall we use photos, line drawings 
or flossy art? Big or small space? 
Color or black and white? 

There were, of course, many more 
questions, but after thorough and 
long agency-client discussions the 
column technique was selected for 
these reasons: 


> Flexibility Several different 
and often unrelated subjects could 
be treated in each ad. This is im- 
portant if the complete story of a 
diversified company is to be told. 


> Informality This reflects the 
essential personality of the company 
and its management. We think we 
know how to do what we set out to 
do, but we don’t think we have the 
only solution to a problem. We 
don’t like to hit people over the 
head with our opinions. 


>» Authenticity — The column tech- 
nique makes it easier for the com- 
pany president to present his 
thoughts in his own way. The presi- 
dent is management’s spokesman, 





rkets, there are 
s. All of our 
jern civilization 


ROCKWELL MANUFACTURING COMPANY © 
PITTSBURGH 8, PA 











‘Report’ Rockwell Report has same 
format in 1956 (above) as in 1951. It 
humanizes company by telling about its 
people as well as products, policies 


and he should speak in his own 
words. And a president is the man 
who should have the best vantage 
point from which to survey all of 
a company’s activities — his major 
job, even in a company without an 
institutional campaign. 


What goes into a column? .. 
When we had decided to adapt our 
proposed institutional campaign to 
the column format, we wondered 
whether there would be enough 
legitimately interesting material 
about any company to support such 
a series over a long period. 

We found that there is. In a grow- 
ing, dynamic company practically 
everything is grist for the institu- 
tional mill. There is material in 
every phase of management — re- 
search, production, sales, finance, 
community relations, industrial re- 
lations, new products and new uses 
for old products. 

The biggest problem is not one of 
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Dramatie Cireulation Growth Shows 


Industry Acceptance of 
Oils Most Readable Magazine 


NO OTHER ABC OIL PUBLICATION HAS EVER GROWN SO FAST! 


In its first year of publication, Petro- 
leum Week has attained a paid cir- 
culation of 24,177 copies—an un- 
precedented growth far surpassing 
that of any other ABC oil magazine. 
The overall picture of this phenom- 
enal industry acceptance is well illus- 
trated in the curves above, which show 
the paid circulation of ABC petroleum 
publications for the past six years. 
Petroleum Week grew twice as 
much in one year as any other oil 
magazine did in the past six years. 
That’s a 12-to-] advantage for PW in 


rate of paid circulation growth — the 
best index of acceptance by the oil 
industry. 

This skyrocketing circulation curve 
is still continuing its steep upward 
climb — adding more and more Petro 
leum Week readers every day. 

Petroleum Week's spectacular ac- 
ceptance, as indicated above, assures 
advertisers of a rapidly-growing audi- 
ence of thoroughly interested readers 
at important buying levels throughout 
the width and breadth of the oil in 
dustry. 


Petroleum Week Subscription 
Renewals Set New High 
Although sufficient time has not 
elapsed to calculate a renewal percent- 
age according to the established ABC 
formula, preliminary results from re 
newal mailings to the regular expira 
tions indicate a renewal rate substan 
tially higher than any other new pub 
lication ever started by McGraw-Hill. 
‘This high renewal percentage, to 
gether with the phenomenal growth of 
its paid circulation, proves that PW 
has fulfilled its objective of providing 
true cross-communication throughout 
the width and breadth of the petro 
leum industry. 





PETROLEUM WEEK Subscriptions 


Analysis of subscription sales shows how .. . 


Petroleum Week Sells Itself 


During the first 6 months of 1956, 
26°, of all by-mail subscriptions were 
entirely unsolicited—coming in “over 
the transom" because Petroleum 
Week sold itself on sight. 

The 9,898 PW subscriptions re 
ceived during the above period were 
sold through the channels shown at 
the right. 

The very important “unsolicited” 
item covers the letters and subscnip 
tion cards sent in by “‘pass-along”’ read 
ers who decided that they wanted 
Petroleum Week on a regular sub 
scription basis. Actually, 2057 unso 
licited requests were received, but of 
these, 439 were rejected because they 
did not meet Petroleum Week’s cir- 
culation specifications. This leaves the 
1618 figure indicated above. 

Petroleum Week therefore sold it 
self to 26% of all by-mail subscribers 
and to more than 16% of all new sub- 
scrrbers by any method. 


Stimulants Not Needed! 


Buried unobtrusively in the June 30, 
1956 ABC Statement, is the following 
rather important notification: 


Mail Sales 
6270 


secciation UE 0s 

Sold without premiums. .9,889 

Sold with premiums... . 9 

Here’s still further evidence of Pe 
troleum Week’s ability to sell itself. 
Even the nine “premiums” were re 
prints of Petroleum Week editorial 
features, so here too, PW helped sell 
PW. 
Little Reader Duplication with other 
McGraw-Hill Oil Magazines 
An analysis of individual subscriptions 
to Petroleum Week, Petroleum Proc 
essing and National Petroleum News 
shows a total of almost 95% undupli 
cated circulation for PW. Only 5.7% 
of the Petroleum Week subscribers 
also read Petroleum Processing — and 
only 6.1% also get NPN. 


This clearly indicates that the indus- 
try wants and needs both an over-all 
industry publication and _ specialized 
segmental publications. 


Press Run to Average 
Over 30,000 for Current 6 Months 


Petroleum Week will print and dis- 
tribute an average of over 30,000 
copies per issue during the last half of 
1956. 

lor the 12 months to June 30, 1956, 
the total distribution averaged 23,399 
per issue. The Paid Circulation por- 
tion of this total distribution grew 
sharply from 9,954 in mid-1955 to 
17,234 at the end of 1955 and to 24,- 
177 as of June 30, 1956. 


Circulation Selling ...PW Style 


Here are a few of the men in 
McGraw-Hill's circulation depart- 
ment who present Petroleum Week's 
values to prospective readers. Proud 
as we are of the over-the-transom or- 
ders we receive, we are prouder still of 
the constructive work these industrial 
reading counselors do to expose oil 
men to the benefits of reading business 
publications. 

Robert Sanford does his work by 
mail, Writing clear, interpretive letters 
to explain what Petroleum Week offers 
readers is only part of Bob’s job. He 
is also in charge of PW’s list-building 
—getting names of oil men who qualify 
as subscribers. He brings 16 years of 
experience as a mail promotion man 
ager with McGraw-Hill to this task. 

Edward J. Marsh is one of Petro- 
leum Week's apostles in the Rockies. 
No drilling area is too small for him 
to visit. Pipeliners and refiners are on 
his beat, too. “I love to sell Petroleum 
Week—because oil men like to buy it 
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Robert Sanford Edward J. Marsh 


as soon as they see it,” says Ed, an 
8-year man with McGraw-Hill. 

D. L. Moore is one of three 
McGraw-Hill circulation representa- 
tives headquartered in Dallas. Indc 
pendent producers and drilling con 
tractors are his favorite prospects. 
Early this summer he made special 
trips to Kilgore, Longview and Tyler, 
and Wichita Falls, where he obtained 
6 subscribers for every 10 qualified oil 
men to whom he introduced PW. 


D. L. Moore Vernon W. Nelson 


Vernon W. Nelson has been servic- 
ing the industrial-reading needs of 
engineers and business men in the Los 
Angeles area for 13 years as a 
McGraw-Hill representative. He’s an 
evangelist for industrial publications, 
because he’s seen so many of his cus- 
tomers rise steadily in their companies. 
Says Vern: “Petroleum Week is hot 
—oil men tell me it’s just what they’ve 
been looking for. And they back up 
their opinions with cash.” 





CANADA 


ALL OTHER 
FOREIGN 


Where it Goes 


Geographical Distribution Closely Parallels Industry Distribution 


The distribution of Petroleum Week 
is illustrated on the above map, in 
percent of total paid circulation for 
each state. This shows that PW’s 
coverage closely parallels the geo- 
graphic distribution of the oil industry. 
The nation’s oil centers are clearly de- 
fined by the relatively high percentage 


of Petroleum Weck readers. 

This industry-wide coverage includes 
all segments of the complex yet inte- 
grated petroleum industry-exploration, 
drilling and production; transportation; 
processing, and marketing. 

Petroleum Week is read by impor- 
tant buying influences throughout the 


entire industry because it is edited to 
give concise, readable, up-to-the-min- 
ute coverage of all important news in 
all segments of the industry. 

Men who get ahead in oil want and 
need to know what's going on, not 
only in their own specialized field, but 
in other segments as well. 


Industry Acceptance Also Demonstrated 


by New Reader Preference Study 


In a new reader preference study, 
mailed to a representative sample of 
Petroleum Week subscribers, PW took 
No. | spot as the "favorite petroleum 
publication." 

Sampling reader reaction is an im- 
portant part of Petroleum Week’s con- 
tinuing research to determine its own 
editorial effectiveness and industry ac- 
ceptance. The most recent study asked 
the following two questions: 

1) What petroleum publication 
is your favorite now? 

2) What was your favorite five 
years ago? 

No names of any magazines were 
mentioned and the request for infor- 


mation was in no way associated with 
any publisher. Hence all replies were 
“write-in” ballots expressing the re 
spondent’s unbiased and uninfluenced 
preference. 

Petroleum Week, still a_ relative 
newcomer in the field, had no expec- 
tation of winning such a study. The 
information was wanted, however, to 
determine the extent to which PW 
was approaching the “‘preferred”’ status 
in the oil industry. Hence the results, 
when tabulated, were extremely en 
lightening in terms of the very rapid 
acceptance of PW. 

Of the 300 inquiries mailed out 
replies were received from 128 readers 


-a return of over 42%. Of these, 
52—or about 40% —named PW as 
their favorite oil publication. This was 
substantially more than the total for 


any other publication. Replies came 


from all segments and areas of the 
industry and from a cross-section of 
men with the job titles listed on the 
following page. 

Even when taken with the prover- 
bial "grain of salt" the results of this 
study give credible evidence of the 
fact that Petroleum Week, within its 
first full year of publication, has al- 
ready been widely accepted as one 
of the leading publications in the 
petroleum field. 





WMO MOA EAA @y Special Report 


Industry Wide and Industry Deep 


Ch. Estim. 
Controlman 
Distill Supt. 


Head Whseman 
Div. Geol. 
Sr. Geol. 


Drilling Dist. Mat. Man 
Dist. Dev. Geol. 
Ch. Clerk 


To illustrate the width and depth of Purchasing Agent 


Petroleum Week’s circulation, here are a 


few typical titles of PW subscribers in 
various segments of the oil industry, for 
four cities — Corpus 
Great Bend, Kansas; Bakersfield, Calif.; 


Christi, 


and Philadelphia, Pa. 


CORPUS CHRISTI 
Dist. Mgr. Geol. 

Area Mgr. 

Div. Expl. Mer. 

Gen. Prod. Mgr. 
Independent Producer 
Owner 

Partner 

President 

Treasurer 


V.P. & Gen. Prod. Mgr. 


Ch. Landman 

Land Mgr. 

Ch. Scout 

Gen. Mgr. Drilling 
Store Mgr. 

Whse. Mer. 

Drilling Contractor 
V.P. of Oper. 

Prod. Engr. 

Ffd. Engr. 

Supv. Petr. Engr. 
Dist. Prod. Engr. 
Div. Gas Engr. 

Exp. Engr. 

Mech. Engr. 

Asst. Ref. Emp. Mgr 
V. Pres. Dev. & Prod. 
V. P. Prod 

Ch. Petr. Engr. 

Fld. Supt 


Asst. Ch. Chem 

Dist. Mgr., Mktg 

Sls. Mer. 

Dist. Repr 

Mud Engr. 

Asst. Div. Engr. 
Pet. Engr. Conslt. 
Reservoir Engr. 
Engr. & Geol. 
Geophysicist & Engr. 
Ch. Chem. Engr. 
Radio Activity Engr. 
Dist. Supt. 

Fld. Supt. 

Mtc. Supt. 

Tool Pusher 

Gas Dept. Supt. 
Driller 

Supt. Drig. & Prod. 
Dist. Foreman 

Dist. Prod. Fore. 
Gas Fore. 

Ovsr. Fore. 
Superintendent 
Logging Supv. 
Drilling Foreman 
Independent Oper. 
Sr. Seismic Computor 
Ch. Geol. 

Div. Geol. 


Texas; 


st. Mer., Pipeline 
Supt., Trans. 

.P. Pipeline 
Pipeline Contractor 
Pipeline Foreman 
Headstock Gauger 
Refy. Tech. 

Proc. Supt. 
Pit. Supt. 
Plant Mer. 
Proc. Foreman 
Tech. Supv. 
Ch. Chem. 
Lab. Tech. 
Gas Plt. Fore. 
Dist. Sls. Mer. 
Term Supt. 


GREAT BEND 
Mer. Prod. 
Gen. Mer. 
Store Mgr. 
Drilling Contractor 
Partner 

Dist. Mer. 
President 

V.P., Drilling 
Civ. Engr. Prod. 
Corrosion Engr. 
Serv. Mer. 
Dist. Engr. 
Fld. Engr. 
Logging Engr. 
Mech. Engr. 
Sr. Pet. Engr. 
Dev. Engr. 
Div. Engr. 
Prod. Engr. 
Tool Pusher 


Pipe Line Contractor 
Supt., Pipe Line 
Spread Supt. 

Pit. Oper. 

Oil Treating Engr 


Geol 


BAKERSFIELD 
Gen. Mer. 

Mer. Oil Div. 
Independent Producer 
Partner 

President 

Vice President 
District Landman 
Div. Scout 

Owner 

Secretary 

Drilling Contractor 
V.P., Drilling & Prod. 
Conslt. Pet. Engr. 
Dist. Engr. 

Engr. Dftsm. 
Exploration Engr. 
Prod. Engr. 
Devel. Engr. 

Div. Fld. Engr. 
Reservoir Engr. 
Sr. Pet. Engr. 
Dist. Supt. 

Div. Mech. Supt. 
Drig. Supt. 

Fld. Supt. 

TL Pusher 

Fore. Drig 

Dist. Fore. 

Fore. Elec. 

Fore. Mtc. Dept. 
Prod. Fore. 


Ch. Geophysicist 
Ch. Palentologist 
Sr. Seismologist 
Chief Clerk 
Fldmn. 

Pumper 

Pusher 

Prod. Supt. 
Asst. Store Mer. 
Shop Supt. 

Fleet Supt. 

Sta. Supv. 

Ch. Proc. Engr. 
Ch. Chem. 

Mer. of Purch. 
Testing Chem. 
Mgr. Tech. Serv. 
Supt. Gas Dept. 
Dist. Plant Supt. 
Sales Mgr. 

Div. Mer. 

Ind. Mgr 

Engr. Geol. 

Pet. Engr. 
Conslt. Engr. 


Gen. Drilling Supt 


PHILADELPHIA 

Asst. Treas. 

Dir. Res. & Dev. 

Mgr. Cost. Sect. 

Mer. Fire Prev. & 
Safety 

Mer. Meth. & Stds. 
Dept. 

Mer. 

Chem. Engr. 

Chief Engr. 


Prod. Const. Dept. 


Gen. Refy. Supt. 

Instrument Fore. 

Supv. 

Trng. Supv. 

Manager Refy. 

Adm. Asst. 

Mer. Tax Dept. 

President 

V.P. Chg. Nat. Gas- 
oline 

Chrmn. of Bd. 

Head Legal Dept. 

Mer. Purch. 

Admin. Asst. 

Geol. & Engr. 

Secretary 

V.P. De. 

Mer. Land Dept. 

Staff Geol. 

Asst. V.P., Expl. 

Mgr., Pipe Line 

Gen. Traff. Mgr. 

V.P. Pipeline 

Const. Engr. 

Purchasing Agent 

Asst. to Port Capt. 

Gen. Megr., Trans. 

Economist 

Dist. Mer. 

Div. Gen. Mer. 

Mer. Ind. Sls. 

S!s. Mer. 

Merch. Mer. 

V. P., Prod. 

Asst. Ch. Engr. 

Asst. Dir. of R & D 

Pit. Mer. 

Job Engr 

Sales Engr. 


Asst. Supt. Chem. Dept. 


Div. Geophysicist 

Mer. Ld. & Geol. Dept. 
Stratigrapher 

Pipeline Oper. Consulting Geol. 


Prod. Supt. 
Seismic Computer 
V. P. Che 


Dist. Supt. Head Gasman 
Dist. Fore. Ch. Gauger 
Acid Supv Seismic Supv 


Engrg. Consultant 
Proc. Engr. 
Physicist 

Supv. Engr. 


Div. Mer. 
Gen. Sis. Mer. 


Proj. Engr. 





6.000 Bonus Distribution 
at November API Meeting 


mentary copies of the Nov. 16 issue will 
be distributed at the American Petrol- 
eum Institute Annual Meeting. As part 
of PW’s regular research, this issue is 
scheduled for a Mills-Shepard study. 


As part of Petroleum Week’s reader serv- 
ice program, bonus distribution is pro- 
vided at important industry association 
meetings throughout the year. For ex 
ample, approximately 6,000 compli- 


PETROLEUM WEEK 
Oil’s: Most READABLE Magazine 
A McGRAW-HILL PUBLICATION 


NEW YORK 
330 W. 42nd St. 


HOUSTON 
Prudential Bidg. 


TULSA 
611 S. Boston 


®@ @ 


What Price Promptness 
for Overseas Delivery? 


Important oil men abroad are paying 
big air mail premiums to be sure they 
get Petroleum Week fast. Here are 
just a few typical examples. 


Cia. Shell de Yenezuela Ltd. 
Depto. de Secretaria 
Caracas, Venezuela (3 copies) 
. .. $105.00 per year Air Mail 


Signal Exploration Co. 
Guatemala, Guatemala 
.. . $35.00 per year Air Mail 


Irranse Aardolie Raff, MIJ 
Teheran, Iran 
. . . $74.00 per year Air Mail 


President 

Gulf Eastern Co. 

London W 1, England 

. . . $52.00 per year Air Mail 


Veedol GmbH 
Hamburg, Germany 
. .. $52.00 per year Air Mail 


Toa Nenryo Kogyo K. K. 


Tokyo, Japan 
.. . $94.00 per year Air Mail 





getting material, but selecting that 
which is most informative, most 
interesting and most pertinent to 
our readers’ interests. That is why 
it is essential for a company pres- 
ident to have an advertising agency 
at his side. 

The president may know his com- 
pany, his markets, even know quite 
a bit about the whole complex 
world of marketing. But even he 
may be just a little too close to his 
business. 

He may ignore as “too common — 
everybody knows about this” some- 
thing exceptional. On the other 
hand, he may become fascinated by 
a product, manufacturing technique, 
or theory that is new only to him. 

Agency specialists can be more 
selective and impartial. But to be 
informed, the agency has to know 
the client’s business. 

That’s why at Rockwell we like 
to have agency men prowling the 
plant, attending our sales meetings, 
even sitting in on policy meetings 
that are forbidden ground in many 
corporations. 

We also encourage plant man- 
agers and other employes to sug- 
gest topics for the Report. Thus 
ideas are contributed by the com- 
pany president, advertising man- 
ager William F. Weimer, other 
Rockwell employes and by agency 
men. Appropriate department heads 
also participate in conferences that 
involve highly technical subjects. 

Final decision on what topics will 
be covered in the Report is made 
by the president, who also outlines 
the story slant. First drafts are writ- 
ten by Norton Weber, Marsteller- 
Rickard vice-president. Revisions 
to clear up differences in viewpoint 
and expression are then worked 
out by Mr. Weber, Mr. Weimer and 
the president. 

It’s a system that saves sweating 
over the copy and still produces 
the same results as if the Rockwell 
Report columnist had to do all the 
work alone. 


Selecting the media . . Media 
selection was made while the for- 
mat and first copy were being 
worked out. Horizontal coverage, of 
course, was indicated by the type 
of people Rockwell wants to reach. 
The desired audience exists at de- 

Continued on page 194 











Nationai Provisioner’s 3-way Marketing Program 
puts ‘“‘teeth’’ into your sales approach 
to the $17 billion manufacturing meat industry! 


NP's 3-way Marketing Program lets you say quite a mouthful . . . more 
efficiently, more productively, and at LOWER cost. And you're sure of 
getting your sales-story directly to the men who count when it comes to 
making buying decisions. Your sales force — no matter how efficient — 


deserve this type of sales support . . . 


coordinated selling strategy that's 


sure to produce greater results (sales-wise) in this 2nd largest manufactur- 
ing industry in the nation! 





1. THE NATIONAL 
PROVISIONER: 


2. PURCHASING 
GUIDE 


3. NP’s DIRECT 
MAIL SERVICE: 





@ The only PAID circula- 
tion in the industry 

@ Subscription renewals 
average over 80%, for 20 
years 

® Circulation reaches over 
4,000 primary plants with 
$4,122,000 annual pro- 
duction per plant 

@ Proven editorial lead- 
ership and integrity 
through 64 years of indus- 
try service 

@ Independent industry 
survey reveals readers 
voted “more confidence” 
in NP by 7 te 1 over next 
publication 


® Effective means of dis- 
tributing infermation 
about your preduct 


@ Buyers prefer product 
information in this ONE 
place 

@ The only seurce of buy- 
ing information for 61% 
of meat plants 

® The GUIDE sells the man 
whe is ready te buy 

®@ Saves buyers’ time, cuts 
your selling cests 


® Kept and referred to 
year ‘reund . - always 
up-to-date, correctly class- 
ified 


® Printing, addressing 
and mailing service fer all 
types of direct meil 


@ Reprints of yeur adver- 
tising in NP available 

® Reprints ef yeur pred- 
uct infermation pages in 
GUIDE alse available 


® Also letters, reply 
cards, circulars, etc. 

© PROVISIONER lists se 
accurate we pay 5c for 
every piece ef undelivered 
mail 


® This service lightens 
your office work, insures 
accurate distribution 


New 20-page brochure tells how to sell the 
Manufacturing Meat Industry. Write for copy 


THE NATIONAL PROVISIONER 


15 WEST HURON STREET 


CHICAGO 10, ILL. 
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TELEPHONE COMPANIES 


(BELL AND INDEPENDENT) 
SPENDING 
$2 Billion This Year 
€ 
Purchases Include Many 
Items Besides 
Telephones & Switchboards 








A post-card request sent to 
TELEPHONE ENGINEER & MAN- 
AGEMENT will bring a detailed 
list of the hundreds of items used 
in and around a telephone plant. 











TELEPHONE ENGINEER & MAN- 
AGEMENT'S Research Department 
is constantly preparing and furnish- 
ing to its advertisers and to manu- 
facturers contemplating selling to 
the telephone market statistics on 
volume sales, sales potentialities, 
proven methods of distribution, etc., 
etc. 


For 48 years 


TELEPHONE ENGINEER 
and MANAGEMENT 


(as the name implies) 


has been faithfully serving those men 
responsible for the selection and pur- 
chase of equipment and supplies 
which has recently reached the sum 
of $2!/, billion annually. 


Circulation — PAID 


TELEPHONE ENGINEER & MAN- 
AGEMENT'S current circulation of 
10,121 paid, 11,133 total — thor- 
oughly blankets all segments of the 
telephone market — Bell Companies, 
Independent Telephone Companies, 
REA’s, Railroads, Governmental 
Agencies plus several hundred indus- 
trials. 

Write or phone re: potential market for your 

products: a 1956 CATALOG-DIRECTORY, 


copies of TELEPHONE ENGINEER & 
MANAGEMENT, rate cards, etc. 


TELEPHONE ENGINEER 
Publishing Corporation 
Phone ROgers Park 4-3040 
7720 Sheridan Road 
CHICAGO 26, ILLINOIS 
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One campaign, many results 


Strange and wonderful things happen as a result of a good in- 
stitutional advertising campaign. Witness these sidelights on the 
Rockwell Report: 


@ One Rockwell Report discussed percentage savings realized by a 
firm using Delta power tools, but a typographical error placed the deci- 
mal point in the wrong place. Among the 21 letters Rockwell received 
pointing out the error was one from the eighth grade class of a Mabton, 
Wash., school. It was an intriguing mystery why eighth-graders were 
reading the reports until the company learned that the class was us- 
ing the series in a study of what is American business and how it oper- 


ates. 


@ Several years ago Eric Newman, a British marketing specialist, acted 
upon a longtime desire to come to the U. S. He received attractive 
offers from a number of well known American companies. Today he 
is manager of Rockwell's International Division, because, he says, he 
was sold on the company by reading the Rockwell Report in U.S. maga- 
zines. 


@ Analysis of Starch readership scores shows that there is no significant 
readership difference whether a Rockwell Report appears in the front or 
back of a magazine. Nor are there any important seasonal variations 
in readership. But insertions on right hand pages consistently get higher 
readership ratings than those on the left. 


@ A New England reader wrote that he had no previous experience 
with a home workshop, but after reading several Rockwell Reports 
decided to remodel his home — using Rockwell-Delta power tools. 


@ W. F. Rockwell, Jr., and Robert M. Feemster, chairman of the ex- 
ecutive committee of Wall Street Journal, were attending an American 
Petroleum Institute meeting in San Francisco when a friend of Mr. 
Feemster appeared. Mr. Feemster introduced Mr. Rockwell. With a 
puzzled look the newcomer said, ‘‘I've seen you somewhere before 
— Oh, | know — you write for the Wall Street Journal.” 

“Yes,"’ grinned Mr. Rockwell, ‘‘l write a column.” 








INSTITUTIONAL ADS. . 
continued from p. 193 


cision-making levels of practically 
every segment of industry, business 
and finance. 

From the beginning, the media 
list was built around a nucleus of 
management magazines and news- 
papers, including Business Week, 
New York Times, Newsweek, U.S. 
News & World Report, Wall Street 
Journal and a few similar publica- 
tions. 

When the first Rockwell Report 
appeared in 1951, all of us thought 


that the basic concept was sound. 
But we realized that it had several 
possible weaknesses: There was no 
striking layout treatment, no dra- 
matic illustration, no color, small 
size — only two-thirds of a page 
— and a great deal of copy. 

The big question remained: Will 
anybody read it? 

From the first insertion, our plan 
included readership measurement 
by the Daniel Starch organization. 
The Starch studies show that Rock- 
well Report ads have always been 
above the average, and have never 
stopped going still higher in terms 
of readers per dollar of space cost. 








Apparently the series continues to | 
develop an increasingly large fol- | 
lowing of steady readers, much as | COCCCOOOOOEOCOHOOOEEOOOEOE® 
magazine and newspaper columnists | ad 
do. | 

The highest “read most” cost 
ratio ever earned by a Rockwell 
Report ad was in the Dec. 17, 1955, 
issue of Business Week. This was 
469, or 369% more readers per dol- 
lar than the average of all ads in 
that issue. 





How do readers respond? .. 
While readership studies are an 
indication of advertising effective- 
ness, they do not provide complete 
information on the effect of an in- 
sertion or a campaign. Readership 
reports, for example, do not show 
whether readers who say they have 


read an ad believed or were moved | 
by what they read. 


But since the start of the Rock- | 
well Report, there have been other | Business is Better when... 


yardsticks that do indicate how 
readers feel about the series. These Contractors LEARN to be Customers 


are requests for reprints, requests | ... and you'll find no better teacher than PHB—the 
for additional information, direct | “magazine at work” educating contractors to sell the 
sales responses and other letters | products you manufacture. Dozens of alert wholesalers 
from readers. are putting the impact and influence of the industry’s 

Not many Rockwell Reports had best-read magazine directly to work by sending custom- 
ers reprints of PHB articles designed to spur business. 


























appeared before requests for re- 
prints began arriving. Number of Reprints of PHB’s 15 page reports on Bathroom Mod- 
requests has increased, and now | ernization (July), Kitchen Modernization (August), and 
Heating-Cooling Modernization (September) are availa- 
ble. PHB’s Reader Service Department will happily 
; provide information on these or any other article you 
other financial people, management sh 1 Seep Cag kA IF 
inten Bir ial ae may wish to place in the hands of your customers. 

no ern ; 4 1 ms When you put PHB’s editorial pages to work 

neni co igs on Pens li peglesillas you promote contractor activity... 
series as an aid in teaching com- you reflect favorably upon your own business. . . 
merce and advertising courses. you teach contractors to be better customers! 

A marketing instructor at Whar- | 


ton School of Finance and Com- || PLUMBING & HEATING BUSINESS 


Fae Philadelphia, requested ad- 130 EAST 59th STREET + PLAZA 3-9177 + NEW YORK 22,N.Y. 
ditional material on diversification 


after seeing the subject mentioned 
in a Rockwell Report. He plans to 


use the company as an example of | 
diversification in action. 
Several readers have offered to [ Q we 
buy reprints of the entire series. oes yy | j AHL 
Two publishers have expressed a sass eee iid 
desire to publish the ads in book ay j 


form. Perhaps this might be done roar get information on new 


some day. par 
Many letters arrive each month sear amae an d U nfa mi | iar ma rkets 


from business men and _ investors 
asking for background material on by guiding you to trade 
subjects touched upon in Rockwell | ~~ ee associations servin g 
Reports. Copies of various manage- | 
ment tools mentioned in discussing the market. 

Continued on page 196‘! 


about 6,000 reprints are requested 
monthly by security analysts and 
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rubber factories, making products with 

an annual sales value of more than 

5% billion dollars, will spend 

over $212 billion for 

machinery, chemicais, 

fabrics, wire, and hundreds 

of other products and services. 

You can insure consideration of your 

products in this great field by the use of the 
industry's most powerful selling combination — 


RUBBER RUBBER 
AGE RED BOOK 


monthly technical journal field’s only directory 


RUBBER AGE, dealing with every phase of the production 
of finished goods, and the only rubber journal 
now covering both rubber and rubberlike 


plastics such as vinyls, etc., 


RUBBER 


appeals to chemists, engineers 
factory management, 
purchasing agents, research 
directors, etc, 


AGE | 


101 West 31st Street 


It is the prestige journal of the 

industry and the recognized leader in 

Editorial Volume « Editorial Scope & Coverage 
New York 1, N. Y. 


Advertising Volume © Paid Circulation ¢ Exclusive 
Advertisers ¢ Reader Preference © Reader Satisfaction 


RUBBER RED BOOK—published every other year—will be issued in 
1957. The industry's most widely used reference book, the RUBBER 
RED BOOK provides data on sources of supply and has never had 
less than 90% renewal advertising since the first issue in 1937. This 
powerful pair, RUBBER AGE and RUBBER RED BOOK, will put a 
plus value in your campaign to cover the rubber industry. Make 


sure they're on your 1957 list. 








— im le 


Sy 
MARKET DATA and 
DIRECTORY NUMBER 


plan industrial sales 





by indicating what each market 
aE -. buys, how it buys, and the 


buying factors to be reached. 
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INSTITUTIONAL ADS. . 


continued from p. 195 


a specific problem are also re- 
quested. 

Not long ago one of the ads men- 
tioned an 81-point check list used 
by Rockwell plant managers. Al- 
most 100 high ranking executives 
wrote in to ask for copies of the 
check list for their own use. 

Heavy response from security 
analysts, stock brokers and invest- 
ors has been reflected in the sale 
of Rockwell stock. Before the start 
of the ad series, there were about 
6,600 Rockwell shareholders. Today 
there are approximately 12,000. To- 
day Rockwell has more individual 
shareholders than 75% of the com- 
panies listed on the New York Stock 
Exchange. 


It selis, too . . Direct sales are al- 
ways difficult to trace back to a 
corporate advertising campaign, but 
over the years it has been possible 
to pin down sales that have origi- 
nated with the Rockwell Report. 

Here is an example typical of 
many sales that have developed in 
fringe markets to which the com- 
pany does not direct specific prod- 
uct campaigns. 

The chief engineer of a large 
salt company in the East read a 
small Rockwell Report item about 
the use of Rockwell-Nordstrom 
valves in an unusual chemical ap- 
plication. He ordered six valves to 
try on a particularly difficult flow 
control problem in his plant. Later 
he bought several hundred — for a 
service for which Rockwell-Nord- 
strom valves had never been used 
before. 

Incidentally, Rockwell salesmen 
had never called on this engineer’s 
company before. Now they do. 

Several years ago a Rockwell Re- 
port mentioned that the company 
was one of the few to charge for a 
customer house organ, “The Delta- 
gram,” a home workshop bi-month- 
ly selling for $1 a year. 

Within a few weeks more than 
200 subscriptions arrived from 23 
states — each accompanied by a 
dollar bill. 

In addition to requests for in- 
formation or reprints, about 25 let- 
ters arrive monthly from readers 





Read most cost ratios of Rockwell Reports in Business Week 
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Well read . . Starch reports show that on cost-per-reader basis Rockwell Reports con- 
sistently have done from two to three times as well as average of all other ads in 
Business Week, and their performance is improving. 


who comment on what has appeared 
in a recent ad. 

Some of the letter writers express 
their agreement with viewpoints ex- 
pressed in the ads. Others carefully 
detail why they disagree. Each let- 
ter is read carefully and answered 
personally. 

One of the most surprising things 
we learned was that the series pulls 
a considerable foreign response. Al- 
though only U. S. publications carry 
the ads, letters have been received 
from Australia, Belgium, Brazil, 
Canada, Columbia, France, Great 
Britain, Ireland, Italy, Japan, Korea, 
Peru, Philippines, South Africa, 
Venezuela and West Germany. 


Be consistent . . One of the most 
important things we have learned 
through our institutional campaign 
is that after five years the Rockwell 
Report format has not worn out. 
Instead, it has constantly become 
more effective. 

This documents a basic truth that 
most advertising men know but 
that many advertisers are reluctant 
to believe: Consistency builds read- 
ership — if the advertising is good. 

We also have learned that our 
readers can be our teachers. A re- 
cent Rockwell Report mentioned a 
device used on the front of house 
organ envelopes. Its purpose is to 
make it easy for recipients to noti- 


fy the company of changes or cor- 
rections in the mailing list, and 
thus cuts down the waste inherent 
in out-of-date lists. 

Hundreds of letters came in, each 
with a request for a sample en- 
velope. But one letter was different. 
The postmaster in the city from 
which the house organs were mailed 
decided to look into the matter aft- 
er reading the Rockwell Report. 
He uncovered a technical infraction 
of one of the multitude of postal 
rules. 

“Will you please correct this in 
the next printing?” he asked. We 


did. * 





“And now let's decide where to get 


those castings.’’ 


SAA 
mV ANN tJ SKN 


It neednt be 
so hard to 
pull SALES ! 


Mama-bird always manages 

to get her worm—but are 
YOU pulling your share of 
the business in YOUR 
MARKETS? 

If not, could the answer be a 
lack of sales-getting 
DISPLAYS? 

We can help you! Our displays 
really MERCHANDISE your 
product. We have the idea- 
experts and construction 
know-how to do the job from 
start to finish... 


e research and 
sales analysis 

e design 

e fabrication 

e shipment 

e market testing 


Centrally situated, we expedite 
shipping to every section 
of the country. 


LEARN HOW YOU, TOO CAN 
PULL MORE SALES! 


Write today for 
informative literature 
that shows the way! 


“% 
display 
sales 


1635 GEST STREET 
CINCINNATI 4, OHIO 
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45.5% 


Publication A-36.7% 
Publication B-34.6% 


OF ALL STEEL PLANT SUPERVISORY PERSONNEL 
report the 


IRON ano STEEL ENGINEER 
“Most Useful” 


magazine in their work 








this means your ads get 
attention... and action! 


OF READERS OF THE NEXT 
TWO MOST POPULAR TRADE MAGAZINES 


ALSO READ 


THE 


| TRON ano STEEL ENGINEER 


sane’ 








You get the Lion's Share 
in Iron and Steel Engineer 
*Ask us for full survey details 


ASSOCIATION OF 
IRON & STEEL ENGINEERS 


1010 Empire Building 
Pittsburgh 22, Pa. 
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U. S. companies asleep? 


Good Latin American 
markets go begging 


For many U. S. industrial manufacturers, marketing skills used 


so effectively here fizzle through neglect in Latin America. 


An export sales executive, returning from a nine-month trip 


there, tells why . . and what can be done. 


By Martin Lowe 
Foreign Field Sales 
Bostitch, Inc. 


New York 


= In Latin America, a_ gigantic 
buying market has opened for 
business, rich with untapped oppor- 
tunities for investments which are 
practically going to waste simply 
because too many of us are doing 
absolutely nothing about it. 


We do not give exports and 
foreign sales operations the atten- 
tion they deserve, and consequently 
we are letting competition move in, 
unchallenged, in many markets. 

Here in the States, companies 
(with or without foreign trade in- 
terests) spend fantastic sums of 
money to select, hire and train 
salesmen. They set up special classes 
with supervisors who combine the- 
oretical discussions and group lec- 





tures with practical field work. 
Much care is taken to analyze the 
salesman on an individual and per- 
sonal basis . . his appearance, his 
manner of speech (even his voice 
is played back to him on a tape re- 
corder to make him notice how he 
sounds while demonstrating!). 

He is taught to carry the neces- 
sary sales promotional tools such as 
literature and samples in a business 
brief. Selling techniques, merchan- 
dising methods and creative sales- 
manship are thoroughly discussed, 
shown and visually demonstrated 
time and time again. Special sales 
manuals are issued for the sales 
staff; so are booklets and bulletins 
to explain uses and product appli- 
cations to employes. 

On the other hand, hundreds of 
publishing companies put out books 
on all industries, and how to sell 
and market them. More national 
advertising than at any time before 
is used as a pre-seller and pre-con- 
ditioner on a thorough scale. Schools 
and colleges feature courses on 
selling and merchandising for 
everyone willing and able to learn. 
Money is no object, no barrier to 
telling the public, the dealer and 
the salesman what is being done, 
what is being manufactured and 
why, and what benefits will be de- 
rived from using the product on 
sale or to be sold. 


Sales training neglect .. Yet, 
how much money do the same com- 
panies or any other companies with 
export operations actually spend to 
train their representatives’ sales- 
men (their own salesmen in the 
final analysis) overseas? What do 
they do practically to make them 
better salesmen — assuming that 
they are effective in the first place? 
The general feeling is to “let George 
do it” . . meaning the distributor 
appointed by them to represent 
them in any particular area. And 
here, again, it is to be assumed that 
he himself is a good salesman or 
trainer to start with! 

I believe strongly that it is our 
job to train both the local repre- 
sentative and his salesmen if we 
want to increase sales and good 
will for our products. It is to our 
interest to “talk things over” with 
distributors in the field from across 
their desks, not behind ours at 


headquarters, and see what can be 
done to assist them in order to get 
the most out of their markets. 

Hundreds of companies in the 
export field for many years have 
dealt with representatives and dis- 
tributors they have never seen. 
These representatives were ap- 
pointed mainly on the basis of their 
letterheads and banking references 
instead of an investigation of their 
sales records with other principals. 
This “vital and permanent” relation- 
ship was then followed up by gen- 
eral correspondence, letter quota- 
tations and product literature, often- 
times in a language not understood 
by the recipients. 

This practice, unbelievably, is 
carried on in many markets, and 
is viewed with particular bitterness 
by foreign represenatives and cli- 
ents I have talked to on various 
trips to Latin America. 


Appalling pr ignorance . . 
In the States, we spare no effort to 
gain, hold and improve customers’ 
good will. We go out of our way to 
know them better, to know their 
tastes, likes and dislikes. We sup- 
port and maintain market research 
bureaus and statistical agencies to 
tell us about almost everything that 
may affect the sale of our products. 
Abroad, the same companies would 
forget their own sales methods and 
psychology in dealing with foreign 
distributors and clients. Personal 
visits would be held to a minimum, 
and many of the visitors from the 
home office met and seen in the 
field are handicapped by definite 
language deficiencies and an appal- 
ling lack of public relations know- 
how. To them a Latin is a Latin — 
and a market such as Mexico, for 
instance, is the same type of market 
as Columbia. 

Is it any wonder that we have not 
really scratched the full buying po- 
tential of Latin America? Apathy, 
lack of knowledge of problems 
faced by foreign distributors and 
the absence of frequent personal 
contacts are the real barriers that 
we put up ourselves. The conse- 
quences are dismal in the long run. 

Let us move now to the core of 
the issue, which is vitally affecting 
full development of our overseas 
operations. We all know that the 
reasons why U.S. products are not 

Continued on page 200 
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Lubrication Enelacering 
goes monthly 


to more thoroughly _ 
cover the expanding 
market for lubricants 


Because of America's great industrial expan- 
sion there is need for greater knowledge of 
lubrication technique. To meet this demand 
LUBRICATION ENGINEERING will be pub- 
lished monthly with an expanded editoral 
service—new features—new departments 
that help build high readership for your 
sales message. 


The demand for lubricants has set new all- 
time highs. Industry now uses more lubri- 
cants than all passengers cars and trucks 
combined. The entrance of automation into 
industry has tremendously increased the 
importance of this fundamental mechanical 
science. 


Scientific lubrication is a big profit factor 
in industry today. If you sell oiling devices 
or any of the hundreds of products for 
lubrication, use the only publication serving 
this rich market—LUBRICATION ENGI- 
NEERING. Dealing exclusively with lubrica- 
tion problems, it is read by engineers, main- 
tenance supervisors, purchasing agents— 
men who buy and maintain millions of dol- 
lars worth of products and equipment. These 
are the men who plan and maintain lubrica- 
tion for the nation's industrial plants. Cir- 
culation over 5,900 paid and controlled. 





Some of the products Lubrication 


Engineers recommend and buy: 
ae 

Laboratory Equipment 

Seals and Packings 

Grease and Oil Fittings 

Oil Distributor Devices 

Oil Hose 

Oil and Grease Pumps 

Barrel Racks 

Barrel Trucks 


~~ 
Bearings and 
Bearing materials 
Lubricants 
Cutting Fluids 
Grinding Oils 
Deep Drawing 
Compounds 
Tempering or 
Quenching Oils Containers 
Lubrication Devices Couplings 
Automatic Lubricators Sprays 
Filtration Equipment and, many other special 
Grease Cups devices 


New Market-Media folder gives you all 
the facts. Write for your copy. 


LUBRICATION 
ENGINEERING 


LUBRICATION ENGINEERS 


84 East Randolph St. 
Chicago 1, Ill. 
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to effectively 


sett the HUGE 

METAL FORMING and 
FABRICATING 
industries... 


publication 
exclusively edited for and 
distributed to this market 


IF YOU SUPPLY PRODUCTS OR 
SERVICES LIKE THE FOLLOWING... 


EQUIPMENT 


Shears 
Slitters 


Furnaces and 
induction Heating 
Units 


Joining and 
Fastening Devices 


Automation Devices 
Motors and Controls 
Lubricating Systems 
Welding Machinery 


Presses 

Press Brakes 

Materials Handling 
Equipment 

Bending Rolis 


Cleaning and 
Finishing 
Equipment 


Transferring and 
Positioning 
Devices 


MATERIALS 


Lubricants 
Drawing and Forging 
Compounds 


Cleaning and 
Finishing Supplie 


Tooling Plastics 


Ferrous and 
Non-ferrous 
Sheet and Strip 


Die Steels 
Carbides 


SERVICES AND FACILITIES 


Job and Contract 
Stamping 


Dies and Tooling 
Plant Layout 
Design and Engineering 


TO MANUFACTURERS OF 
THESE TYPES OF PRODUCTS... 


Ordnance and 
Accessories 
Office and Store 

Machines and 

Furniture 
Transportation 

Equipment 
Containers 


Automobiles 
Aircraft 
Forgings 
Structural Metal 
Products 


Appliances 


Agricultural 
Machinery 


. .YOU’RE SURE to reach the PRIMARY 
buying influences in plants manufactur- 


ing these products in... . 
MODERN INDUSTRIAL PRESS. 


FOR MORE INFORMATION WRITE 


MODERN 
INDUSTRIAL /7e02 


201 N WELLS ST., CHICAGO 6 + ST 2-4121' 
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LATIN AMERICA. . 


continued from p. 199 


“moving” or selling on a par with 
the buying power of many Latin 
American markets include dollar 
shortages, infrequency and inade- 
quacy of visits to the foreign sales 
field, and low competitive prices. 
But just as basic is another reason: 
too often local foreign distributors 
and/or their salesmen do not know 
how to sell. 

Salesmanship, as we know it to 
be in the States, does not exist in 
South America. Latin salesmen, 
basically without a good educational 
background because of poor school- 
ing facilities and/or economic hard- 
ships at an early age, are unable to 
sell effectively; this accounts for 
their incredibly high percentage of 
turnover at most companies. These 
salesmen are incapable of dealing 
efficiently with people of all levels. 
They do not know how to create 
good will for our products, and 
consequently they are responsible 
for limiting our sales. 


Know your salesmen .. Before 
complaining about dollar restricted 
markets, competition and economic 
conditions in any Latin American 
country, the manufacturer should 
go into the field to investigate sales. 
Too often, I have met prominent 
U. S. company executives down 
here, travelling at full speed, going 
on a customary, planned round of 
clients with their local representa- 
tives and returning home immedi- 
ately with a handful of orders and 
“temporary” good will. 

What did they really accomplish? 
All they did was actually cover 
their travelling expenses! They did 
not bother to pay attention to the 
man who is selling their products. 
They did not bother to find out 
whether he understood or was fa- 
miliar with all the sales points in- 
volved. They did not deal with the 
salesman, at all. Did they train 
him? Did they find out whether he 
was getting sufficient compensation 
to stimulate his interest in selling 
their line? 

They did not have time nor bother 
to set up a permanent sales founda- 
tion, and consequently the situation 
which they may have found on 


their arrival (and some do not even 
stay long enough to really find out 
anything) was exactly the same a 
short time after their return home. 
The enthusiasm they may have 
whipped up “all of a sudden” died 
down, as it was bound to. 

The “good bye until next year or 
next time” routine is, as a matter of 
fact, all too common among U. S. 
principals with their local foreign 
representatives. That is the big mis- 
take they are making, and their 
sales overseas reflect this peculiar 
thinking and lack of vision. 


How to do it .. I know many 
American manufacturers with 
branch offices right “on the spot,” 
and they sell less than competitors 
who have only a representative or 
agent. What is the cause? What are 
they waiting for? 

The firm of K. F. Jensen & Cia., 
exclusive distributor for Royal 
typewriters and business machines 
in Cali, Columbia, has for the past 
few years taken over the lead in 
typewriter sales, having passed two 
other manufacturers of office 
equipment with established offices 
throughout the country. 

It is interesting to note that K. F. 
Jensen’s salesmen have been with 
them an average of more than ten 
years. One salesman I know per- 
sonally has been with the firm for 
over 16 years. K. F. Jensen treats 
its salesmen exceptionally well — 
even helps them to buy their own 
homes and cars. When we selected 
our third distributor in Colombia 
for the Cali territory, I made cer- 
tain that he would have the right 
sales element to start with. We 
found it in K. F. Jensen, which was 
appointed Bostitch distributor in 
February to sell our line of staplers 
and wire stitching machines. 

These which too 
many of us pass up lightly or do not 
discover, can be coped with suc- 
cessfully. I have taken it upon my- 
self always to investigate the selling 
end .. the salesman is more im- 
portant to us than we care to re- 
alize or give him credit for. Bas- 
ically he, not the distributor firm, 
sells your products. He contacts 
your clients and prospects. He is 
responsible for increasing or limit- 
ing your sales. And bear in mind 


sales factors, 





that he cannot be replaced easily 
because there is no reservoir of 
good salesmen in Latin America. 

This realistic view has been the 
basic reason why Bostitch sales, for 
the past few years, have more than 
doubled in Latin America. It is not 
sufficient to supply the foreign 
salesman with product literature in 
his own language (and how many 
even do that?) but it is essential 
to train him in his native tongue, 
and adapt our sales methods and 
merchandising techniques to the 
conditions and human _ psychology 
prevailing in each individual mar- 
ket, because each market in Latin 
America is different. 


Bostitch hikes sales . . Our com- 
pany is doing just that, abroad, and 
outstanding results which have 
been obtained in recent years 
amply justify our efforts in that 
direction. I have taken it upon my- 
self, and it has really been a pleas- 
ure for me, to deal with our dis- 
tributors and their salesmen on a 
social basis, gaining their confi- 
dence, good will and respect, thus 
stimulating at all times their inter- 
est and respective obligations to 
themselves and Bostitch. I keep in 
touch with many of the representa- 
tives and salesmen I have worked 
with, even while travelling. I en- 
courage them to write me with any 
special problem they may want me 
to help them on or only on a pure- 
ly friendly basis. 

Here are a few case studies to 
show conclusively how sales handi- 
caps in the field were tackled and 
solved successfully. In Venezuela, 
until October 1955, the company 
had a “part time” distributor who 
was handling other lines of differ- 


ent nature such as drugs and milk | 


products, with one salesman only. 
A four-week visit to work and 
analyze the market with our repre- 
sentative produced unusual results. 
The distributor was convinced after 
due training that the line would be 
his most important source of sales, 
and so reconverted his entire set-up 
to push Bostitch efficiently and 

effectively on a national scale. 
When I left Caracas, we already 
had two well trained salesmen 
selling full time, with a third man 
to be added later. We also had a 
Continued on page 202 


Here's how to get your share of the 


$51 billion Highway Construction 
Market . . . 


Before you decide how to go about increasing your share of the forthcom- 
ing expanding highway construction market, check these facts: 


1. MARKET: 


(a) The highway (and related heavy) construction market is composed of about 19,000 


non-building contractor firms. 


(b) Over 60% of the construction volume in the U. S. is done by the large preponder- 
ance of "smaller" such firms. All are important .. . both larger and smaller. 


2. CIRCULATION: 


(c) ROADS AND STREETS’ circulation is 92% of the total 19,000 U. S. firms, and is, 
by definition, an almost complete coverage of the S.I.C. Major Group 16, 


(d) No other publication approaches such coverage, either in circulation or in con- 
centration of editorial for this circulation. 


(e) Its circulation penetration within firms reaches to every person named by the firm 
itself as a specifying or purchasing influence. 


3. READERSHIP: 


(f) Independent readership studies conducted by 10 manufacturers show ROADS AND 
STREETS in an average second place in spite of the fact that many persons outside 
highway-heavy construction also voted. (Strictly within its own market, it may rank 


even higher.) 


(g) Three times as much used equipment classified advertising is now placed in ROADS 
AND STREETS as in its nearest competitor. This is a sure index of readership, since 
such advertising is placed for immediate results. (And these results come from 


immediate readership and response.) 


THEREFORE: 


There are several horizontal magazines which 


| cover part of the nonbuilding contractors, 
| plus part of the building contractors and 


other lesser users of construction equipment. 


| There is only ONE vertical magazine, which, 
| instead of covering the building contractors 
| and other lesser users, can be depended upon 
| to cover practically ALL of the non-building 
| contractors. 


Even assuming that your equipment or ma- 


| terial item is used in both building and non- 


ROADS 
STREETS 





Ask 


revels 14 anph crow-coverry oth 
yard paytand TUK heroy bee 





your 
STREETS representative for 
your copy of this detailed 
story documented by 16 re- 


building construction, there are several al- 
ternative ways of getting the building cover- 
age, but only ONE way of getting the COM- 
PLETE nonbuilding coverage. 


Purely in terms of market coverage alone, 
the inclusion of ROADS AND STREETS in 
your advertising program would seem to be 
reasonable. But, with both unique coverage 
and high readership rating, the decision to 
include ROADS AND STREETS would seem 
to be dictated by facts. 


In a presentation, now available, many questions asked 
us about the highway-heavy construction field are an- 
swered, substantiated by reproduced government and 
other documents. 


ROADS AND 


some questions and ans 


were 
ay-heavy 


produced exhibits. 


ROADS and STREETS ©: 


22 West Maple Street, Chicago 10, Illinois 
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PISTON RINGS 


HOW MUCH MONEY was 
spent for them by truck fleet 
operators last year?- 


The greatest survey of the roll- 
ing market ever made shows— 


$21.3 MILLION 


FLEET OWNER KNOWS new 
market figures for 108 other 
major automotive products. 


See pages 6 & 7. 





“Signs and Belts 
and Traffic Lights . . . 
Bandages and things!”’ 


Amazing, the thousands of articles 
bought for American communities by 


5600 POLICE CHIEFS 


who regularly read 





equip 
more than 


POLICEMEN 
and EMPLOYEES 


No longer are Police Chiefs merely law- 
enforcement officers. They take an active 
part in the ordering of entire communities, 
particularly in the smaller cities. They are 
concerned with every phase of municipal 
safety, sanitation, community progress and 
well-being 


Weapons, radio systems, safety devices, 
clothing, vehicles, parking meters, finger- 
print units, crime lab apparatus! YOU can 
sell MORE through the pin-pointed pages 
of this uniquely specialized magazine. 
CALL THE POLICE for sales-expansion ! 








Wm.C. EOP P «zdssociates 


1475 Broadway, New York 36, N. Y. 
BRyant 9-7550 
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complete promotional program 
which included many “firsts,” such 
as listing the name of the company 
in all telephone books of major 
cities and making up special Bos- 
titch letterheads, invoices, business 
cards, etc. Our sales in Venezuela 
had so far, up to last February, in- 
creased by 30% and it was assured 
by the distributor that the increase 
in sales, this current year, would 
exceed 50% over last year. 


Results . . Other sales figures will 
show the importance of training 
salesmen in the field. I spent four 
months in Columbia, from last No- 
vember to February, setting up 
three new distributorships, replac- 
ing two inactive ones and combin- 
ing all their activities into a na- 
tional sales and service organization 
for the first time since the company 
started operations some 25 years 
ago. The result, in these four 
months alone, has been sales 
equalled only by company ship- 
ments to this market for the 
previous 18 months, not counting a 
permanent-coverage foundation 
throughout the country despite 
tough import restrictions and dollar 
shortages. Let’s look at Ecuador, 
where I spent the month of March 
assisting two distributors and their 
salesmen, after the Colombian as- 
signment. Result has been sales 
equalling Bostitch business in that 
market for the past five years. 

Here is one special case where 
salesmanship helped in “making” a 


market such as Mexico become our 
number one in the Western Hemi- 
sphere. What started out to be a 
regular three months’ trip early in 
1954 instead turned out to be a full 
scale national sales trouble-shoot- 
ing assignment that took nine 
months of reorganization and field 
work due to rather unusual, un- 
ethical procedures by a long stand- 
ing distributor in Mexico City, sud- 
den devaluation ef the peso and un- 
expected consequences, overlapping 
and inactive representation, and 
finally lack of strategic coverage. 
After redividing territories po- 
tential-wise and weeding out in- 
active agents, Mexico is now na- 
tionally covered by five distribution 
centers working smoothly as a team 
with a global staff of 16 salesmen 
individually trained and supervised. 
Three of these distributors were 
appointed and set up in the field. 
The distributor I established in 
Mexico City, as replacement, is to- 
day our most important organiza- 
tion in Latin America, Bostitch de 
Mexico, occupying a_ two-story 
building and employing seven full 
time salesmen. Despite 50% devalu- 
ation of the peso and higher ad 
valorem duty in 1954, which raised 
the cost of landed imports con- 
siderably, the result up to date has 
been an increase of 275% in our 
annual sales to Mexico since 1953. 
How is your salesmanship in 
Latin America? The bitter truth is 
that too many U.S. manufacturers 
and exporters cannot even scratch 
the potential of this market because 
they themselves do not know how 
to sell. Are you one of them? 8&8 





Media buying panel . . Agency media buyers discussed their problems at meeting of 
t. f. Club of Cleveland. From left: John Cheshire, Fuller & Smith & Ross; George 
Kilbride, Bayless Kerr Co.; T. E. Meredith, Griswold Eshleman Co.; club president 
Charles Bussmann, Pit & Quarry; O. De Witt Young, Consulting Engineer; moderator 
Herb Selby, Meldrum & Fewsmith; Carl Wagner, G. M. Basford Co.; V. G. Brettman, 


Watson Publications. 





NIAA 25 YEARS AGO 


FROM THE OCTOBER 1931 ISSUE 


OF INDUSTRIAL MARKETING 


a8) If American industry wants to | 
RR sell to the Russians, it will | 
have to give them complete co- 


operation, said one speaker at the 


opening fall meeting of the Engi- | 


neering Advertisers’ Association in 
Chicago. 

Another speaker told of the old 
Russia, as he knew it from personal 
contact. 

The speakers, who _ discussed 
“Russia, Past and Present,” were 
J. M. Spitzglass, vice-president, Re- 
public Flow Meters Co., and John 
M. Carmody, editor, Factory & In- 
dustrial Management, who returned 
recently from a tour of Russia, 


where he observed what progress | 
has been made toward completion | 


of the five-year plan. 


Mr. Spitzglass, born in Russia, | 
came to this country at the age of | 
36. He described Russia as he knew 


it under the Czar. 


Of Russian industry, he said: “It | 
is nothing new for Russians to go | 
outside their own country for in- | 
dustrial assistance. In the middle of | 


the 19th century it was the French, 
Germans, Austrians and English 
who established Russia’s industrial 
plants under the old regime. These 
foreign investors brought machin- 
ery into the country and found that 
they could hire Russian labor 


cheap. They were not interested in | 


building a sound industrial struc- 
ture for the country but in the 
profits they could make. That ex- 
plains why, when the revolution 
came about, the industrial structure 
of the country had to be entirely 
reorganized.” 

John Carmody, in outlining the 
industrial structure of the new 
Russia, characterized each major 
industry as a monopoly in its field, 


with ultimate authority and leader- | 


ship concentrated in the Supreme 
Economic Council. The farm indus- 
try, which is closely coordinated 


with the manufacturing and other | 


industries, is organized along par- 
allel lines. s 








For building products and equipment 
an EXCLUSIVE $19.5 BILLION market! 


Whether your product is a component of a 
masonry wall, floor or roof deck, such as cement, 
lime, concrete, brick, clay tile, steel reinforcing, 
stone, flashing, windows, waterproofing . . . 


or moves, handles and erects masonry building 
materials, such as trucks, carriers, conveyors, 
loaders, scaffolding, and tools . . 


MASONRY BUILDING is the only magazine 
that exclusively reports industry developments 
in architectural design, structural engineering, 
materials and materials handling, construction 
methods and equipment .. . 


. commanding the attention of 
leading general and masonry con- 
tractors, architects, engineers, dis- 
tributors and dealers who specify 
and buy! 


masonry building 


5 South Wabash Ave. ¢ Chicago 3 


© Industrial Publications, Inc., publishers 
of Practical Builder, Building Supply News, 
and other leading building industry mag- 
azines. 
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this DIFFERENT market 


spends $4,000,000,000 

yearly for PROTECTIVE 
and BULK 
packaging .. 


.. and a different man 
than the buyer of con- 
sumer packaging (where 
sales appeal is the main 
concern) okays most or- 
ders those big dollars go 
for. 


Industrial 
Packaging 


circulates only to the 
men (15,000 of them) 
whose packaging inter- 
ests are primarily pro- 
tection or bulk ship- 
ment—is edited to cover 
only these specific, dif- 
ferent interests. In less 





~ a 


than two years, the 
magazine has built an 
amazingly responsive 
readership among the 
real decision-makers 
with buying influence in 
this huge, growing, dif- 
ferent market. For a 
powerful boost to your 
sales, put a regular 
schedule in 


Industrial 
Packaging 


as a growing list of im- 
portant manufacturers 
and suppliers are doing. 


Call your Industrial 
Packaging man—or 
write—for N.I.A.A. 
Data File with full story 
of this market and of 


Industrial Packaging 
sister publication to PACKAGING 
PARADE, the News Magazine of 
Consumer Packaging. 

© 
HAYWOOD PUBLISHING COMPANY 
22 EAST HURON ST., 
CHICAGO 11, ILL. 
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Inefficient . . 


‘ € 


Using old method, clerk thumbed through rotary file for cus- 


tomer’s card, typed information from card onto invoice. 


Two benefits 


How Abbott automates 
order processing 


Once a sale is made you can relax .. if you have an order 


handling system that keeps customers happy. Here’s how one 


company improved this important marketing function. 


By Phil Hirsch 


# A streamlined system of order 
handling is building customer good 
will in two ways for Abbott Labo- 
ratories, North Chicago, IIl., phar- 
maceuticals manufacturer. 

The new system speeds orders on 
their way in half the time it used 
to take. And, especially important 
for Abbott, it reduces errors. 

Key to the system is the use of 
an Addressograph machine to pre- 
pare invoices. Addressographs have 
been installed at a number of the 
company’s distribution 
Largest of these, in 


centers. 
the Chicago 


suburb of Franklin Park, handles 
some 600 to 800 orders from five 
midwestern states each day. 

The old order handling system 
was a cumbersome and repetitious 
process, which began at a desk 
manned by three order takers. 
From a salesman’s phoned or writ- 
ten order, an order taker would 
write, in long hand, on an order 
form, the customer’s name, address 
and the item sold. Then the order 
went to an “index board.” 

Here, a girl thumbed through a 
rotary file which contained cards 
bearing names and addresses of 
every customer in the territory. 





Efficient . . 


When she found the card for the 
customer listed on the order form, 
she typed the customer’s address, 
together with other data from the 
file card, onto a seven-part invoice. 

Next, the order and invoice forms 
went to: a “pricer,” who looked 
up prices of all items in the order; 
a comptometer operator, who added 
up the prices plus other charges to 
come up with the total bill; a biller, 
who typed the prices on the seven- 
part invoice, and a “separation” 
clerk, who pulled the seven-part 
form apart and sent two copies to 
company headquarters, one to the 
salesman, one to the distribution 
center’s files, two to the shipping 
department and one to the custo- 
mer. 
Then the invoice went to the 
shipping department, where the 
customer’s name and address and a 
description of each item purchased 
had to be written on a three-part 
manifest. Under this system, Abbott 
had to prepare three separate forms 
—order blank, invoice and mani- 
fest—and reproduce several items 
of repetitious information largely 
by hand. 

Under the new system, the rotary 
file is gone. Instead of the file cards, 


With faster new system, clerk picks out customer’s plate, puts 
it in Addressograph and machine prints data on invoice. 


Addressograph plates each 
customer’s name, plus the territory 
number, narcotics registry number 
and other information. 

Now, when the order taker has 
finished with the original order 
blank, the girl at the index board 
pulls out the corresponding address 
plate, inserts it in the machine and 
presses a foot lever to print the 
information on the invoice. Mani- 
fests, instead of being hand written 
in the shipping department, also are 
processed on the Addressograph. 

Abbott officials figure the Ad- 
dressograph has cut order process- 
ing time at least in half. Formerly, 
during peak order periods, an ex- 
tra girl was needed at the index 
board to prevent bottlenecks. Now, 
one girl handles peak loads with no 
trouble. 

More important, however, has 
been the reduction in errors. 

At best, these mistakes did noth- 
ing to improve customer relations; 
at worst, they riled the customer. 
In a business such as Abbott’s, 
where professional titles are high- 
ly-regarded possessions, such un- 
intentional slights can cause more 
than the usual amount of ill-feel- 
ing. © 
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Your TOP 
Engineering Market 


American 
Engineer 


The Magazine of the 
Registered Professional Engineer 


CIRCULATION OVER 40,000 
—18.4% BUY OR SPECIFY 


THE MARKET .. . 


AMERICAN ENGINEER reaches more Registered 
Professional Engineers than any other magazine. 
The Registered Professional Engineer's counsel is 
sought on processes, equipment, methods and ma- 
terials—from basic research through design, devel- 
opment, manufacture or construction. In each step 
he has a decisive voice in buying or specifying— 
78.4% Buy or Specify. 


THE READER ... 


The Registered Professional Engineer establishes 
his status by complying with the rigid requirements 
of education and experience established by laws 
in all states. He is thus eligible to be, according 
to the State Boards of Engineering Registration, 
in responsible charge of engineering work.” 


His Position: 

CHIEF EXECUTIVES 
DEPARTMENT HEADS 
OWNERS OR PARTNERS 
SECTION HEADS 
SPECIALISTS (Industrial) 
OTHER 


His Earnings: 

10% (over 4,000 readers) earn more than $18,210 
25% (over 10,000 readers) earn more than $11,700 
50% over 20,000 readers) earn more than $8,460 


He Supervises: 
Surveys show the average AMERICAN ENGINEER 
reader supervises 9 Engineers, 29 other workers. 


THE MAGAZINE... 


Official Publication of the National Society of 
Professional Engineers. Membership requires reg- 
istration as a professional Engineer. 


Editorial Policy: 

Professional articles, features and news that treat 
non-technical engineering topics in the fields of 
industry, legislation, government, and economics. 
Approximately one-half is devoted to articles by 
outstanding men on subjects of current interest to 
the profession; one-fourth to ‘workshop’ pieces 
of interest to the reader as a professional engi- 
neer and as a businessman. 

Circulation: 

Over 40,000 (BPA). National. Highest in Middle 
Atlantic States. Next highest East North Central 
and South Atlantic. Circulation has more than 
tripled in the last ten years. 

Readership: 

Surveys show high readership for features and 
regular departments. Also that each issue has 
average of 2.27 readers—a total of over 90,000 
readers per issue. 


eo @ @ DOP CeCe eee Fee eee 


To help you sell the TOP Engineering Market get 
additional Market and Media Information from: 


American 
/ngineer 


= — 


* 
We've changed our address to... 


| 2029 Kay St., N. W. Washington 6, D.C. 
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If you sell... 


e EQUIPMENT 
@ MATERIALS 
@ SUPPLIES 


eee 
DRILLING 


PRODUCING 
REFINING 

FIELD PROCESSING 
PIPELINE 
PETROCHEMICALS 


idee 
: oval 


LOWEST 
RATES 


As low os $100 per 





unit 


HIGHEST 
CIRCULATION 


000 oil industry 
Over poet buyers 


GREATEST 
INQUIRY 
PRODUCER 


8,000 inquiries © month 


Vv 


Equipment 


The Magazine of 
PETROCHANICS 


Published Monthly by 
THE PETROLEUM PUBLISHING CO. 
211 S. Cheyenne e@ Box 1260 
Tulsa, Oklahoma 
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Color slide of this picture, selling bene- 


fits of 


By day . 


‘Partners for progress’ 


“’Scotchlite”’ 
day, goes in 3M promotion kit. 


conventional sign by 


How 3M sells selling 
to its customers 


You can’t afford any ‘missing links’ in your sales program— 


which is why the 3M company made a major effort that brought 


forth a pair of kits to help the company’s customers sell. 


= How can you help your sales- 
men sell customer salesmen on how 
to sell? 

That was the problem of a mid- 
western manufacturer of reflective 


sheeting used on highway adver- 
tising signs and vehicle emblems. 

The manufacturer’s customers — 
outdoor advertising firms and proc- 
essors of reflective sheeting for ve- 


800 é 


G 
Glida. 


BUILDERS 
SUPPLIES. 


Another slide, showing how same sign 
looks at night, is included in kit, which 
carries stereo slide viewer, easel. 





hicle emblems — had salesmen out 
selling other commercial firms on 
the advantages of selling via “on 
the road” advertising. But there 
was no uniform sales effort, and 
there were no facts and figures to 
tell the story on the local or re- 
gional level. 

So the manufacturer — Minne- 
sota Mining & Mfg. Co., St. Paul, 
maker of “Scotchlite” brand reflec- 
tive sheeting — set out to develop 
an entire sales program, package 
effective sales tools to go with it 
and simplify tie-in methods with 
3M’s national efforts. Then the 
company turned the entire program 
over to its customers. 


Plenty of ‘partners’ . . The re- 
sponse has resulted in several firms 
which previously had no definite, 
active sales program adding sales 
personnel to their staffs and devel- 
oping their own sales program 
around the manufacturer’s package. 

The program, called “Partners 
for Progress,” is aimed at potential 
advertisers at the local level — 
either with highway advertising 
signs or with vehicle emblems 
(from large emblems for the sides 
and backs of trucks to the bumper 
emblems on private cars). Only 
secondarily does the “Partners for 
Progress” program present the ad- 
vantages of reflective sheeting, the 
manufacturer’s product. 

Officials of the 3M company said 
conversations in the field with sign 
firms and emblem processors re- 
vealed some missing links in sell- 
ing “on the road” advertising. 

“There was a story to be told,” 
said R. J. Haxton, sales manager, 
“and it was just a question of who 
would tackle it. It required re- 
search for the facts, documentation 
with figures, then preparation of 
efficient sales tools to tell the whole 
story of ‘on the road’ advertising 
quickly, accurately and authenti- 
cally. The company had the facili- 
ties and the desire to work closely 
with the firms we’ve been working 
with for years. So we launched the 
project.” 


Begin with research .. The 
“Partners for Progress” project was 
launched with surveys and research 

to accumulate the total story. 
Information was obtained cover- 
Continued on page 208 


aie biggest and fastest growing 


‘‘CHALLENGE’’... 


Each year, the South’s growing pulp, 
paper, and paperboard mills spend 
hundreds of millions of dollars for 
machinery, equipment and supplies 
for its electric and steam generating 


the 


plants, water treatment plants, aux- 
iliary chemical plants, etc. This rep- 
resents BIG purchases of everything 
from Aid Conditioning Units to 
Machine Tools to Wire Cloth. And 
with production steadily increasing, 
too, there’s a never-ending demand 
for MORE equipment, MORE 
chemicals, MORE machinery 

If you’re looking for a challenging 
market, go for the BIG one. 


SOUTHERN PULP 
PAPER AND 
PAPERBOARD 
MARKET 


‘\ 


\\ 


portion of America’s 5th Industry! 


direct SALES approach... 

To recognize the existence of big 
market potential is one thing .. . 
to sell it is another. The Southern 
Pulp, Paper, and Paperboard Market 
has what it takes when it comes to 
sales potential, but to do a really 
productive sales job you’ve got to 
reach the men most influential in 
authorizing purchases. And that’s 
where the SOUTHERN PULP and 
PAPER MANUFACTURER comes 
into the picture with its sure-fire 
sales combination of pin-pointed cir- 
culation plus editorial excellence 
that adds up to informed, ready-to- 
buy buyers. A continually increasing 
ad volume is strong testimonial to 
the effectiveness of the SP&PM’s 
ability to reach, influence and SELL 
this fertile market. 


SOUTHERN PULP AND PAPER MANUFACTURER 
75-A Third Street, N. W., Atlanta 8, Georgia 





Get aboard the $9.3 BILLION* 1957 construction express with... 


CONSTRUCTION DIGEST! 


READERSHIP: Extensive research shows 
effective readership exceeds 45,000; an 
average of 5.25 readers per copy! You 
pay less than $4.50 a page, per thou- 
sand readers! 


ADVERTISING VOLUME: Construction Di- 
gest ranks 3RD of all construction pub- 
lications — national and regional! And 
it ranks 28TH of all (approximately 3,- 
000) business publications in the nation! 
(Jan., 1956 issue Industrial Marketing.) 
In one year alone, 1955, Construction 
Digest moved from 32ND in rating to 
28TH! 


Your multi-billion dollar market 


is covered best by... 


CIRCULATION AND PENETRATION: Over 
9,000 circulation, with penetration into 
all buying influences in the Midwest! 


DAILY REPORTS: Up-to-the-minute infor- 
mation on proposed projects, bids, 
awards, purchases, legislation, right at 
your finger-tips — daily! 


*Estimated 1957 construction volume in Illinois, 
Indiana, Ohio, St. Lovis trading area and 
Northern Kentucky. 


(nsrruction J) 
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INDEPENDENT 
PETROLEUM 
MONTHLY 


is READ by 


Mow 


Independent Oil 
Men than is any 
Other Oil Publication 


$1,600,000,000.00 
SPENT ANNUALLY 
By “Independents” 


(for equipment, supplies, 


maintenance and repair 
excluding labor) 


Who Dull 


70% of New Oil Wells 
75% of Wildcat’ Wells 
and 





Discover 
73% of New Oil Pools 


Got Your Share 
of This. Important 
Market 


with a schedule in the 
Independent Oil Man’s 
Own Association 
Publication . . . the 
Independent Petroleum 
Association of America’s 


INDEPENDENT 
PETROLEUM 


MONTHLY 


Box 1019 Tulsa, Okla. 
91% of members read it according 


SELLS SELLING .. 
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ing the statistics of motor travel, 
highways, traffic volume, passenger 
miles traveled and other pertinent 
data. Experiences of companies 
which had benefited through vari- 
ous types of highway advertising 
were obtained and analyzed. Min- 
nesota Mining photographers were 
assigned to get pictures throughout 
the country for examples of effec- 
tive highway advertising — both 
outdoor signs and vehicle emblems. 

When all the material was ac- 
cumulated, analyzed and sifted, 3M 
merchandising and advertising spe- 
cialists set about to determine the 
best method of presenting the story 
briefly and accurately — a portable 
sales tool which could be used by 
the firms in the field to show cus- 
tomers the highway advertising 
story. 

The result was two marketing 
kits — one for the outdoor sign 
companies, the other for the em- 
blem processors. The kits include: 


e A portable manual with an at- 
tached easel for desk or table-top 
presentations. 

e A stereo slide viewer and ac- 
companying color slides, both day 
and night views. For the outdoor 
sign companies, the slides show ef- 
fective advertising signs; for the 
emblem processor, effective auto 
and truck emblems. 

e Direct mail pieces designed for 
mailing to potential advertisers in 


THE NEw 


specific markets. For outdoor sign 
companies, the mailing pieces are 
aimed at restaurants, motels, ho- 
tels and other businesses which 
can benefit greatly through high- 
way advertising. For processors, 
the pieces are designed to go to in- 
surance companies, civic groups, 
trucking firms and others who 
benefit with vehicle emblems. 


e A complete set of technical fold- 
ers. 


e A booklet on market informa- 
tion, containing the results of 3M’s 
surveys and analysis. 


e A traffic-count map for the state 
in which the outdoor sign firm op- 
erates. 


@ One hundred tear strip enve- 
lopes containing full-color inserts 
and reply cards with the name of 
the local firm imprinted on the 
cards and envelopes. 


Every three months the 3M com- 
pany sends participating “partners” 
a supplementary kit containing ma- 
terials designed for specific mar- 
kets, and a description of the ad- 
vertising and merchandising efforts 
the company will make during the 
next three months. The supplemen- 
tary kit contains new pages for the 
master manual, new stereo slides, 
new direct mail pieces, a sketch kit 
for laying out signs or emblems to 
scale and other materials — all de- 
signed for specific markets toward 
which 3M will extend advertising 
and merchandising efforts for that 
quarter. 

This enables the local sign or 

Continued on page 208B 


e 


AMERICA 


* 
ON WHEELS 4 


to a 
Leslie Brooks & Associates Survey. Paraphernalia of progress . . ‘Partners’ kit includes easel-binder full of market in- 
ones a formation, stereo slide viewer, slides, direct mail pieces, technical folders and traffic 
count map of dealer’s state. 


208 / Industrial Marketing 





The marine market says, 
“Hurry! Don’t miss the boat!”’ 


The ship operators are spending at a furious 
clip. $1.8 billion this year, including naval con- 
struction. A completely new merchant marine 
within 15 years is in the planning stage... . 
already under way on some lines. Needed right 
now... the strongest selling job you’ve ever 
done. Scrutinize your product, your manpower, 
your strategy. You may never face a selling chal- 
lenge like this again in your lifetime. Seldom 
does a man have the chance to battle for his 
share of a known, long-term potential. And what- 
ever you do... don’t try to do it all by yourself. 


Save time, cover more buyers 
with Marine Engineering /Log... 


Save selling hours, reduce costs, minimize your 


risk put the proved assets of Marine Engi- 
neering/Log on your sales team. Profit from the 
priority this one ABC magazine has with your 
customers and prospects. Dominate the market 
with the largest, only “balanced” circulation of 
all the key buying factors you must sell, and 
keep sold. . . coast-to-coast, ship-to-shore. Take 
reassurance from its extra margin of selling 
safety, since it combined with The Log. Capital 
ize on its cost-to-coverage ratio that makes even 
a modest budget do a mighty job MARINE 
ENGINEERING/LOG, Simmons-Boardman, 30 Church 
St., New York 7, N. Y 
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emblem firms to direct their efforts 
toward the same markets, tying-in 
with the 3M national program. 


Costs split 50-50 .. Besides the 
kit, 3M representatives meet with 
personnel of the outdoor sign and 
processing firms for sales training. 


The cost of 
Progress” kit is split 50-50 between 
the company and the outdoor sign 
or processor firm. Total cost to 
each: $75. 

When the program was launched 
in March, 3M estimated a response 
of about 100 participating firms. By 
mid-May, 213 


“partners.” 


firms had become 


Some of the enthusiastic response 


the “Partners for 


came from an unexpected source. 
Firms which had previously had no 
sales force began adding salesmen, 
arming them with the “Partners 
for Progress” kit and developing 
sales programs around it. 

The “Partners for Progress” pro- 
gram will continue indefinitely. The 
offer of the special kit has been 
discontinued, but the 
supplementary kits will be avail- 


quarterly 


able as a stock item. a 
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Biggest ad 
products field. Cover (left 


wo formulator ads plus “‘editorial 


32-PAGE AD 


Giant insert ties 
Union Carbide and 
customers together 


® A 32-page insert ad has provided 
the missing link expected to give 
Union 
New 


boost for 
Corp., 


sales a 


Carbon 


silicone 
Carbide and 
York 

The ad, which appeared in the 
September issues of Architectural 
Record and Masonry Building, had 
several interesting effects even be- 
fore it was in print. 

It turned Union Carbide’s Sili- 


cones Div. salesmen into advertis- 
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Union Carbide says 32-page 
offers reprints 


material 


Te THe FAST Hotel puts an end 
to costly rain 


eninite 
damage 


“ABC« 


mesonry 
with SEAL CRAX and ORYLON 


OLD WALLS 


NEW WALLS 


insert is biggest ad ever run in building 


f whole insert. Typical page (right) has 


ing space salesmen for a month. 
And it turned the division agency, 
J. M. Mathes, Inc., into a part-time 
publishing house. 

The ad resulted from research by 
the agency, which showed that 
Union Carbide’s consistent advertis- 
ing campaign had put the company’s 
name across as a producer of sili- 
cones used in making water repel- 
lents for masonry. The same re- 
search showed, however, that archi- 
tects, builders and other customers 
for such repellents had no idea what 
brand names of formulators’ prod- 
ucts were made with Union Car- 
bide silicones or where to buy them. 

To supply this missing link, the 


company contracted with the two 


publications for enough 
tell the story. From then on, the 


space to 


ad just grew. 

Silicones salesmen called on all 
their formulator customers during 
the month of June and sold space 
in the projected ad to 76 of them. 
The only stipulation the company 
made was that the formulators 
identify their territories prominent- 
ly in their ads so that it would be 
easy for end customers to find their 
source of supply. 

The ad as it finally appeared had 
78 formulator ads, ranging in size 
from one-sixteenth page to full- 
page. Interspersed among the ads 
was editorial-type material in the 
ratio of one-half page of “editorial” 
to every two pages of ads. 

The Mathes agency did the writ- 
ing and layout of the “editorial,” 
wrote or rewrote the formulator 
ads, made rough and finished art for 
the ads and set type, prepared me- 
chanicals and supervised produc- 
tion for the formulator ads and for 
the insert as a whole. 

Union Carbide also bought a half 
page opposite the first cover of the 
insert to tell pass-along readers 
what they were missing in case the 
insert was torn out before it reached 
them. This “ad for an ad” urged the 
reader to write in to the company 
for his own copy of the insert. 

Results of the giant ad are not 
yet available, of course. But the 
company says the ad already has 
aroused enthusiasm among its sili- 
cone salesmen and its formulator 
customers who took part. And it 
feels that the ad has effectively 
linked the 
with the strongly 
accepted Union 


formulators’ products 
advertised and 


Carbide 


silicones. . 


widely 
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John C. Broderick, publisher 
of ‘Mariner,’ dies at 58 


™® NEW yorK—John C. Broderick, 
58, publisher of the Mariner, New 
York, died of a heart attack Sept. 
2 at the home of friends in Hyannis, 
Mass. 

Mr. Broderick joined the old 
Nautical Gazette as space salesman 
after leaving college, and he bought 
controlling interest in the publica- 
tion in the late 1930s. In 1953, he 
discontinued the Nautical Gazette 
and established the Mariner to re- 
place it. 


‘Military Automation’ will 
begin publishing in February 


® PITTSBURGH—Military Automa- 
tion, a new, king-size, controlled 
circulation bi-monthly, will begin 
publication next February by In- 
struments Publishing Co. 

The new publication will go to 
about 20,000 engineering and tech- 
nical personnel. Editorial content 
will emphasize instruments and 
control systems used for military 
communications, radar, fire control 
missiles and aircraft. 

Instruments Publishing Co. now 
publishes the monthly Instruments 
& Automation, the bi-monthly In- 
strument & Apparatus News and 
the annual I&A Handbook & Buy- 
ers’ Guide. 


Reference booklet lists 
product planning material 


® AUSTIN, TEX. . . New Product Di- 
gest has published a bibliography of 
books, pamphlets and_ periodical 

Continued on page 210 
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106 penned BOLL pack ares 
system 5 


BUYING ACTION 
FROM A 

BIG ENGINEERING 
AUDIENCE — 


The basic advertising medium for 
manufacturers who want to sell control 
equipment — components — systems — 

data processing equipment. Reach 30,000 
readers... the largest engineering audience of 
any publication serving the field. 


Verified buying action through “Automatic Control ” 


AUTOMATIC CONTROL 


The APPLICATIONS Magazine of Systems Engineering 


& A Reinhold Publication, 430 Park Avenue, New York 22, N. Y. 
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im. reprints 


The following reprints of feature articles which have appeared in Industrial 
Marketing are available at 25¢ each. Special prices are available upon re- 
quest for quantity orders. Please order by number, enclosing the exact amount 
in coins, stamps or checks. Send all orders to: Reprint Editor, Industrial Mar- 
keting, 200 East Illinois St., Chicago 11, Ill. On orders for four or more re- 
prints we will be happy to bill you — small orders sent only upon receipt of 
payment. 


R281 The case for lead-getting ads — by Lawrence A. Sternberg 


R280 Ten critical questions about motivation research — by Dr. Jack N. Peterman 


Should ad managers work on market research and sales analysis? 


You, too, can sell more . . with automation — by Richard Steensma 
Leading agencies score 5.7% gcin in business paper pages placed 
How to make employe manuals dramatic — by Herbert C. Rosenthal 


ap S specialist p 


ffers a checklist of do’s and don’t , 
We're fumbling ad readership findings — by J. Wesley Rosberg 
ment a 4 ides descriptions of 
Editorial evaluation . . a new gage for space buying — by Merle Kingman 
1956 . . boom year for industry 
195¢ 


How would you select an industrial advertising agency? 
a cervrew Wits phe oo pervert : er & th & R <a 
Catalogs . . how to distribute them for best results — by Matthew A. Pavitt 
Research Pe what can it do for industrial advertising? — by J, A. Duvall 

or whether admer rem nq the t t by failina to take 


s] sly 


SiC & inquiries how to combine them to find new markets — by Francis E. 
Hummel 
How a company classifie 


The AIRCO story 
An IM ase study showing how adv 
n a reverse fashion with excellent re 


How SIC can give you the cost per plant of reaching markets — by Nathaniel R. 
Kidder 
Narket research expert f the 

lant of getting your advert 3 me age t your market May, 1955 
How to measure the results of industrial advertising — by William A. Marsteller 
Aae y mar ffers a timeless hecklist t prove the effectivene fy y ivert May 1949 


How can | find what type to use? — by A. Raymond Hopper 
A table ping all the faces in the America Type Founder at 


yefaces to fit 


tyr ice 2 eed 


The following reprints are available at 50c each: 


R279 Portrait of today’s industrial advertising manager — by Merle Kingman 
inager show how much ‘ ‘ : Z 
me in relat t ze of ad iget C fay, June, 195¢€ 
R271 Here's what is happening to business paper advertising — by Angelo R. Venezian 
ro report wing mplete picture of the growth f busine paper r ng 
R251 How to get distributors excited about your product — by Morris Rotman 
A forr a for erchand Juct put ty to win distributor rt and 


. rc or 
g your f£ upf 


R222 How to know when to use manufacturers’ agents — by Thomas A. Staudt 
selling system for manufacture 


The following reprints are available at 75¢ each: 


R241 Portfolio of award-winning industrial advertising campaigns 
ect f award-winning industriz ad the stor behind t 


R229 Which ad attracted more readers? 


f Starct red ads fr 
R228 Sales promotion ideas 

At et with selections fron 
R203 A guide to better publicity 

roup of 1 articles writte y 


trial Marketing how t 
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NEWS... 
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articles on planning and marketing 
products. 

The booklet, “A Selected and 
Annotated Bibliography of Product 
Planning and Development,” by 
Fred A. Rothberger, research li- 
brarian, lists the material with de- 
scriptions of the contents of each 
article. Sample listings include such 
subjects as how to introduce a new 
product, patent regulations on new 
products, market research and sell- 
ing. 

Copies are available at $5 each 
from New Product Digest, P. O. 
Box 582, Austin 63, Tex. 


Material Handling Institute 
‘59 show will be in Cleveland 


PITTSBURGH—The Material Han- 
dling Institute has announced that 
its next show will be in Cleveland 
June 9-12, 1959. 

Meanwhile, Clapp & Poliak, New 
York exhibit manager firm, an- 
nounces that it will hold its own 
material handling show in Phila- 
delphia April 29-May 3, 1957. 

Clapp & Poliak used to put on the 
MHI shows, but the two organiza- 
tions parted ways after their last 
jointly produced show, in 1953, 
when the institute decided to hold 
its show every three years, and 
Clapp & Poliak continued to put on 
its shows on an every-two-years 
schedule. 


New NBP committee to work 
for editorial effectiveness 


® WASHINGTON—National Business 
Publications has formed anew com- 
mittee for the study of editorial 
effectiveness. 

Chairman of the committee is 
Wayne  W. Parrish, president, 
American Aviation Publications, 
Washington. And vice-chairman is 
Russell L. Putman, president, Put- 
man Publishing Co., Chicago. 

Other committee members are 
James I. Ballard, president, King 
Publications, San Francisco; Pres- 
ton J. Beil, president, Variety Store 
Merchandiser Publications, New 
York; Marshall Haywood, Jr., presi- 





HOW MUCH MONEY was 
spent for them by truck fleet 
operators last year? 


The greatest survey of the roll- 
ing market ever made shows— 


$430 MILLION 


FLEET OWNER KNOWS new 
market figures for 108 other 
major automotive products. 


7 


See pages 6-7 





Preferred by 
Progressive 


Engineers in 


Canadian 


INDUSTRIES 
UTILITIES 
INSTITUTIONS 


Reader Action? gy 


Write for 
details today. 


CANADA'S == 
NATIONAL POWER MAGAZINE 
Established 1908 
A MACLEAN-HUNTER PUBLICATION 


MODERN POWER 


Ch oe 


481 University Ave,, Toronto, Ont 


CHICAGO LOS ANGELES 
LONDON, ENG 


NEW YORK 
SAN FRANCISCO 


dent, Haywood Publishing Co., Chi- 
cago; William A. Richardson, presi- 
dent, Medical Economics, Inc., 
Oradell, N. J., and Junius Smith, 
president, Clark Publishing Co., 
Charlatte, N. C. 


Industrial handbook now 
covers “How-to-do-it-pictures” 


® ROCHESTER, N.Y.—Eastman Kodak 
Co. has revised its Industrial Hand- 
book and has included a new sec- 
tion, “How-To-Do-It-Pictures,” de- 
scribing methods and equipment for 
making “how-to” photos for indus- 
trial advertising and sales promo- 
tion. 

Subjects covered in the new 
“before and after” 
series, 


section include 
photos, equipment, picture 
backgrounds and special techniques 
industrial admen can use to show 
their products. 

The handbook also includes the 
following booklets: “Photographic 
Production of Slides and Film- 
strips,’ “How to Organize and 
Operate Photographic Service De- 
partments” and “Making Service 
Pictures for Industry.” Handbook 
price is $4 per copy, and the new 
section is 50c per copy. Requests 
should be directed to Eastman Ko- 
dak Co., Editorial Service Bureau, 
Rochester 4, N.Y. 


Survey shows most companies 
feel ‘our town likes us’ 
overwhelming 
industrial 


YORK—An 
American 


= NEW 
majority of 
companies feel they are well-like* 
in their communities, according to 
a survey by Mill & Factory, New 
York. 

Some 212 plants, representative of 
all types and sizes and of all parts 
of the country, took part in the sur- 
vey. Ninety per cent of them said 
they felt their communities had a 
“friendly” attitude toward them; 
1% said their communities were 
unfriendly, and 9% said their com- 
munities were indifferent. 

Eleven per cent of the companies 
had polled their communities to 
find out what their attitudes were, 
and 89% had not. 

The following list shows the vari- 
ous means used to improve com- 
munity relations and the percent- 


ntinued 


Your Message 


at the right place 


at the ‘right time 


all the time... 





IN THE CERAMIC BULLETIN 


lot of salesmen like to tell you 

the 5y closed the ‘ 
at the right place at the right time. 
When you put your sales message in 
the CERAMIC BULLETIN. you're 
not only at the right place (because 
the BULLETIN reac hes every spot in 
the ceramic field), but you’re there 
at the right time (because the BUL- 
LETIN carries authoritative techni- 
cal news in the field while it’s still 
“hot’’.) And youll be there ALL 
THE TIME (because the BULLE 
TIN is kept as a standard reference 
work). So why not drop us a wire 
or note today. We'll be glad to give 
you the entire CERAMIC BULLE.- 
TIN story it’s loaded! Loaded 
with sales potential for you no mat- 
ter what area of the ceramic field 


big one” by being 


you re interested in reaching 


4055 N. HIGH ST., COLUMBUS 14, OHIO 


Ictober 195¢€ /am 





NEWS... 


continued from p. 211 

ages of the respondents that use 
each one: 

® Issue news releases about com- 
66%. 

® Sponsor radio or TV broadcasts 
of activities—21%. 


pany activities 


® Encourage company publications 
for employes—36%. 

® Hold open house events—45%. 
@ Conduct plant visits by 
munity leaders—80%. 


com- 


e Establish funds for education and 
welfare purposes—37%. 


© Control waste and _ pollution— 


39%. 


© Contributed to community recre- 
ation projects—18%. 


Blames business papers 
for bad industrial advertising 


® cH1cCAGo—Industrial companies 
“do too little advertising, and what 
little they do, they don’t do well.” 

That indictment has been handed 
down by George O. Hays, president, 
Penton Publishing Co., Cleveland, 
who blamed the situation not only 
on the advertisers themselves but 
also upon the business paper pub- 
lishers. 

Mr. Hays spoke at a meeting of 
the Chicago Business Publications 
Association. 

He called for “creative competi- 
tion” among business papers as he 
urged publishers and space sales- 
men to help manufacturers do a 
better job of marketing. 

He said business paper publishers 
are responsible for both the adver- 
tising and the editorial matter in 
their publications, and they should 
make certain that both ads and edi- 
torial are written from the single 
standpoint of how it will help the 
readers. 

Mr. Hays chided business paper 
publishers for “buying editors at the 
market price” when they should be 
hiring authorities in the field as edi- 
tors so as to bring out publications 
that will be of real help to their 
readers. 

Mr. Hays sees a bright future for 
business publications. “Business pa- 
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Educational . . Cold Corp. of America, Chicago, launches ‘’educational’’ campaign to 
sell company’s ice-making machines to instiutional market. Campaign includes ads, 
salesmen’s ‘‘pitch’’ book, envelope stuffers for dealers, self mailers, ad mats, window 


decal, warranty and fact and figure booklet 


pers,” he said, “haven’t yet caught 
up to their potential. The need for 
them is greater today than ever be- 
fore.” 


Booklet tells how to put out 
annual report for employes 


® WASHINGTON—Don’t be ashamed 
of your profits. Don’t try to conceal 
them from your employes. Instead, 
tell all about them in a special an- 
nual report to employes. 

That’s the advice of a new book- 
let brought out by the Chamber of 
Commerce of the United States. The 
36-page, illustrated booklet tells, 
and shows, through examples and a 
30-point check list, how to produce 
effective employe annual reports. 

The booklet, called “Employe 
Annual Reports,” is available at 50 
cents a copy from the Chamber of 
Commerce of the United States, 
Washington 6, D. C. 


‘Construction World’ starts 
Northwest, Alaskan edition 


® SAN FRANCISCO—Miller Freeman 
Publications, San Francisco, an- 
nounces that Construction World, 


published B. 


in Vancouver, 


Canada, will have a separate new 
edition beginning this fall. 

The new edition will cover the 
Pacific Northwest states and Alas- 
ka. The publication has been de- 
voted exclusively to the heavy con- 
struction industry in western Can- 
ada. 

The new edition will be published 
in Seattle, Wash. John E. Miller 
will head the new staff with the 
title assistant general manager. 
Blake Jackson III, former editor of 
the “Esco Ladle,” is editor of the 
new edition. Charles L. Shaw, in 
charge of Miller Freeman opera- 
tions in Vancouver, will serve as 
general manager of both editions. 

Each edition will have its own 
rate structure, with a combined 
rate for advertisers using both edi- 
tions. 


New regional construction 
publication to cover South 


® ATLANTA—Southern Contractor, 
Atlanta, a new regional construction 
publication, is scheduled to publish 
its first issue Sept. 15. Roy Kerr, 
formerly editor of Dixie Contractor, 
is publisher of the new business 
paper. 


Southern Contractor will cover 





major southern construction proj- 
ects and will be distributed to con- 
tractors, equipment distributors and 
manufacturers, industrial plants and 
allied industries in Georgia, Florida, 
Alabama, Tennessee and South 
Carolina. 


‘Concrete Construction’ 
begins publication 


® cHIcaco-—Concrete Construction 
is the name of a new business paper 
which published its first issue in 
September. 

The new monthly is distributed to 
about 10,000 customers of ready- 
mix concrete producers. William M. 
Avery is editor “aa publisher. 
Offices are at 139 N. Clark St. 


Electric utility industry 
facts offered in handbook 


® NEW yYorRK—A revised edition of 
the “Fact Finder,” a  168-page 
handbook of figures and_ back- 
ground information about the U.S. 
electric utility industry, has been 
published by the Electric Compa- 
nies Public Information Program. 

The handbook provides informa- 
tion for those who sell or buy in the 
industry, and for editors, writers, 
teachers, speakers, research special- 
ists and others interested in this 
field. Subjects covered include his- 
tory, present developments and fu- 
ture plans of the industry; govern- 
ment and cooperative electric pow- 
er developments; national power 
policy; public opinion about the 
electric industry, and a review of 
the situation in various areas of the 
country. Included are tables and 
maps, including one showing loca- 
tion of utility companies building 
atomic reactors and companies en- 
gaged in development of electricity 
by atomic energy. 

The handbook can be obtained 
from Electric Companies Public In- 
formation Program, 2 W. 45th St., 
New York 36, at $5 per copy. 


Advertiser changes . . 
C. Jay Lafferty, Jr. . . formerly sales pro- 
motion manager, Cryovac Co., Cambridge, 
Mass. maker of packaging materials and 
processing equipment, has been appointed 
advertising and sales promotion manager. 


Keeley 


Thomas H. Marsh . 


tising manager, 


Roy W. Keeley 
sales, Minnesota 


Canada, has been pr 


General Electric Co. . s made 
s: Bernard F. Brehl, ‘3 


pianning 


manager 


H. E. Ihrig, forr 


J. Patrick Kune a « fort 


manager Ifor 


tion 
cago maker 
products, 


manager. 


International Minerals & Chemical Corp. 
- « Chicago, I 
keting executives. Frank J. O'Neill, 


has appointed two new nm 

ly director of advertising and sales pr 
tion, Sidney Wanzer & Sons, will 
jlinate advertising and sales |; 

and Emanuel Heimberg was nam ed man- 
ager of market analysis. 
has been with the company 
James W. Phillips . . formerly sales and 


promotion manager, Pacific National 


Foods, has joined Bardahl Mfg. Corp., 
Seattle, Wash. additive oil and automotive 
chemical producer, as advertising man- 


ager. 


Minneapolis-Honeywell Regulator 

Minneapolis, has named these vice-t 

dents: Herbert D. Bissell, formerly 
Continued on pag 
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Here Are A Few Reasons 


WHY 
CNM ...... 


... In The Lower 
MISSISSIPPI VALLEY 
For the twelve month period ending August, 
1956, Construction News Monthly pub- 
blished a total of 1,835 pictures which in- 
cluded 740 on-the-job pictures and 2,167 
pictures of identified personalities. 
eo 


For the twelve month period ending August, 

1956, Construction News Monthly published 

8.936 column inches of news and features. 
ec 

For the twelve month period ending August, 

1956, Construction News Monthly and Con- 


struction News (weekly) published a total 
of 17,785 column inches of bid news. 


For additional information phone, 
wire or write 


CONSTRUCTION 
NEWS MONTHLY 


LITTLE ROCK, ARKANSAS 














Government Business IS Good Business! 
Get your share through time-tested 


Official Journal of AFCEA 


There's volume and profit and PRES- 
TIGE on tap for manufacturers of com- 
munications and electronic equipment, 
but you've got to go at it the right way. 
Preparation of specs is very important, 
and Bee-line approach to the personnel 
who really count is most essential. 


Through the inexpensive pages of 
SIGNAL you reach the 10,000 primary 
Defense buyers and sub-contractors 
who, as members of the Armed Forces 
Communications and Electronic Asso- 
ciation, firmly rely upon their “house 
ergan” for authoritative information 
and news of current developments. 
Equipment needs, technical improve- 
ments, case histories authored by ex- 
perts—SIGNAL feeds it to ‘em, and 
how they do eat it up! To skim the 
very cream of Government communi- 
cations orders, advertise your wares 
and services in SIGNAL. 


No wasted ammunition here 
++. every shot goes home! 
Investigate this Bee-line 
route to profitable 
Defense business 


Wm. C. Copp & Associates 


1475 Broadway, New York 36, N.Y. 
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Advertiser changes. . 


f merchandising, and 
formerly general sales 
named cory 
Wilson, 

f the 


Jenerdl 


Robert M. Hatfield 


stion Engineering 


been named 
formerly was 

f the 
Jack A. Cairns 


visor aay 


Robert W. Geoghegan 


int Jenera sales manag 


peen 


Roy A. Fryer 
Mot 

appointed advertising 

David W. Sheehan, 


>-president 


Leland F. Carpenter .. 
sales manager Cramer 


venterbrook 


mechanic 


John R. Patterson . . 
and TV 


Robert S. Kellas . . 


vertising ana saies 


Joel H. Watkins 


Gavin S. Younkin, 


manager 


vice-presidents; 


sales m«c 


rk 
rufacturer 
manager. 
of the western 


s Angeles. 


Fryer 


manager 


rmer 


assist 


Kuhlman Electric Co., Bay ity, Mich. 
tric furnace and transformer manufac- 


has been named vice-president in 


Hartley Gabriele 


George M. Hartley .. former sales man- 
1ger, chemical materials department, Gen 


Schenectady, N.Y., has 


Electric 
ointed manager marketing for 


cal product 1epartment 


Charles T. Gabriele . . 
manager Telrex Laborat 
has been 


in charge 


Frederick W. Alexander 
nical editor mmunicati 


J] manager. 


J. R. Degnan .. former ré 
west coast automotive and 
ons, Martin-Senour 


has been named 


David E. Neustadt . . former general sales 
manager, W. W. Sly Mfg. Co., has joined 
National Metal Abrasive -leveland 


Is vice-president and mark 


Aro Equipment Corp. .. Bryan, O. manu- 
facturer of lubricating equipment, pne- 
imatic tools and hydraulic pumps, has 
made the following appointments in its 
bricating equipment division: R. E. 
Sprow, former assistant manager, 
motive sales, was named manager, 
ind D. G. Reed, former new products 
manager, was named manager, industrial 


saies. 


Petrolite Corp. . . St 


advertising office 


John R. Church .. { 


manager, spark plugs 


Allan Paul .. has been nam 


1ent, saies and advertising 


1 x 
LOS Angeles 








Keep the Road Show 
Going All Year 


The Special Road Show Edition of the 
Gillette Heavy Construction Catalog will 
be distributed to an additional 3,000 cus- 






tomers and prospects, over the 19,500 key 
buyers of heavy construction equipment, 
materials and supplies who regularly re- 


ceive it. 





Whether or not you plan to exhibit at 
the 1957 Road Show in Chicago, this spe- 
cial edition is a Road Show in itself, be- 
ing placed by the publisher and by you 








right into your prospective buyer’s office. 


1957 







Sillette's 





Special Road Show Edition 


HEAVY CONSTRUCTION 


PREFILED CATALOGS 


EQUIPMENT - MATERIALS - SUPPLIES 


















This is the Prefiled Method of distrib- 
uting catalogs. Properly filed and indexed, 









easy to find—always available. This is the 
way these buyers of your equipment like 
to receive your catalog or buying informa- 
tion. And, it costs much less than direct 


mail. 





You can also reach 20,000 key 
buyers outside the United States 






Gillette’s World Construction Catalog 
(Eastern Hemisphere) 
10,000 English 


contractors, 





is distributed to 





reading government of- 





ficials, engineers, importers 





and agents in the Eastern Hemisphere— 





Europe, Asia, Africa, Australia, New Zea- 





land and Island Possessions. 






Gillette's Catalog File for Latin America 
(printed in Spanish) is used by 10,000 


responsible buyers in Latin America. 






Write for descriptive literature 





sues ates 





Gillette's Catalog Service 


22 WEST MAPLE ST., CHICAGO 10, ILL. 





manufacturer. He formerly was adver 





and sales promotion manager, Gladding 


McBean & Co. 





— 
at: & 


Osman 


Edward Davies .. has been 





Shaw-Perkins Mfg. 


advertising manager, 





Co., West Pittsburgh, Pa. manufacturer 





industrial radiators 


2190 ay, reas 





Jack E. Osman . . has been named as 





ant director of advertising, Republic Steel 
replacing Harold Old- 


ham who was recently promoted lire 


The Magazine of 
AVIATION’S 


ADVANCED 
Wade C. Midkiff .. has been named Aircraft and Missile 


sales manager, Rapid Colorprint C zlen 


Corp., Cleveland, 


tor of advertising. Mr. Osman has been 
t 


with Republic since 1950. 


dale, Cal. maker of color reproductions. Development Projects 

He formerly was a sales representative 

calling on architects. © A 20 year editorial record of unswerv- 
ing emphasis on advanced aircraft de- 
sign and development ptoblems. 1,197 


Editorial pages last year 


Robert H. Lowe . . 


ager, utilities operation department 


tormer promotior 
man Co., Wichita, Kan., has been named 
advertising and sales promotion manager. ®@ An exclusive professional audience of 
15,000 top flight engineering and 
science executives 











© 90.83% subscriber renewal percentage 
—highest in field 








95 of every 100 copies go to aircraft 
and missile projects of an advanced 
nature 


Gobeille 


Bunnell © Chosen by leading advertisers of en- 
gineered products and services. 923 
pages of advertising last year—primar- 
ily airborne components and research 


- 
- New Haven, Conn. 


Whitney Blake Co. . 


wire manufacturer, has announced the 
following changes in its sales staff: Wes- equipment. 


ager was named sales manager anda 


Harold L. Gobeille was appointed adver Send for 32 page report on 
tising and sales promotion manager in The Aviation Industry” 


addition to his duties as field supervis 


AERONAUTICAL ENGINEERING 
REVIEW 


Joseph J. Maresca .. has been named 











administrative sales manager, Insuline 
Corp. of America, Manchester, 
has been with the company for 91/2 year 


An Offical Ieklication 
INSTITUTE OF 


- Detroit, has announced 


Burroughs Corp. . 


the following changes: Noel L. Mudd was 
retake the meaty erocred sus, | THE AEROMAUTICAL SCIENCES 
of director of marketing and will be Vuta te we Professie nal Gnyineering Suctrely 


ceeded in his former post of general sales 2 EAST 64TH STREET » NEW YORK 21, N. Y 
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ELECTRONIC 
INDUSTRIES 
offers a 
special coverage 
option for 
advertisers 
aiming at the 
communications 
market 


{ For more details 
turn to page 167 


d 


ELECTRONIC 
INDUSTRIES 


and TELE-TECH 


A Chilton Publication 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 
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Advertiser changes . . 


ed fron 


r by Ken T. Bement, forme: 


Thomasma Browne 


Leonard T. Thomasma 
C. Browne, 


William H. Lyon . . former + 


J. W. Gingerich . . former 


M. Ellis 


Myron P. Ellis . . ha: 


rmer fF 


jer by Joseph El 


} 
an 


George 
' rea 7 
pitiialtees 


naker 


Robert A. Lyons . 


manager, 
Y. mak 


li sedis. 


John A. Raggio .. former 


a1ger, rioneer 


Media changes . 


Business Week .. New York, has 
changes: John s 


Taylor, former 

vertlsing sales managel 
; Richard L. Waddell 
ting manager and «& 

Geist, former staff 

Automatic Control . . New Y 


Harold R. Olson, 


Kenneth C. Warner 


Warner 


Burton W. Gussow 


New 
INE 


Building Products .. H 


George S. Culp, 


410 


Harry O. Andrews . . h 


f the 


tor of ad- 
romotion, Putman 


joined the sales staff 








SELL CANADA’S 
$4 BILLION O.E.M. 
THROUGH 


A $4 billion great-growth mar- 
ket served only by this one 
technical business publication. 
DESIGN ENGINEERING’s 
6,200 personalized circulation 
reaches the very core of indus- 
trial growth. 

An established buying place 
—a vital source of information 
for all engineers who specify 
components and materials for 
original equipment. 

NIAA Market and Media 
file sent on request. 


e . J 
Design Engineering 
A MACLEAN-HUNTER PUBLICATION 
481 University Ave., Toronto, Ont 


NEW YORK ie ihe velo) LOS ANGELES 
SAN FRANCISCO LONDON, ENG. 


SPARK PLUGS 


HOW MUCH MONEY was 
spent for them by truck fleet 
operators last year? 


The greatest survey of the roll- 
ing market ever made shows— 


$17.8 MILLION 


FLEET OWNER KNOWS new 
market figures for 108 other 
major automotive products. 


See pages 6-7 


James E. Hartnett . . former Midwes 


"ag 


Power Equipment. . ‘ k 


med Transmission & Distribution. 


H. George Burnley . . forn 


hlick 


Rudy F. Bauser . . has | 


Frederic B. Folks . . forn 
D. A. Seott & Co. .. San I 


American Builder . . New 


liam A. Roos, former 


nd John W. Wyatt, formerly 


Buttenheim-Dix Publishing Corp. . . New 
York, has purchased Mart magazir 


raldwell-Clements C ind John L, Stout- 


enburgh 


A. C. Spangler . 


, i “te a 
National Office Management A 


Machine Production & Canadian Supply 


issues per month 


reaching the south- 
east’s $5,500,000,000 
construction gold mine 
with 7,500 ‘“‘ad-calls”’ 
per issue at less than 
2c per call 


Phone (collect) wire, write 


DIXIE CONTRACTOR 
P.O. Box 2120 Atlanta, Ga. 


Member ACP 





HOW MANY ACRES SHOULD 
YOU OWN IF YOU WERE A 


COTTON GROWER? 


Farm experts say you should own at 
least 300 acres. Acreage controls 
would cut you to about 100. That is 
almost minimum to mechanize—and 
still farm at a profit. 


YET THE FACTS ARE: 


The average grower-reader of The 
Cotton Trade Journel owns 1466 
acres of land! Cut advertising 
(| costs with class penetration. 
Qip REACH THE BIG MONEY 
m/ GROWERS THROUGH THE 
COTTON TRADE JOURNAL. 


The Cotton Trade Journal 


Established 190! 
HICKMAN BLDG., MEMPHIS, TENN 
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SPECIALIZES 
Uy PN cr-W 4) | 


Bacon offers complete clipping 
coverage of magazines. Not just a 
few publications but over 3200 
business, farm and consumer mag- 
azines. The reason is our proven 
technique, developed over 24 years 
of clipping bureau experience: 
GUARANTEED READING LIST 
Our complete list published in 
Bacon’s Publicity Checker. 
Special department checks in 
all magazines and subscriptions 
daily. 
READER’S MANUAL 
Each reader gets cross-indexed 
instruction manual, up-to-date 
for every account, every day. 
NO FARMING OUT 
Each reader trained, works full 
time on our own premises. We 
neither buy nor sell clippings to 
other bureaus. 


NO QUOTAS 
Well paid employees take time 
required to provide neat, ry 
complete, accurately /ey 
identified clippings. rl 
For further details on service 


and charges, send for our 
new Bulletin $56. ~ 


BACON’S CLIPPING BUREA 


343 South Dearborn St., Chicago 4, Ill. 





THE FOSSLER 


Salesmans 
Pocket-File 


UP TO 300 


Prospect & Customer Records 
ALWAYS WITH YOU 


Now, carry ALL your customer and 
prospect data with you in one handy 
binder. Use it to organize your calls 
in advance... to do a better selling 
job on every call. You never forget 
important facts or overlook a pros- 
pect or customer 

There's a Fossler Form to fit any sales- 
man’s needs. Special forms for: 
General Industry Salesmen « Life Insur- 
ance Men « Advertising Space Sales- 
men * Drug Salesmen * Food Salesmen 
¢ Freight Solicitors. 


Write for FREE samples of stock forms. 
Sold only DIRECT-TO-YOU by 
G.0. FOSSLER & ASSOCIATES 


166 E. Erie Street, Chicago 11, Illinois 
SUperior 7-7772 
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Media changes. . 


John M. Haydon 


saies manage! 


James E. Munford Co. . . } 


sar . 
nas been namea wes 


Precision Metal Molding 


new rates, now elective 


Howard Publishing Co. 


nas announcea new 


three of its publications 
American Paper Merchant 


pace 


Pace 


Paper, Film & Foil Converter 


opace time o-time 


ige d< 


Electronic Design 
nounced the f Thomas 
P. Kavooras, form 1 represent 


tele 


Desk Top Sound Movies for Salesmen 


The NEW MODEL C-55 MOVIE-MITE port- 
able 16mm sound projector fits compactly in 
one small case. Nothing else to carry. Tops 
for sales, industrial, educational and enter- 
tainment use. Rugged, lightest in weight, 
(only 26 pounds), fool-proof operation. NEW 
safety trips PROTECT FILM. Wonderful for 
large screen showings. Thousands in use. 
Price only $298.50. 

Write today! Find out how MOVIE-MITE 
can tell your story with brilliant pictures, 
hi-fi sound. 


® Lightest in weight 
@ Lowest incost © Smallest in size 
@ Easy on film ® Easy to use 
@ Top quality picture and sound 


mH HARWALD comeany. inc. 


1212 CHICAGO AVENUE, EVANSTON, ILLINOIS 








FIRST IN: 
e 
1. ABC paid circulation 
Over 75% in first five ABC classifi- 
cations 
ABC renewals 
Average well over 70% for over 
ten years 
Advertising pages 
far more than any ABC publication 
in the field 
4. Consulting engineers 
Largest circulation among foremost 


consulting engineers in the field. 
For full information write, wire or call 


WATER & SEWAGE WORKS 
ABC ABP 

185 N. Wabash Ave., Chicago 1, Ill. 

155 £. 44th St., New York 17, N. Y. 























October 


Atomic Exposition & Nuclear Con- 
gress, Philadelphia. 


. National Office Management Assn., 
Montreal Business Show, Montreal, 
Canada. 


3.. Direct Mail Advertising Assn., Hotel 
tatler, New York. 


- 3..National Electronics Conference, 
Sherman Hotel, Chicago. 


4..American Mining Congress, Metal 
Mining Exposition, Shrine Exposi- 
tion Hall, Los Angeles. 


5..National Hardware Show, Colise- 
um, New York. 


6..Society of Automotive Engineers — 
“Aircraft Engineering Display,” 
Hotel Statler, Los Angeles. 


7..Audio Fair, New Yorker Hotel, 
New York. 


7-10.. Mutual Insurance Advertising Ex- 
hibit, Sheraton-Gibson Hotel, Cin- 
cinnati. 


8-10.. American Photoengravers Assn., 
Statler Hotel, Detroit. 


8-12... National Metal Exposition & Con- 
gress, Auditorium, Cleveland. 


9-11 .. Cincinnati Office & Business Equip- 
ment Show, Hotel Sheraton-Gib- 
son, Cincinnati. 


15-19.. National Business Show, Coliseum, 
New York. 


20-25 .. Screen Process Printing Assn., Sher- 
man Hotel, Chicago. 


21-24.. Protective Packaging & Materials 
Handling Exposition, Kiel Audi- 
torium, St. Louis. 


22-24..Paint Industries Show, Cincinnati. 


22-25 .. Production Engineering Show, Con- 
vention Hall, Philadelphia. 


22-26 .. National Industrial Exposition, Ar- 
tillery Armory, Detroit. 


22-26..National Safety Congress & Ex- 
position, Conrad Hilton Hotel, Chi- 
cago. 


INDUSTRIAL 
SHOWS 





23-25..National Industrial Packaging & 
Materials Handling Exposition, Au- 
ditorium, St. Louis. 


29-31..National Motel Show, Morrison 
Hotel, Chicago. 
Nov. 


29- 3..Dairy Industries Exposition, Con- 
vention Hall, Atlantic City. 


November 


6- 8.. Canadian National Packaging Ex- 
position, CNE Automotive Bldg., 
Toronto. 


Structural Clay Products Institute 
Show, Boca Raton Hotel, Boca 


Raton, Fla. 


-International Soft Drink Industry 
Exposition, Public Auditorium, 


Cleveland. 


12-16... National Hotel Exposition, Colli- 
seum, New York. 


12-16.. National Industrial Development 
Exposition, Coliseum, New York. 


16-19.. Automotive Transport Association, 
Exhibition Park, Toronto, Canada. 


19-21... Advertising Essentials Show, Hotel 
Statler, New York. 


26-28 .. Public Relations Society of Amer- 
ica, Schroeder Hotel, Milwaukee 


26-30..International Automation Exposi- 
tion, Trade Show Bldg., New York. 


26-30... National Exposition of Power & 
Mechanical Engineering, Colise- 
um, New York. 


27-30... National Chemical Exposition, Pub- 


lic Auditorium, Cleveland. 


December 


American Marketing 
Winter Conference, 


tel, New York. 


National Automobile 
seum, New York. 


National Association of Display In- 
dustries, Winter, Trade Show 


Building, New York. 


Exposition of Science & Industry, 
New York. 








CONVENTION AND 
“Sy TRADE SHOW EXHIBITS 


gp tO 


. wee 
yg er AIDS 








ih 
4 





"MODELS 





/_ DIORAMAS 
“i 





~., POINT-OF-PURCHASE UNITS 


Fg SHOWS 








..,, SALES MEETING PROPERTIES 








-... SPECIAL PRESENTATIONS 


Write today for your 
copy of “Drama and A, 
tion in Trade Shows and 


4 

"| Institutional Exhibits 

uw 7 GARDNER 
DISPLAYS 


477 Melwood Street, Pittsburgh 13, Pa. 
@ DETROIT e CHICAGO « NEW YORK 
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Media changes. . 


Berry Conner 
1avertising 
the Chicag flice, and James P. Quinn 

i Robert W. Gascoigne were 


NeW TOrK t 


representative 


John C. Lickorish . . { 


in & Reese 


American Lumberman & Building Products 


Merchandiser . . Chicago, n« 


Dixie Contractor . 


wards, 


Loyd B. Chappell has been 


Agency changes. . 


Waldie & Briggs .. 


Claire McKenna . . 


1ager, Commercial Review 


Alfred B. Galletta . . formerly 
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resident. 


Niagara 


Batten, Barton, Durstine & Osborn .. has 
nas peen imea iwency for cBlc named ine I lowing tnree account execu- 
Richard O. Howe 

Albert J. Weinrich 
i H. Alan Schles- 


Walter J. Zimmerman Associates .. New 


’ Rr clyr ma foactiurer f ind 


William H. Van Pelt, Jr. . . formerly with inger 


Klau-Van Pietersom-Dunlap . 


James Thomas Chirurg Co... } 


New rk 


Hugh M. Redhead Foote, Cone & Belding .. Chicago, has 
n charge of cre- mnou! i the f wil yes: Gordon 
F. Buck, assistant general manager, ha: 


Robert F. Hussey, 
y be me media ac- 


"@ -« 


Redhead 


George Bentley, 1 


Kenneth L. Kline . . 


George Gottridge 
it \ re Zehle 


Mannina New 
NEW 


Boland Associates . . 

mnounced the following’ staff changes: 

Walter M. Boland has resigned as vice- 
jent of the agency, but will remain 


*kholder; Robert S. Liptak, 


American 


ne agency Will 


: 5 } 
namea media anda Ié 


Christina Muirhead, in 
urtment for several! years, was 


lyer. 


Leoda Steinheimer S. Gunnar Myrbeck & Co. 


lis, will handle advertisi will handle advertisin 





“The PORTLAND DAILY JOURNAL 
of COMMERCE is the first thing 
we look at every morning” 


says LLOYD BABLER, president Babler Bros., 
Inc., highway construction firm. 

“We watch the Daily Journal of Com- 
merce closely for calls for bids. We operate 
throughout Oregon, Washington and Alaska 
and the Daily Journal covers this ground 
very well. 

“For this reason, we find the Daily Journal 
of Commerce a tremendous help in the con- 
duct of our business.” 

People who read the Portland Daily Journal 
of Commerce every day include: 
e@ General Contractors @ Manufacturers 
© Sub-contractors @ Attorneys 
@ Building Material Dealers @ Logging, Lumber Firms 
@ Architects, Engineers @ Financial Firms 


Daily Fexsaal-of€ommerce 


711 Southwest 14th Ave. 
Portland 7, Oregon 


Working Tool of 
Pacific Northwest Business 








For all the Facts on Indus- 
trial and Trade Market Data 
LOOK in 
Industrial Marketing 1956 
MARKET DATA & 
DIRECTORY NUMBER 

















SALES PROMOTION 
and ADMANAGER 


One of America’s leading 
manufacturers of lighting fix- 
tures is seeking the services 
of a topflight sales promo- 
tion and admanager, prefer- 
ably with experience in the 
lighting industry. Fine start- 
ing salary and plenty of 
room for growth if your the 
man for the job. Tell us all 
about yourself — send com- 
plete resume to Box 528. 


Industrial Marketing 
200 E. Illinois St., 
Chicago 11, Ill. 











trol Engineering Unit, Detroit Controls 


is located in Nerwood, 


Michael London .. former « 
World, has been 


named 


ty department, 


Robert Christopher Agency 
handle advertising 
hl for T 


Richardson, Thomas & Bushman .. Phila 


d advertising 


Erwin, Wasey & Co. .. New 
been appointed t jlirect institut 


ttising for U. S. Industries 


E. C. Watkins & Co. .. Detroit, has | 
named agency Nylok-Detroit 
Birmingham, Mich. manufacturer 

locking screws and bolts. 
Taylor & Greenough Co. .. Wethersfield, 
Conn., will direct advertising, sales pr 
motion and public relations for Magnetics 


Research Co., White Plains, N.Y 


f magnetic shift registers and memory 


maker 
units. 

Hazard Advertising Co. . . New York, will 
handle advertising for Handy & Harmon 
New York manufacturer of silver brazing 
alloys. Peterson & Kempner formerly han- 


dled the account. 


Donald E. Halvorson . . 
er, Boettcher-Halvorson Advertising, has 


formerly co-own 


joined the creative staff of Knox Reeves 


Advertising, Minneapolis. 


Walter C. Davison Co. .. Los Angeles, 
has been named to direct advertising and 
public relations for Wedgelock, Inc., North 
sheet 


Hollywood, Cal. manufacturer of 


metal fasteners and industrial clamps. 
Klau-Van Pietersom-Dunlap . . Milwaukee, 
has added the following 
Harold P. Weber, account 
dustrial division, former vice-president 
/ per & Co.; John D. Finley, 


Continued on page 225 


personnel: 


executive, in- 


tA CD 
William C. Pox 


FOR ADVERTISING 


TO THE 
RAILROAD 


f PRINT 


IMPRESSION POWER THAT... 
* sparks progressive railroading. 


* gives advertisers thorough and 
penetrating coverage of ALL key 
railroad buying influences in ALL 
departments. 


ca Gi A Rll CS Ahan e 


5 ic late 


has 22,513 BPA audit distribution 
to key railroad men. 


averages over 4.5 readers per copy 
—making for a multiple reader- 
ship of over 100,000 key railroad 
men. 


ERE. De 


x 


provides STARCH advertising 
readership reports. 


employs R. O. EASTMAN for edi- 
torial readership research. 


RES alow, RETR > 





supplies an advertising merchan- 
dising package to salesmen of 
full-page advertisers. 


SEEM if 


is the KEEN ADVERTISER’S 
CHOICE. More advertisers IN- 
VEST more dollars—issue-by-issue 
—in MODERN RAILROADS than 
in the weekly railroad magazine — 
and more dollars than in the 4 
three other monthly railway ee 


cations combined. 
WRITE TODAY FOR NEWLY- 


REVISED NIAA MEDIA AND 
MARKET OUTLINE 


MODERN NB PS 
RAILROADS — 


201 N. WELLS STREET, CHICAGO 6, ILLINOIS 
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PREFERRED 


says M. R. BESCHLOSS 
Advertising Manager 
The Chicago Screw Company 


“J find Industrial Marketing by far the most informative 
publication in the specialized field of industrial adver- 
tising. Looking forward to it every month, I read it 
thoroughly — digesting every article, letter and news 
item as well as the ads.” 


A graduate of the University of Illinois, Mr. Beschloss majored in 
journalism. He served two years with the Army, most of it as Public 
Information Officer for the Psychological Warfare Center. Later, he 
joined the advertising department of Continental Casualty Insurance 
Company, and then moved to his present position. Mr. Beschloss also 
handles advertising for a sister division, Western Automatic Screw Co. 


says HANS W. BLUETHE 
Advertising Manager, Industrial Division 
Surface Combustion Corporation 


“Industrial Marketing has been my guide to better 
advertising for many years. I find new and helpful 
ideas in every issue and keep a file of interesting 
articles for reference. IM’s Market Data and Directory 
Number has provided the basic information for many 
campaigns and research projects.” 


Mr. Bluethe received his formal education in Germany. Before joining 
Surface Combustion, he had been advertising and sales promotion 
manager of Wheelco Instruments Company; sales promotion manager 
of Lindberg Engineering Company; and business manager of an indus- 
trial advertising agency. In his sparé time, Mr. Bluethe enjoys skiing 
and photography. 
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READING 


WITH MEN WHO MAKE 
INDUSTRIAL ADVERTISING 


says W. A. RUNDQUIST 
Vice President of Sales Promotion 
Pioneer Engineering Works, Inc. 


“TI feel that Industrial Marketing, more than any 
other publication in the trade paper field, is written 
by masters dealing with the problems of selling prac- 
tical things to practical people. IM offers selective 
reading on those subjects which mean more business, 
when translated and applied to the job at hand.” 


A graduate of North Dakota State College in mechanical engineering, 
Mr. Rundquist held positions with Bell Telephone Laboratories and 
Minneapolis Honeywell before World War II. During the war, he 
served as an Officer with the U.S. Army Engineers. Since 1945, he has 
been in charge of advertising and sales promotion for Pioneer, as 
well as director of advertising and public relations for its parent 
firm, Poor and Company. He was elected to his present position in 
August of this year. 


200 EAST ILLINOIS STREET CHICAGO 11, ILLINOIS 


: 5 Year (13 issues) $3 @® N BLP] 
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All of these marketing helps are 


OFFICES iy Beis: available free. To get them, just 
ee BE: p circle the numbers of the items you 


1,300,000 $q- ft. want on the reply card on the facing 
INDUSTR insert and drop the card in the mail. 


Industrial Marketing will pass your 
3,000,000 sq. ft. ans , 


requests on to the publisher or sup- 








plier who offers the material. 
If square footage is any measure of your market 
for Sanitation equipment or supplies, you will 
be interested in our latest survey. In many fields, 1001 /Circle on Readers’ Service 
a single reader specifies, buys and supervises Projected expansion shown 
for more than a million square feet of floor area. a See ny 
* Reps 
Or in a smaller area such as a food plant he ayailabi. 
may insure the purity of food that is consumed 
by millions of people, or in transportation the 


sanitary conditions for millions of passengers. 


. 4 ® sohdiinies Sed ' 
Mi 10 n And our Public Health readership influences 
1002/Circle on Readers’ Service 


the purchase of equipment and supplies for " 
Extensive media file 


; i holds reference data 
and Commercial Businesses throughout the coun- A file folder, containing 


try. Modern Sanitation is the “Bible” of Sanita- 


every kind of activity in Industry, Institutions, 


background 





tion Management in more than 126,000 plants. i ait a Oils le 


wodeut S A N | TAT | 0 N folder als contains information about 


ny. publicat s product promotion serv- 
1B PAI A POWELL PUBLICATION ice for advertisers, a copy of its NIAA 
855 Avenue of Americas, New York 1, N. Y. BRyant 9-0499 publishers’ statement form, inquiry and 

analysis work sheets, a basic marketing 


information form and a set of business 





reply cards through which additional in- 


be obtained from the 





7 For Detailed Data See 
This Emblem Means Industrial Marketing's 1003/Circle on Readers’ Service Card 
Annual Market Data $6 billion market 


IT'S EASY FOR YOU Giga potential outlined 


Five-year statistics of new construction, 

to Get Media and Market Data modernization, and product shipments for 

plumbing, heating and air conditioning 

When you see it in the advertisements of business publications — in their equipment are set forth in a new brochure 

promotion copy in folders, on blotters, in circulars — you are being by Plumbing & Heating Business, 

reminded that the publication has filed its complete reference data in The New York. Included in the folder are 

Market Data & Directory Number. It you can find facts on the pub- omparative readership study results of 

lication’s editorial services, circulation, influence, market studies, and publications covering this $6 billion field, 

similar information, adjacent to complete data on the market it serves. circulation and cost per reader statistics 
and a list of the magazine’s advertisers. 
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1004/Circle on Readers’ Service Card 
Outstanding letterheads 
shown in new brochure 

A selection of 14 lithographed letter- 
heads chosen for outstanding design is 
displayed in a brochure distributed by 
Gilbert Paper Co., Menasha, Wis. The 
choices were made from entries in a con- 
tinuing leiterhead design contest spon- 
sored by the paper manufacturer. 

Included in the booklet are design 
analyses and type identifications for each 
sample displayed, as well as a check list 
for good letterhead design. 


1005/Circle on Readers’ Service Card 
Manufacturing meet field 
discussed in new booklet 

“The Manufacturing Meat Industry,” a 
20-page brochure issued by The National 
Provisioner, Chicago, presents a detailed 
analysis of the field, which the publisher 
calls the second largest single product 
manufacturing industry in the U. S. In the 
folder are tables of product production, 
charts relating to the industry’s growth, 
lists of products commonly used, a survey 
of plant needs and media data. 


1006/Circle on Readers’ Service Card 
Market and media file 
on the electric power field 

Electric Light & Power, Chicago, has 
issued a 28page booklet setting forth 
basic facts about the growth of the elec- 
tric power industry and information re- 
garding the magazine's circulation meth- 
ods, editorial objectives, readership checks 
and services to advertisers. 

Market information includes a chart of 
sales since 1920, sources of electric gen- 
eration by types of ownership, electric 
utility power production statistics, etc. 





feak-ta.4€-sahare 


1007/Circle on Readers’ Service Card 
Facts and figures about 
America’s air transport 

The Air Transport Association of Amer- 
ica, Washington, has issued its 17th an- 
nual edition of “Air Transport Facts and 
Figures,” a 24-page booklet which out- 
lines “a decade of post war service. A 
resume of developments in commerce, do- 
mestic and foreign trunk lines, helicopter 
carriers, mail transport, air navigation, na- 
tional defense, etc., is followed by de 
tailed statistics on such fundamentals as 
ton miles flown, seat miles flown, revenue 
passenger miles, operating revenues, dis- 
tribution of aircraft operating expenses, 
financial summaries, aircraft in service, 
etc. 


Readers’ Service Dept. 


5610 


Please send me the following 
research and media data ... 


1001 1002 1003 1004 


—— eee ewe 





ane totes 
eee we ook ends bete- 
oo 


© Send for these free selling tools 


1008/Circle on Readers’ Service Card 
Role of the research engineer 
in the industrial laboratory 

Importance of reaching that group of 
engineers who work in industrial labora- 
tories is stressed in a folder available 
from Industrial Laboratories, Chiccjo. In- 
cluded are a rate card and a table show- 
ing number of inquiries, by product group, 
received during 1955. 


1009/Circle on Readers’ Service Card 
Industrial consultant writes 
on overseas marketing 

A paper on “Industrial Marketing Over- 
seas,” by Graham Parker has been issued 
by the industrial consulting organization 


®& Pieose print or type information below 














1005 1006 1007 1008 


COMPANY 








1009 1010 1011 1012 





PRODUCTS SOLD 





1013 1014 1015 1016 





ADDRESS 





1017, 1018 1019 





City & ZONE. 


*Note inquiries for items listed not 


serviced beyond Jan. 15, 








BUSINESS REPLY CARD 
First Clase Permit No. 95, Sec. 94.9 P. L. & RB. Chicege, Ml. 








Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, IL 


1957 





MARKETING AIDS.. typography, reproducing method and other 


factors in letterhead design and produc 
continued from previous page tion were answered by the respondents. 


of which he is president. The author talks 
about the factors that have been taken 
into consideration by those manufacturers 
“who have shown the greatest determina- 
tion to increase their overseas volume.” 
These include differences in analyzing 
European and American market potential, 
sales coverage needed, methods of ap- 
praising the prospective client and other 
such factors. 


Here is complete information 
on Canada’s industrial markets 
Hugh C. Maclean Publications, Toronto, 
offers a series of studies on the various 
markets covered by its publications. The 
studies are in convenient file folder form. 
And each is divided under numerical 
headings, which are indexed on the front 
cover, so that the reader can find quickly 


: the information he wants. The studies 
1010/Circle on Readers’ Service Card cover such things as general market re- 


Nation-wide test reveals view, trends, specific market information 
preferences for letterheads on various products, market outlook and 
Results of a nationwide test, conducted 
by Neenah Paper Co., Neenah, Wis., 
have been published in a 32-page multi- 
colored booklet. They reveal the factors 
found most desirable in letterheads chosen 
from a basic kit of 24 distributed to major 
users of stationery throughout the country 1011/Circle on Readers’ Service Card 
in a test that ran through four full years. A review of architects 
Questions of choice in illustration, color, in Canada 


media data. The studies, written by the 
editors of the various Maclean publica- 
tions, are listed below. 


If Mailed in the 
United States 





BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 34.9 P. L. & R. Chicago, Ill. 











Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Ill. 


Readers’ Service Dept. 


0610 


Please send me the following 
research and media data ... 


1001 1002 1003 1004 Fir 


W& Please print or type information below 
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1009 1010 1011 1012 


PRODUCTS SOLD 





1013 1014 1015 41016 





ADDRESS 





1017. 1018 1019 


CiTY & ZONE 





*Note inquiries for items listed not 
serviced beyond Jan. 15, 1957 
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The lumber industry 
in Canada 


1013/Circle on Readers’ Service Card 
Furniture and furnishings 
market in Canada 


1014/Circle on Readers’ Service Card 
Electrical merchandising 
in Canada 


1015/Circle on Readers’ Service Card 
Hardware and housewares 
merchandising 


1016/Circle on Readers’ Service Card 
Engineering construction 
in Canada 


1017/Circle on Readers’ Service Card 
Light construction industry 
in Canada 


1018/Circle on Readers’ Service Card 
Electrical contracting 
and maintenance in Canada 


1019/Circle on Readers’ Service Card 
An editor tells all about 
mining field developments 

An address by A. W. Knoerr, editor of 
Engineering & Mining Journal, New York, 
has been reprinted in the form of a 16- 
page booklet by the market research de- 
partment of the McGraw-Hill publication. 
In it, Mr. Knoerr discusses highlights of 
the current world-wide expansion in min- 
ing, from the point of view of factors in- 
teresting to manufacturers, 

Other material covered by the speaker 
includes a ten-year forecast of the growth 
of major minerals, factors behind the in- 
crease in demand, and significant techno- 
logical trends in earthmoving, power dis- 
tribution and controls, milling. smelting 
and refining. 








Agency changes. . 


vontinued from p. 22] 


account division, 


Shelby 


public 


executive, agricultural 


formerly with another 
M. Croucher, 


relations division, 


agency; 
account executive, 
former director of pub- 
lic relations, Reinecke & Assoc., and Col- 
leen Dishon, l 


acgount execulive, public 


with 


relations division, formerly 


lumbus, O., Dispatch. 


Robert W. Hedges .. former 
Harry W. Smith, Inc., has joined Michel- 
Cather, New York. 


executive, 


Hazard Advertising Co. . . New York, will 


handle advertising for John A. Roebling’s 
Trenton, N.J. wire rope manu- 
Nov. 1. The 


formerly was handled by Beatty & Oliver. 


Sons Corp. 


tacturef, effective account 


Donn R. Court . . has been named execu 


tive vice-president, Wank, McDonald & 


Lee, San Francisco, Cal., and the agency 
has changed its name to Wank & Court & 
Lee, Inc. 

Griswold-Eshleman Co. . . Cleveland, has 
been named advertising agency for U. S. 
Canton, O., and its 
Both com- 


veramic Tile Co., 


iffiliate, Sparta Ceramic 


panies make ceramic tile. 


Cody Advertising .. has been named to 
handle advertising for Sherwood Electron 
high fidelity 


ics Laboratories, Chicago 


equipment maker. 


Marsteller, Rickard, Gebhardt & Reed . . 
New York, has 


advertising for Feedrail Corp., 


been named to handle 
New York 
electrical dis 


manufacturer of trolley 


tribution systems. 


Wilson, Haight, Welch & Grover .. Hart 
f handle 
Chuck New 


maker of chuck and electric 


rd, Conn., will advertising for 


Skinner Britain, Conn. 


valves. 


Preston Borom .. former sales promotion 
ind advertising manager, Mall Tool 
has joined Grimm & Craigle, Chicago, as 


an account executive. 


Sant, Dugdale & Co. 
supervisor. He has been a super- 


visor with Ross Roy for the past three 


years, and was with VanSant-Dugdale 


efore then. 
Edward R. Trapnell . . has inted 
energy 


been appc¢ 
head of the nuclear division in 
I New 


livision since 


Washington Jacobs, 


rk. He has been \ 


STEEL PROCESSING 


is your direct line to the 
steel fabricating market 


STEEL PROCESSING speaks directly 
and with authority to the key buy- 
ing power in forging, pressworking, 
heat treating, stamping, forming and 
welding plants in the United States, 
Canada and foreign countries. 

Editorially, STEEL PROCESSING 
keeps plant management and pro- 
duction personnel abreast of the 
latest developments in steel fabri- 
cating equipment and methods. 
These people rely on STEEL PROc- 
ESSING for monthly news and fea- 
tures that keep them well informed 
about their industries. 


Each issue of STEEL PROCESSING 
reaches over 7,500 interested readers 

the key buying authorities of the 
steel processing market. No other 
business paper covers the forging 
industry so completely and so eco- 
nomically. Circulation is audited 
by BPA. 

Find out how STEEL PROCESSING 
can be your direct line to the expand- 
ing steel fabricating market. For 
more information as to how you can 
include the selling power of STEEL 
PROCESSING in your 1957 budget 
plans, write or phone: 


STEEL PROCESSING 


Steel Publications, Inc. 
624 Grant Building, Pittsburgh 30, Pa. 
Phone COurt 1-1214 





g rer remembers the man 


He caught a radio signal from over 
the horizon and launched an industry! 


IRE recognizes Kenneth Bullington’s contributions to 
the knowledge of tropospheric transmission beyond the 
horizon and his work of applying these principles to 
practical communications systems. Now, pictures and 
sounds can travel more than 200 miles through the air 
without the use of relay stations. This has made practical 
the radio-electronic connection of Labrador and other 
distant military outposts. Radio telephone service now 
spans the 180 miles separating Florida and Cuba. 
Tropospheric transmission is a comparatively new elec- 
tronic art which, with the work of Mr. Bullington and 
other dedicated professional men, has been developed 
into a vast market for many products... these men 


KENNETH BULLINGTON, recip- Vili? alureve vesmeushere 
c a) . 


ient of the IRE Morris Liebman 
Memorial Prize, 1956... fora 
recent important contribution to 


The Institute of Radio Engineers is a professional 
Society of 50,000 radio-electronic engineers devoted to 
the advancement of their field of specialization. Their 
official publication, Proceedings of the IRE, is concerned 
solely with these men and their accomplishments. And 
Proceedings of the IRE is the only engineering journal 
in the radio-electronic industry exclusively edited by 
and for radio-electronic engineers. 


the radio art. 


Earth satellites, FM, TV, radar, computers, color TV, 
transistors, scatter propagation, solid state electronics 
... all that is history making in radio-electronics is first 
presented, then followed step-by-step in its develop- 
ment, on the pages of Proceedings of the IRE in authori- 
tative articles by the men behind these advances. 


IRE remembers the man! Is it any wonder that the men 
remember IRE? Best way to get products remembered, 
if they are sold in the radio-electronics field, is through 
advertising in the pages of Proceedings of the IRE for 
...tf you want to sell the radio industry, you've got to 
tell the radio engineer! 


THE/\\ INSTITUTE OF RADIO ENGINEERS 


I \ Proceedings of the § RE 


ri FE Adv. Dept., 1475 Broadway, New York 36, New York y nant 
/ v a Chicago * Cleveland * San Francisco * Los Angeles ap 
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copy chasers 


pik 


as inserted 





NZ 


And, please note, nothing tricky, no 
resort to rah-de-da rhetoric. . . 


Two of the four single-direction tracks 


n New York Central's main line between 
“ay 


How do transportation Buffalo and Cleveland are being taken 
ux 21C stalled on the remaining 
two tracks ither-direct 


ads stack up? 


operations. 


An appraising look at transportation advertising shows 


it to be both good and bad. . asa class, only 


the aviation industry gets off the ground 


= Man travels by land, by sea, and 
in the air—by train, ship and plane. 
As travel-consumers, we’re pretty 
conscious of the advertising ap- 
proach of each —’ the New York 
Central or the Santa Fe, U.S. Lines 
or Matson, TWA or American. But 
how do these industries perform in 
their business papers? What kind 
and what calibre of advertising do 
their suppliers do—the equipment 
builders, the parts people, makers 
of materials, and the others who 
serve them? 

More than this, what can adver- 
tisers from each field learn from 
the others—the ups and the downs, 
the good and the bad? And on just 
so primitive a basis (since they’re 
all “transportation,” human or 
freight) we thought it might be 
useful to see what we could see, 
and pass it on to you. 

The advertisements we are about 
to review are just about in the same 
order we clipped them from a flock 
of railroad publications. Some few 
are excellent, many are eminently 
satisfactory, a fair number are gen- 
uinely poor. 

*Take this one — “2 tracks do the 
work of 4 — with CTC on the New 
York Central” — By every meas- 


ure we know, this black and white 
spread of Anaconda Wire & Cable 
Co. is a top grade advertising per- 
formance, right to its last eight 
words in the sign off, “See the Man 
from Anaconda for Railroad Cable.” 
Its approach is classically sound. 
Headline, subheads (“CTC is in- 
stalled on 163 miles of main track Tt is of. ‘course, hardly “eusctl 
— Anaconda power and cables ; 
used”) and main text, all topgrade. 


(All we need to give you is the 
lead sentence here.) 


much of the cable used on this 
tem was made by Anaconda... 
Continued on page 231 





2 tracks do the work of 4— with CTC on the New York Central 


TC is installed on 163 miles of main track 4 
Anaconda power and contro! cables used 














See the Man from 


ANACONDA 


for Railroad Cable 














Anaconda Wire & Cable . . no rah-de-dah rhetoric 
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Because we know him well 


you can sell him better... 


Who is he? He’s the man who reads I&EC. 


He buys for the original plant, equipment, and materials market 


in the Chemical Process Industries. 


We know him well. 


Just recently National Analysts, Inc. completed 
an exhaustive survey of I&EC readers. The results 
— 500 pages and 2 volumes — give us a complete 
profile of the man who reads I&EC. 

We know, for instance, that 70% of the I&EC read- 
ers work in Design, Development and Research 


and therefore are most closely concerned with the 
expansion and modernization which accounts for 65% 
of total CPI expenditures. We know that I&EC read- 
ers work in this major sales market where new prod- 
ucts and processes are developed and where original 
specifications for equipment and materials are written. 


Keeping in close touch with our readers is an im- 
portant part of our editorial operation. That is why 
the Eastman Research Organization, Inc., a nation- 
ally known firm specializing in editorial analysis, has 
been engaged to make continuing studies of I&EC. 
And it follows that the better we know and serve our 
reader with the specialized editorial material he wants, 
the more effectively we can help you to sell him. 


If you'd like to have a copy of “The Man Who 
Reads I&EC”, a booklet summarizing the results of 
the 500-page study, call your I&EC representative. 
He will be very glad to give you all the information 
you need. 








INDUSTRIAL and ENGINEERING CHEMISTRY 


— the only magazine specializing in serving 


the original plant, equipment and materials 


market of the Chemical Process Industries. 


AN AMERICAN CHEMICAL SOCIETY PUBLICATION 


advertising management 
REINHOLD PUBLISHING CORPORATION 
430 PARK AVE., NEW YORK 22, N. Y. 
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COPY CHASERS.. 
continued from p. 227 


Eight newsworthy photos detail 
the story, plus a simple diagram 
showing signalling on the old four- 
track setup versus the new, two- 
track layout. And so, an OK AS IN- 
SERTED to copywriter JOHN E. FROST 
and art director JAMES KENNEDY, 
both of Kenyon & Eckhardt, New 
York. 


Clear as a recipe . . Nice, clean 
two-column bit of business here for 
the Duff-Norton Co., makers of 
railroad jacks. A “How” advertis- 
ment — “How to get back on the 
track quickly without a _ crane!” 
This is shown, and spelled out very 
efficiently, with four little line 
drawings, paired with tightly- 
worded directions, almost like a 
recipe. Very trim layout handling, 
too. 


Everybody talks about “graphics” _ 


but so few advertisers ever do any- 
thing about them. That’s why we’re 
about to praise this General Motors 
color spread, for its Electro-Motive 
Division—“On-Line Service for 
96% of all General Motors Locomo- 
tives in the United States.” What’s 
conspicuously good about it is a big, 








“Lam o Burlington Man” 


are 


<= 
Burington ae 
Rove ion = 
ee ers 
BURLINGTON LINES © Smccpeusene Wear 











Burlington . . too many generalities 


two-color, bleed, sort of semi-relief 
map of the U.S.A. with nine fat 
balloons, each coming from an in- 
terconnected railroad center on the 
map, and within each balloon, each 
factory branch and warehouse act- 
ually illustrated, location identified 
in bold, display type. So many ad- 
vertisers treat this important part of 
their facilities too casually, or at 
least, don’t go all-out. They should, 


whe “EE em. « 
a = Pe 


nod 


Motors Locomotives in the United States 


SS DedosbtneDvisin oy FDU FF-NORTON 


for, as GM demonstrates right here, 
it’s worth it. 


No follow-through . . This is the 
first railroad ad we’ve come across. 
It’s aimed at freight shippers and 
their traffic people (who also fol- 
low some of these magazines), and 
signed by the Burlington Lines. Big 
photo, two men in conversation in 
foreground, a Burlington refriger- 
ator car in background. Headline, 
“I am a Burlington Man.” It’s a 
reasonably good start, premised, we 
presume, that a “Burlington Man” 
is in some way or other, a some- 
body different, or better than a 
freight representative from most 
other railroads. But, alas, instead of 
building up this special identity in 
the body copy, the author just 
poured out generalities. And about 
the meanest thing we can say about 
what he put down is that if we 
were a railroad shipper, we’d expect 
“fast, dependable service” — “rates 
and schedules” — to be kept in- 
formed as to where our “shipments 
are and when they will be de- 
livered’’. Wouldn’t you? 

The Griffin Wheel Co. apparent- 
ly was confronted with the prob- 
lem of making a sales point with 
high impact and impression. What 


How to get back on the track quickly 


ut A Crane! 


peamarant 


a 





som Jacks | 





General Motors. . 
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takes pains with ‘‘graphics,’’ 


Duff-Norton . . concise as a recipe 





point? This point: “Practically all 
types of cars now roll on the new 
steel wheel ... the Griffin EQS.” 
This it does, but good, with a post- 
er-ish approach: hand-lettered 
headline, giant red letters for “the 
Griffin EQS,” handsomely handled 
free-line sketches of various types 
of cars, in white against panels of 
several tones of black and red, three 
sentences of text in about 14 pt 
type. All this, well-worked out in 
two pages bleed and color. 

In other fields, it’s been interest- 
ing to note how more and more 
materials suppliers are playing up 
their packaging, that in their own 
way, they, too, are “shelf-con- 
scious.” This Pennsylvania Salt 
Mfg. Co. page is a fine example — 
“Pennsalt PM-90 Steam-Generator 
Descaler now shipped in this non- 
breakable, lightweight plastic con- 
tainer.” Also interesting is the fact 
that this advertisement sells the 
product-use together with package- 
advantages, and both gain by the 
twin-ship. In passing, we must 
comment on the typography, which 
is beautifully handled, for appear- 
as well as function. In case 
you didn’t know it, this is ex- 
traordinary for most industrial ad- 
vertising. 

We suppose any normal sales en- 
gineer working for U. S. Steel 
might say, “You can install a Tiger- 


ance 





BLINDFOLDED 


YOU CAN STILL INSTALL A 


TIGERBRAZE 








SIGNAL BOND QUICKLY AND CORRECTLY 





e 
° 


ws) uss TIGERBRAZE SIGHAL BONDS 
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U. S. Steel . . drama with a friendly tiger 


braze Signal Bond quickly and cor- 
rectly with no trouble at all.” And 
Wwe suppose any average advertis- 
ing man might write a headline, 
“Blindfolded, you can still install 
a Tigerbraze Signal Bond Quickly 
and Correctly.” But it takes a real 
good advertising man to throw in 
a friendly blindfolded 
colorful as ever graced a Jell-O 
page, actually doing the installing. 
Generously spread over two pages, 


tiger, as 


in brilliant orange and black, this is 
a compelling job. Note it thought- 
fully as a 
legitimate dramatization. 
*This next 
Friction Products Corp. - 


splendid example of 


Railroad 


is boiler- 


spread 


plate in its approach, and kind of 
busy in its layout, but certainly 
packed with fact. The 
claims “Cobra Shoes give outstand- 
18,500,000 car 


White 


headline 


ing performance in 


miles of actual service!” 








MAKING TEST OATA COMPLETE... 


Practically all types of cars 


GRIFF; 


Give the green* to GRIFFIN 


/ 
and watch your costs go down 








Griffin . . 


now roll on the new steel wheel... 


poster approach with high impact, Pennsalt . . 


| GRIFFIN WHEEL COMPANY 


J 
Pennsalt 
Chemicals 





““shelf-conscious”’ 
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Look at your 


The SS. ‘Robin Gray’ is a good example of how Honeywell Customized 


Temperature Control cam make your ship more comfortable, more efficient 





way...and profit! 


Honeywell 


H Fiat in Contol. 


“Here's a Hot 
ONE! 


Ever hear 

the one about 
the guy that 
didn't use 


GOULD 


BATTERIES?” 


“MATTER GATTERILG THROUGH RESEARCH 








Minneapolis Honeywell 


panels, labelled “Fact No. 1, Fact 
No. 2,” 


dence with facts spelled out in big 


etc. pound home the evi- 


Gothic display. 

An OK AS INSERTED to E. E. FLYNN, 
supervising copywriter, Air Brake 
Div., Westinghouse Air Brake Co., 
Wilmerding, Pa. 

There’s a touch of offbeat ap- 
proach in this bleed page for the 
- “A conversa- 
holding 
low-pressure is com- 


True Temper Corp - 
tion about rail anchor 
power.” Its 
fortable on the reader, and gives 


the text the conversational credu- 


good sense and good writing, Gould Batteries. . 


lity of a chat with a track mainte- 
nanceman. 

Yes, they're still having babies 
outside the maternity ward, we re- 
gret to report. Here’s the offspring 
of Gould-National Batteries 
poor kid, hardly able to talk, and 
being forced to say, “Here’s a Hot 
One! Ever hear the one about the 
guy that didn’t use Gould Research- 
built Batteries?” Now, if you were 
to say to us that you bet the copy 
leads off, “It's no joke when you 
battery” well, 


pick the wrong 


you'd be right! 


it’s no joke 


Worth the effort . . Some pub- 
lishers tell us when a “horizontal” 
advertiser “horizontal” copy 
across the board in various vertical 
books, he misses the boat. We agree, 
most vociferously, after seeing sev- 
eral examples on the positive side 

horizontal people like U. S. Steel 
Minne- 
apolis Honeywell, who use special 


uses 


and Anaconda, and now, 

copy, and do so well with it. 
*This Minneapolis 
spread is certainly a splendid ex- 
“To sell ship operators, 


Honeywell 


ample of 
talk ships”. From stem to stern — 


ed on page 234 





COBRA SHOES give outstanding performance 


Fact *i Ee FACT *2 
permitting 


\ve 
High friction YO ified 


WE QR 


in 18,500,000 car miles of ACTUAL SERVICE! 


facts: © 


cher 
rmance me 
perto 


with brakin® eon turning? 


The COBRA SHOE 


Product of the combined research facilities of... 


Westinghouse Air Brake Company Johns-Manville 


RAILROAD FRICTION PRODUCTS CORPORATION, Wilmerding, Pa. 


A conversation about rail anchor holding power 


me mt (rmeS aamnY Peepers 


«7 TRUE TEMPER BULLDOG RAIL ANCHOR -$) 
A 


5% greater holding power ....one unit... applied by ene man... using any striking toot 








Railroad Friction Products 
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packed with fact, True Temper . . comfortable as a chat 
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Papermaking in 1666 


Where will your sales be in 1966? 


Will you be advertising to the right people? To get to the top and stay there, you must keep your name and 
products before the men who are in a position to buy them. Advertising in Pulp & Paper is the best way to do this 
if you want to sell to America’s second-fastest growing industry—today or ten years from now. Here’s why: 

Pulp & Paper is paid for and read by more of your customers and prospects than any other business magazine 
serving the industry. Crisp, firsthand reporting by industry-wise editors*, combined with the finest and best-bal- 
anced circulation available anywhere**, reflect the soundness of Pulp & Paper’s growth — closely in step with 
the industry's growth. 

Proof that Pulp & Paper does a helpful selling job for its advertisers is shown by the business gains it has 
made during the past ten years. In 1955 Pulp & Paper carried 710 more advertising pages than in 1945. Its three 
nearest competitors carried 838 fewer pages. 

’ Whether you sell hand tools, heavy machinery, chemicals or specialized services, the record proves that your 
advertising in Pulp & Paper helps your sales representatives keep on top of this soundly-growing industry. Write 
for detailed information describing this market and how to sell it. 



















*Through the continuing reader research reports of the Eastman Research Organization, Pulp & Paper readership is continu 
ously compared in every detail with that of a wide variety of leading business publications serving that organization. This is 
the only reliable yardstick ever developed for measuring reader effectiveness. Pulp & Paper has this service exclusively in the 
pulp and paper field. 

**W rite us about this and refer to Pulp & Paper's advertising in Standard Rate & Data. 








A MILLER FREEMAN PUBLICATION 
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Editorial Offices: 1791 Howard Street, Chicago 26 
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COPY CHASERS.. 
continued from p. 232 


headline, “Look at your ship this 
way. ..and profit!” — _ pictures 
(main illustration in outline draw- 
ing, the “Area Control” aboard the 
SS Robin Gray; photo at lower left, 
the Robin Gray afloat; right hand 
page three shots of Honeywell in- 
struments). 

Just plain, straight expository 
— and happily, when 
you get this close to an industry, 


copy here 


via a vertical publication, you don’t 
have to throw your weight around. 
So, this OK AS INSERTED to copy- 
writer DON WILLIAMS, Foote, Cone & 
Belding, Chicago, for good sense as 
well as good writing. 

*Even a partially blind prospect, 
of limited mentality, couldn’t es- 
cape this powerful spread for the 
York Corp. “Moore-McCormack 
Lines to use York air conditioning 
for new 553-passenger liners.” No 
matter how you look at it, it’s pow- 
er-packed — handsome drawing of 
one of the new liners spread across 
the top of two pages — spot illus- 
trations that point up “Easy Instal- 
lation,” “Smaller, Lighter,’ “Econ- 
omy of Design” — five tight para- 
graphs of text, loaded with user 
benefits. An OK AS INSERTED to copy- 
writer JOHN SCHOEFFLER, G. M. Bas- 
ford Co., New York. 





Moore-McCormack Lines to use 








NORTHWEST 'y y AIRUNES 
thinks of everyone with Sperry 











York airconditioning for new 553-passenger liners 


Sperry Gyroscope much for many 


Rock’n Roll . . We're sorry, and 
we don’t mean to sound disrespect- 
ful of our elders, and we do know 
quite a bit about building brand 
identity and image, and God knows 
Timken is doing a lot better than 
we are. . .but we think this adver- 
tisement, “You mean what you say, 
Timken” makes 
about as much sense as some rock 
n’ roll ditty. Ready, Elvis. 


when you say 





York TURBOMATICS make an air conditioning system 


lighter, smaller, more flexible 











rock bit, of course you don’t specify Tim- 
ken. By the same token, when you want 
the highest quality you don’t specify any- 
but Timken. To make sure you get 
safeguard your rep- 
we stamp Timken on 
When you say 
mean a_ product 
Company. . .be- 

; aware Timken is a 


of product. 


We're sorry, but we’re too brok- 
en up to go on. The nice thing a- 
bout it, 
use it, too — anyone can use it. 


however, is that you can 


Change the product, fill in your 
name, and have a happy time. 


High level performance . . 
Generally, the standard of adver- 
tising performance seems at higher 
level in the aviation magazines. 
Perhaps because the industry is so 
much younger; perhaps because 
some new, young advertising agen- 
cies have been growing up with it; 
perhaps because the whole tech- 
nological pattern of the field is 
more dynamic anyway, what- 
ever the reason, there’s a more 
active, spirited psychology here. 

*Here’s Sperry Gyroscope, for in- 
with an orderly, yet in- 
“boxscore” 


stance, 
angle — 


thinks of 


teresting, 

“Northwest 
everyone with Sperry Equipment 
DC-6Bs and DC-7Cs.” 
Top three squares show the equip- 
ment — next three show how “Pas- 
sengers Benefit” - 


Airlines 


for new 


- next three cov- 
er how “Crew Benefits” — bottom 
three, “Airline Benefits.” We don’t 
know when we've seen so much, 
for so many, handled so well. An 
OK AS INSERTED to FRANK R. RISLEY, 
president, Reach, Yates & Mattoon, 
Newark, N.J., who did the copy- 
writing. 


“Ai’ for attitude .. Some day, 
somebody’s going to give Goodyear 
and its agency a very special award 
for “attitude.” As long as we can 
remember, this leader has treated 
its industrial advertising just as 
seriously and importantly as_ its 
consumer advertising. Can you re- 
call, for instance, how long _ its 
been 


magazines? 


spreads in full color have 


running in business 
Must be years and years — long 


before all the recent move to multi- 














Van Dusen knows 


a good thing... 
and so does Shell 


What o diff 
with Shell 
perience of V. 
aviation cealer, at Logan In 
Airport, Boston. 



































Shell Oil . . informal and convincing 


color and larger page units. Con- 
sider, too, its grown-up approach 
to art. It has been using full-color 
illustrations from topflight artists 
for a long, long time. This spread, 
“Meeting the challenge of handling 
fuels,” is a typical high-level Good- 
year performance. And in this in- 
stance, “typical” is just about the 
most complimentary adjective we 
can use. 


Shell Oil has an informal and 
wonderfully convincing approach in 
this dealer spread, “Van Dusen 
knows a good thing . . . and so does 
Shell.” This tells about — “What a 
difference when a dealer ‘flies with 
Shell’ For example, take the ex- 
perience of Van Dusen Aircraft, 
Shell aviation dealer, at Logan In- 
ternational Airport, Boston.” It’s 
not so much that the copy says 
anything new, as it is the easy, 
conversational editorial 
style layout, big text type, and pic- 
tures with snapshot quality. But 
try reading the text yourself. (See 
illustration. ) 


approach, 


A hearty OK As INSERTED to Gor- 
DON BusHELL, J. Walter Thompson 
Co., New York. 

To sum up, like any good coun- 
sel should, we'd say railroad ad- 
vertisers and marine advertisers 
can learn a good deal by watching 
their flyboy cousins. And for that 
matter, so could advertisers from 
many other fields. 


Boost-of-the-Month . . Surpris- 
ingly few advertisers possess a 
proper proportion. Let 
them have a genuine contribution 
of major stature to offer a market, 
and like as not they will spring it 
in a page or two of advertising, and 
kid themselves they’re doing a ter- 
rific job. The least-costly commod- 
ity a manufacturer can buy in a 
situation like this is advertising 
white space. It is always in ready 
availability, at standard rates, can 
be used quickly and with complete 


sense of 


slow-thinkers 





flexibility. Someday 
will wake up to this, and multi- 
page advertising units will be put 
to work more and more frequently. 

This is why we give this month’s 
“Boost” to The Budd Co., and spe- 
cifically to GRAHAM S. MASON, copy 
director, and THOMAS IRONS, art di- 
rector, both of Lewis & Gilman, 
Philadelphia, who 
executed this “leadership” 12-page 
Railway 


conceived and 


appeared in 
. a New Con- 


insert that 
Age — “Presenting . 
cept in Lightweight Passenger Car 
Construction.” This is the story of 
the Budd “Pioneer III” - 
by page this insert covers “Ob- 
jectives” “Car Body Construc- 
tion” — “New Railway Car Truck 
“Structure” “In- 
“Equipment” 


and page 


Design” 
terior Treatment” 
“Adaptability.” The approach is not 
only comprehensive in the true 
sense of that word, its tone is that 
this is an important development, 
and important people will want to 
read about it. Hence, no stress, no 
strain, but a high degree of reada- 
bility and convincement. 

The next time you say to your- 
self, “Gad, how did I ever get into 
this miserable advertising busi- 
ness?” think 
like this one. 


Coy Cee 


about achievements 








PIONEER Iil+ Car body structure 
































Budd... 


a sense of proportion with no stress or strain 











IT HAPPENS ALL THE TIME 



































The pool shark as Horace does. He'd reach almost as many people as 
The Saturday Evening Post. Only, of course. he’d be 
Whether it’s the World Series or the Army-Navy limited to that one plant. The Post gets to all levels 


game. you can be sure that Horace “Sporting Blood” of buying influence in plants and offices all over 


Hendryx will have a pool organized. The only one America. It reaches 30% more people in business 
who doesn’t invest in these pools is—guess who! and industry than the 3 leading news and _ busi- 
Horace, himself. Any salesman would love to get ness magazines combined! No wonder that indus- 


as much attention from the staff at Kingsley Boilers trial leaders prefer to advertise in The Post. 


y Evening 


4) — gets to ALL the people who mean business 











LETTERS 


to the editor 








IM‘s ad series champions 
cause of small agency 


# As a service to the small adver- 
tiser and the small industrial ad- 
vertising agency, your series of 
full-page ads on the value of in- 
dustrial advertising is a veritable 
boon. 

Obviously, the ad series is an 
effective selling tool for small agen- 
cies like us because it repeats what 
we have been saying right along, 
but it adds authority to the voice. 

Please send us 100 reprints of the 
Russell T. Gray ad and tell us what 
your plans are for future ads in the 
series. 

GeorcEe F. WALSH 
George F. Walsh Advertising 
Agency, Vineland, N.J. 
[The series will run at least for sev- 
eral months, and if response re- 
mains at the same high level of en- 
thusiasm, it will be continued 
indefinitely.—Ed. } 


Distributor has his own 
catalog planning headaches 


= Our company distributes a com- 
plete line of hydraulic and pneu- 
matic components. We are currently 
in the process of planning a new 
and comprehensive catalog. For the 
most part, this will contain litera- 
ture which has been given to us 
by the companies whom we repre- 
sent. 

We are very much interested in 
receiving from you whatever in- 
formation might be available to as- 
sist us in our work. Most of the 
material on catalog planning which 
I have seen concerns the problems 
of the manufacturer. 

It seems to me that the distributor 
has problems which are peculiar 
to himself alone, and that the role 
of the distributor in our industrial 
market is important enough to war- 
rant study of his own problem. 

I have been a subscriber to your 


magazine for many years, and you 

have often presented material which 

has been of help to me. I hope you 
can come through again. 

Martin Lipton 

Airoyal Co., New York 

[Most of IM’s published material on 

compiling catalogs has been written 

from the manufacturer’s point of 

view. Can anyone help Mr. Lipton? 


—Ed.] 


How do you solve this problem 
of ad budget and fiscal year? 


® As you probably know, most ad- 
vertising budgets can only be final- 
ly approved in conjunction with the 
approved sales budget for the com- 
ing year. Under these circumstances 
the advertising budget then becomes 
approved for action very close to the 
end of the fiscal year—so close in fact 
that it is not possible to schedule 
advertising during the early part 
of the fiscal year since publication 
closing dates have already occurred. 

Because of this we have been 
giving some consideration in our 
organization to having the adver- 
tising budget year differ somewhat 
from the sales forecast year. 

I wonder if you have any refer- 
ence material or other bibliography 
that you could provide on this gen- 
eral subject which may help us in 
coming to a decision. Any assistance 
that you can give will be appreci- 
ated. 

KENNETH S. Brock 
Advertising & Sales Promotion 
Manager, Fenwal, Inc., Ashland, 
Mass. 
[If any one can help Mr. Brock, we 
would be glad to hear about it. 


Ed. | 


Seeks information on 4A’s 
anti-trust suit settlement 


s Your editorial in the May issue 


of IM regarding the settlement of 


222 





Gn technical publicity 
6 Desiderata for 
these Days of Decision 


Lord love this period from 
Labor Day to New Yeatr’s! These 
are the days of decision for most 

marketing managers and their 
brass. Budgets for 57 are 
built and blessed and staffed for. 


The up-to-date budget includes 

a healthy slice for persistently 
saying your piece — editorially — 
through the trade, technical 

and business press. 


Here’s advice in that regard 
which may seem strange (coming 
from us). But it’s solid. 


Don't Dive Until 


Don’t budget a nickel 

for technical publicity unless: 
One — You've decided which 
products and services need 
explaining — in detail — to sell. 
Two — You've pegged the 
sources of the know-how you'll 
be transmitting (engineers, 
fieldmen, service 

men, customers who’ll talk, 
external specialists). 

Three — These sources know 
their part in the picture-of- 
your-purpose — and want to help. 


Four — You and your 
salesmanager agree on a selection 
of themes, audiences and 
disclosable material. 


Five — The boys in the 

field know how to cash in on 
the market education your 
publicity program will deliver. 
Six — You have the very best 
equipment for transmission from 
your senders (sources) to 

your receivers (editors). 

This last may well be us. 

It’s been our only business, 

for twenty fine technical 
marketers, since 1947. 


Harry W. Smith 
Incorporated 


Technical Publicity and ¢ditorial Relations 


NEW YORK 

41 E. 42nd St. (MU 7-5367) 
CHICAGO 

Telanswer Service (WH 3-1262) 
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if you wish to reach the 


coal trade use 


CHICAGO 


Manhattan Bidg. Whitehall Bidg. 


for over 70 years the leading 
journal of the coal industry 








Attention! 
MAGAZINE PUBLISHERS 


We offer you full facilities plus central- 
ized location for printing, binding and 
mailing your periodical publication, 
either sheet-fed multi-color letterpress, 
offset or web-fed offset. Ample paper 
supplies available. 


For detailed information, write 
M.F.A. Publishing Department 
202 South 7th, Columbia, Missouri 











our job as personnel consultants 


is to find the job that fits .. . 
both ways 


A competent advance job 
saves executive and appli- 
cant interviewing time— 
prevents costly mistakes 

. on both sides. 


eee 


Personne! Consultants in Advertising-Sa.es 
Promotion-Marketing- Public Relations 


415 Lexington Avenue, New York + MU 2-7136 


Case Histories 
on products in use 


Photographic and reporting 
assignments covered throughout 
North and South America 
for advertising, editorial or 
research purposes 


SERVICE 
RK 2, NEW JERSEY 





MArket 2-3966 


or write 


sicxtes -Kolo- Keepotle 


38 PARK PLACE * 








Ut Your Fingertips 


MEDIA AND MARKET FACTS 
FOR BUILDING YOUR 1957 
SCHEDULES 


. see the hundreds of pages of 
data covering 69 primary markets 
— specifications, rates and circula- 
tions of the 2,400 business papers 
serving U. S. and Canadian industry 
— and the factual presentations of 
200 leading publishing organizations 
... in your 
1957 INDUSTRIAL MARKET DATA & 

DIRECTORY NUMBER 
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LETTERS .. 
continued from p. 237 


the anti-trust suit against the 4A’s 
interests us directly. 
Can you tell me where we can get 
a copy of the settlement conditions? 
Our thanks for your courtesy. 
Lewis J. SOLOMON 
Director of Advertising, Althei- 
mer & Baer, Chicago 


[The complete consent decree, 
signed by the American Associa- 
tion of Advertising Agencies, was 
published in our sister publication, 


Advertising Age.—Ed. | 


Seeks more copies of ‘What 
are ad agencies good for?’ 


= We should like to order 100 re- 
prints of the article by Mr. E. T. 
Morris, entitled, “What are Adver- 
tising Agencies Good For?” which 
appeared in the September issue of 
INDUSTRIAL MARKETING. 
Mary Evatyn CrooKsToNn 
Librarian, Meldrum & Few- 
smith, Cleveland 


Likes IM’s special report 
on shows and exhibits 


= Just finished reading the article 
in the special exhibit section in your 
August issue. I wanted to write to 
congratulate you on an excellent 
job of presenting exhibits as an ef- 
fective sales medium. May I have 
10 copies of this issue? 
F. W. Kirsy 
Exhibit Unit, Advertising & 
Sales Promotion Dept., General 
Electric Co., Schenectady, N.Y. 


Seeks aid in selling 

to construction industry 

= We are an industrial distributor 
and we are interested in preparing 


a discussion on the subject “Selling 
to the Construction Industry.” We 
are interested in that part of the 
industry devoted to the construc- 
tion of buildings and _ industrial 
plants. 

Would you be kind enough to 
refer to your back issues and see if 
you have published any articles 
that would be of help to us? 

H. E. McDoNnaLp 
McDonald & Wilson Sales Co., 
St. Louis, Mo. 


[A number of articles on the sub- 
ject have been published in IM and 
have been referred to the reader.— 
Ed. ] 


How do you win distributors 
over to your product? 


# One of our clients has asked us 
to suggest ways to more effectively 
merchandise our industrial adver- 
tising through our distributors and 
field sales force. The client feels 
that reprints of our trade paper 
ads, direct mail, stuffers, literature, 
etc. are not being used as effective- 
ly in the field as they could be. 
Could you give us any informa- 
tion, or send us any article reprints, 
dealing with the subject of mer- 
chandising industrial advertising? 
One of the problems, of course, is 
that our distributors are not par- 
ticularly promotional minded. 
H. S. VALENTINE, JR. 
Valentine-Radford, Ad- 
vertising, Kansas City, Mo. 


[See “Enter, the Industrial Mer- 
chandising Era’ (IM, May, ’53) and 
“How to Get Distributors Excited 
about your Product” (IM, Feb., 
1955) .—Ed. ] 


Adds his approval to trade 
show exhibit section 


# Have just read articles on Trade 
Show Exhibits in August 1956 issue 
of INDUSTRIAL MARKETING, Well done. 
I would appreciate more informa- 
tion on “Exhibitors Advisory Coun- 
cil.” 
Maurice HELLMAN 
Assistant Exhibit Manager, Le 
Tourneau-Westinghouse Co., 
Peoria, IIl. 
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| EDITORIALLY 
SPEAKING 


What Does the Distributor Think? 


One of the big jobs of sales and advertising execu- 
tives is to get their distributors interested in their 
advertising and promotion programs. If they do, they 
and their salesmen will get behind the programs en- 
thusiastically, to the mutual advantage of the manu- 
facturer and the distributor. 

Thus merchandising the advertising program to dis- 
tributors is one of the primary requirements for success 
in promotion, and so the marketing executives of com- 
panies selling to indusiry constantly preach the im- 
portance of letting everybody at the distribution level 
know exactly what is planned in support of their selling 
efforts out in the field. 

However, it is interesting to observe that instead of 
being constantly on the sending end, some smart mer- 
chandisers now put themselves in the position of being 


} ee 3 . , 
on the receiving end, as far as their distributors and 


their advertising policies and programs are concerned. 
It pays now and then to listen to what the men who 
have the immediate job of sales and service have to say 
about the way in which advertising and sales promo- 
tion programs are shaped up. 

The big automobile companies have set the pace in 
this direction, no doubt nudged by the results of con- 
gressional hearings at which their dealers showed con- 
siderable dissatisfaction with many of the things the 
manufacturers were doing. Dealers’ councils have been 
established to consult regularly with the manufactur- 
ers on all phases of distributor relationships, and the 
manufacturers have created new vps whose job it is to 
work more closely, and on more of a mutual basis, 
with the dealers who have the responsibility for actual 
sales results. Studebaker-Packard, which has _ been 
having its troubles and has recently been reorganized, 
has announced that in planning advertising it will en- 
deavor to tailor its program to the needs of dealers, 
and to consult with them regarding their promotion 
requirements. 

In talking to industrial distributors in various fields 
about their reaction to manufacturers’ advertising, | 
have been impressed with the distributor viewpoint 
that not enough attention is paid to what they feel 
should be supplied in the form of advertising and pro- 
motion programs and materials. Thus it seems to me 
that it would be an excellent idea to adopt a change of 
pace and to ask the distributors what they would like 
to have in this area, instead of merely attempting to 
“merchandise” a campaign which has been completely 
worked out at the factory, without consultation with 
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. . Talking it over with the distributor ahead of final 
action on advertising campaigns may add an important 
extra to the whole merchandising operation, 











the local organizations which are expected to put it into 
effect. 

There is nothing basically wrong with most manu- 
facturers’ advertising and merchandising plans. In most 
cases they represent carefully organized coverage of 
the industrial markets they are interested in, and de- 
velop selling themes and ideas which are sound from 
the standpoint of assuring buyer interest in the product 
features and service facilities which the manufacturer 
has to offer. The only objection, from the distributor’s 
point of view, is that the plans are made without taking 
him into sufficient account, and without even asking 
him for an opinion as to what would be most useful in 
his particular area. 

The average industrial distributor, no matter whether 
he is selling a general line or is specializing in one area 
of industrial equipment and supplies, feels that “all 
business is local,’ and that the peculiar conditions 
affecting his operation should be considered in planning 
advertising, merchandising and sales promotion opera- 
tions. 

The chances are that any good program, carefully 
thought out and intelligently executed, would appeal to 
distributors. They would no doubt have ideas which in 
their opinion would make these advertising expendi- 
tures more useful to them and therefore more profit- 
able to the manufacturers whose products they sell. All 
of them want to handle well advertised and promoted 
brands, and this general acceptance of the advertising 
idea needs only to be reinforced with consideration of 
their own suggestions in order to get enthusiastic ac- 
ceptance and cooperation. 

Talking it over with the distributor ahead of final 
action on advertising campaigns may add an important 
extra to the whole merchandising operation. 
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“How can | build up 


MORE SALES FROM 
INDUSTRIAL 
DISTRIBUTORS?” 


ANSWER: Be realistic. Make a “cold 
turkey” analysis of exactly how much 
effort your distributor salesmen are 
now actually devoting to your line. 
Then start bolstering your distributor 
program with the kind of ammunition 
salesmen need to do a bang-up job for 
you. 


“How do | get a distributor 
salesman steamed up?” 


ANSWER: Pinpoint your market for 
him. Keep him on the ball about new 
markets and new uses. Post him on 
your product development plans. Tell 
him about new items coming up. Feed 
him advance dope on new features and 
product improvements. Refresh his 
memory on your basic sales points — 
take nothing for granted —talk always 
in terms of benefits to him. 


“Can | get more of 

his selling time?” 
ANSWER: Yes, if you work hard at it. 
It’s only human for him to give more 
interest to the products and companies 
he believes in most. Treat him like a 
partner. Let him on the “inside.” And, 
particularly, post him on your adver- 
tising program —and its local impact 
right in his back yard. 


“How can I sign up 
more industrial distributors?” 


ANSWER: You can get the right number 
of industrial distributors, and in the 


right places — by building and persist- 
ently following an aggressive distribu- 
tor cultivation plan. Good distributors 
are not whimsical. There are no short- 
cuts. They have to be wooed to be won. 


“How do | interest 
a distributor in my line?” 


ANSWER: Tell him what he wants to 
know. Present and potential profit pos- 
sibilities — in unexaggerated plain Eng- 
lish... 
competitive position... your share of 


an honest appraisal of your 


the market, sales trends. 


“Can | gain an edge 
on other lines he sells?” 
ANSWER: Is your distributor sales pol- 
icy a “two way street”? Are your engi- 
neering and technical services set up to 


help him? Then, tell him, and sell him. 
And remember — he’s not operating in 
the dark ages. He prefers the cohsist- 
ently advertised line. 


“What's my best approach to 
desirable distributors and 
salesmen?” 


ANSWER: Rely on the reach and read 
ership of INDUSTRIAL DISTRIBU- 
TION, the distributor’s own business 
publication. For 45 years it has worked 
with distributors everywhere. It reaches 
the houses you want, highly regarded 
by the ones you've got. It’s read reli- 
giously by the executives who say “Yes” 
or “No” to your line, and by the calibre 
of men you'd prefer to have out selling 
your line. It’s “personal” in its im- 
pact, second-best as a salesman only 
to you, yourself. 
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MILL & FACTORY’S CIRCULATION METHOD IN ACTION— 
INDUSTRIAL SALESMAN GETS TO NEW PLANT EXECUTIVE 
WITH BUYING AUTHORITY—RIGHT FROM THE START. 





You know Mill & Factory gets to 
new buying influences first!...because... 


We get the word straight from the 
field! Industrial salesmen tell us. 


It doesn’t matter what the new 
plant executive's title is. If he has 
buying influence, the industrial sales- 
man will know it. Industrial sales- 
men know that titles are no guide to 
buying influence. The buying power 
behind the title is the only thing 
that counts! 


That’s why MILL & Factory util- 
izes the unique Franchise-Paid cir- 


culation method. 1,645 full time 
industrial sales engineers make over 
2,000,000* sales calls a year on the 
important plants in every trading 
area of the U.S. 


These salesmen personally select, 
as readers of MILL & FACTORY, their 
most important sales contacts. 


MILL & Factory is the only in- 
dustrial publication specifically de- 
Signed to do industrial advertising’s 
first and most important job —to 


back up your salesmen by reaching 
the same men they must see to sell 
your products! 


*Based on the conservative estimate 
of 5 calls per day per salesman. 


Mills Factory 


205 East 42nd Street 
New York 17, N. Y. 
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aa 


MILL & FACTORY REACHES THE MEN, REGARDLESS OF TITLE, YOUR SALESMEN MUST SEE TO SELL! 





